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INSTALL BRODIE METERS IN POSITION 


to meet loading rack requirements 


® Vertically or horizontally 


®@ In loading arm or swivel riser 


® Supporting the piping or line 
supported 


Me With meters below the rack, out of the way of operating personnel, 
counters are extended above the rack for full visibility. Note swivel adaptors 
permitting counters to face any direction. 


W Vertically mounted meters supported by the line with extensions to 
loading deck counters. 


i 
Be. a Ai i 


@ Vertically mounted to swing with the loading 
arm so counter always faces the operator 


W Horizontally mounted in loading arm — coun 
ter always directly visible from loading position 


W Horizontally mounted meters below the rack, out of the way, with counters 
extended above the rack for full visibility. 
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ODIE BiKoter ET 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 
MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, ill. 221 9th Ave. N. 5401 E. Sheila Street 
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An organized R & T program 
can cut turnover of driveway salesmer 


Finding and developing good driveway salesmen 
is areal problem for today’s service-station dealer. 
The constant turnover of these important sales- 
men is both perplexing and expensive—affecting 
the entire petroleum industry. 

Two years ago, Ethy! developed the Recruiting 
and Training program to aid the industry in the 
solution of this problem. Reports show that the 


RECRUITING 


“Pick Your Tomorrow,” a dramatic movie in 
full color, points out the many advantages 
and opportunities of service-station work. 


“Which Way Am I Going?”, a stimulating 
booklet for young men, which interestingly 
explains the requirements and benefits of serv- 
ice-station work. 


“Who's Wearing Your Face?”, an informative 
booklet for dealers that suggests interviewing 
techniques and shows how to gauge appli- 
cants’ answers. It also provides sample appli- 
cation forms and rating sheets. 


TRAINING 


“Fire Power” Show, well known to the indus- 
try for more than a decade, has been updated. 
It covers all phases of safe handling of gaso- 
line from the refinery to the service station. 

“Fire Power” Movie has also been revamped 
and produced in full color along with a new 
“Fire Power” booklet. This motion picture 
now contains up-to-the-minute footage on the 


ETHYL CORPORATION 


NEW YORK 17, N. Y. 


program has helped the dealers find good men— 
has helped develop these men—has helped keep 
these salesmen on the driveways. 

This year we have enlarged the program to 
make it even more effective. New materials have 
been added. Other items that have proved their 
dependability year after year have been brought 
up to date. Here’s what the 1956 program offers: 


cause, prevention and extinguishing of gaso- 
line fires. 
A kit of seven color movies will soon be 
available. Five of these films deal with impor- 
tant phases of automobile maintenance, and 
the other two cover properties of gasoline: 
1. “Electrical System”’ 
2. “Distributor”’ 
3. “Spark Plug’”’ 
. “Valves’’ 
. “Carburetor”’ 
. “Gasoline Part I— Volatility’ 
. “Gasoline Part II— Knocking and 
Preignition”’ 


, 


“The Story of Gasoline,” a new illustrated reference book, 
explains the importance of gasoline, its manufacture, its 
testing and its relation to engine performance. 

These R & T materials can be used as a complete pro- 
gram ...or to supplement your own recruiting and train- 
ing program. Talk with your Ethyl representative about 
putting them to work for you. 


ay 
CORPORATION 
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REDUCE YOUR “DOWN-TIME” 


+ «WITH J OPW 





“Down-time” frequency for valve repair is appreciably lessened 

with OPW Valves specifically engineered for hazardous liquid ser- 

vice. They are ground tighter, engineered with larger stuffing boxes, 

machined to closer tolerances, and produced of the finest grades of 

bronze and aluminum. Highest possible quality is reflected in the 

cocnmpbitny, ruggedness and precise flow control of all OPW 
alves, 


Recognizing the need and answering the demand for a valve which 
would reduce the tare weight of truck tanks without sacrificing peak 
efficiency, OPW has developed the lightweight 676. After exhaus- 
tive tests, it has been added to the complete family of OPW Valves. 


CHARACTERISTICS OF THE 676 VALVE 


Flanged or screw body and bolted bonnet of OPALUMIN, as strong 
as bronze, one third the weight. Interior parts of precision machined 
bronze. Ball and socket double discs, self aligning, tapered design 
seating against hand lapped renewable bronze seat rings for a sure, 
vapor-tight, no-leak closure. Renewable seat rings are threaded and 
seated against shoulder, so despite contraction and expansion of the 
body, the threaded ring remains: seated. Compound double acting 
threads allow closer clearance when valve is opened, require fewer 
turns to open and close. Strong, large diameter stems do not bend. 


No, 676 megane Available in 3” size. 


«a ~~ 
(* 
5 
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GATE VALVES @ EMERGENCY VALVES @ CROSS CHECK VALVES ¢ Py OPW CORPOR ATI ON 
CROSS VALVES @ CHECK VALVES @ GLOBE VALVES ¢@ PRESSURE | | 


RELIEF VALVES @ COMPRESSION CHECK VALVES @ LOADING VALVES _— COLERAIN AVE. @ CINCINNATI 25, OHIO 
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Its no Coincidence... 
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First bile flight in 1926 with Richard Byrd was 
made with Mobiloil... a 
On first solo trang Atlas ite i im 1927, ‘Sisson 
Lindbergh chose Metal for engine protection . . 





On first westward gl6 Gal flight i in 1928, Kingsford 
Smith chose Mobiloil for his tri- motored plane. 


On first U. 8. -to- ie 


Yes, it’s no coincidence today Mobil fuels and 
lubricants are so widely used by military, private 
and commercial airfleets— turbo-jet, jet and 

_ piston-powered— around the world. 











Mobil Pays Off—in Sitaaos Perfomance st Protection 





‘0 


SOCONY MOBIL OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 








NEW YORK 4 Y.—26 Broadway e« CHICAGO 5, ILLINOIS—59 E. Van Buren St. « BALTIMORD 18, MARYLAND—1914 North Charles St. « MILWAUKEE i 

WISCONSIN— bon South First St. « KANSAS CITY 43, MIS i RI. 925 Grand Aves. *© DETROIT 82, MICHIGAN—903 West Grand Blvd. ST. LOUIS 8, MISSOURI 

4140 Lindell Blvd. *« DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CAL.—General Petroleum Corp., 612 8. Flower St.. 
Socony Mobil maintains many other conveniently located corvies offices to give you close and fast cooperation 
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IT’S FACTBOOK TIME 


‘Sa is FACTBOOK month for oil marketers who are 
NPN subscribers. The second annual edition of the 
handy reference book will be issued later this month, so you 
should be getting your copy by the end of May. 

We thought we made a pretty fair start with last year’s 
FACTBOOK, published then for the first time. This year’s 
book looks better yet. 

Some new features will be introduced. Expanded and more 
complete information in existing categories has been devel- 
oped. Here are some of the new features: a state-by-state re- 
port on the farm census, showing number of tractors, cars 
and trucks on farms, and dollars spent for petroleum products 

. a State-by-state report on the service station census... a 
descriptive reference directory of federal laws and issues af- 
fecting oil marketing . . . a map of product pipe lines in 
the U. S. 

A popular feature last year was our forecast. This year we'll 
have another five- and ten-year forecast, on demand for all 
petroleum products, service station sales potentials, TBA sales 
potentials and motor vehicle registrations. 

Our compilation of annual reports of 30 major companies 
will be highlighted by a comprehensive study of what they 
spent in 1954 and 1955 and what they plan to spend this year. 

That’s not all, but it gives you an idea of the pertinent 
information the FACTBOOK is stocked with. 


I KNOW THAT MAN 


INCE the first of the year, NPN has printed a number of 
biographical profiles of oilmen in the back of the maga- 
zine, as part of the personals section. 

They have been attracting considerable attention, so I'll tell 
you something about them. To get them, we go beyond the 
ordinary cataloging of chronological events. Our reporters 
interview the subjects, spending up to four hours with them. 
The object is to tell something about the man, how he looks, 
acts and talks; how effective an oil marketer he is; what he 
says about himself and business and to depict him as a real, 
living person. In short, to put flesh and blood on the skeletal 
data. 

The subjects are men prominent in current activities or 
featured in NPN articles. This month, for example, there is a 
closeup of Miles Mills, jobber leader who will play a big role 
in the National Oil Jobbers Council meeting at Atlanta. That’s 
on page 182. Mr. Mills also gives his views on the state of the 
jobber in an exclusive NPN interview starting on page 89. 

Also shown in profile is Adam Rumoshosky, director of the 
API marketing division, which meets this month at Atlanta 
too. That is on page 180. 

One reader commented, after reading an NPN biographical 
sketch, “Now I feel that I know that man.” 

FRANK BREESE, Editor 





Simultaneous endurance tests 
can be run on several meters in 
this maze of pumps and pipes. 
At right of center is a new 4-in. 
650 gpm. Red Seal bulk plant 
meter through which more than 
35 million gallons have been 
pumped without appreciable 
change in calibration. Modern 
meter provers are shown in 
background. 


What Neptune's Meter Proving Grounds 
Mean to You 


“Proving grounds” for petroleum meters had their begin- 
nings many years ago, when Neptune engineers first 
devised “round-the-clock” endurance tests. By compress- 
ing the long lifetime of a meter into a relatively short 
time, every detail could be examined quickly and pain- 
stakingly for unsuspected weaknesses. Newest step in 
Neptune’s continuing search for improvement is this Test 
Plant at Wallingford, Conn., capable of challenging the 
biggest meters made. 

Red Seal users have benefited in many ways. For 
instance, early tests proved that wear . . . and meter 
inaccuracy caused by wear . . . could be controlled if 
machining techniques were developed to a higher degree 
of precision than existed then. The tests guided us in 
pioneering the required new machining techniques, gaug- 
ing and quality control. They have helped develop many 
new materials, simpler, sturdier register mechanisms, 
high-flow Auto-Stop valves, and hundreds of other tested 
details. The results can best be summed up in Red Seal’s 
nation-wide record for sustained accuracy and low 
maintenance. 

You can select with confidence Red Seal meters for all 
your tank trucks and bulk plants . . . for accuracy you 
can bank on. 


NEPTUNE METER COMPANY 


19 WEST S0th STREET « NEW YORK 20, N. Y. 
Branches in: ATLANTA * BOSTON + CHICAGO * DALLAS * DENVER 
NO. KANSAS CITY, MO. * LOS ANGELES * LOUISVILLE * PORTLAND, ORE. 
SAN FRANCISCO (Millbrae) 

CANADIAN FACTORY: NEPTUNE METERS LTD. 

1430 LAKESHORE RD., TORONTO 14, ONT. 





Neptune’s new Test Plant sim- 
vlates actual conditions of pe- 
troleum bulk plants .. . it’s 
practically a complete bulk plant 
in itself. With extensive me- 
chanical and metallurgical test- 
ing facilities at Neptune’s main 
factory, it gives Red Seal users 
benefits of finest liquid meter 
proving grounds in the world! 





Accuracy, viscosity, pressure- 
loss, and other operating tests 
are being conducted continu- 
ously on this equipment inside 
the building. New engineering 
data will be helpful to you in 
selecting and installing Red Seal 
meters most efficiently. 








Thirty of these Neptune testing 
units are strategically located 
throughout the country for check- 
ing and calibrating tank truck 
and bulk plant meters. They are 
supplemented by portable test- 
ing equipment. Though they 
don’t serve a “proving grounds” 
function, they are vital in keep- 
ing your meters always on 
the job. 





What Red Seal Meters are doing for others: 


Where accuracy counts most: Guided by critical experience, the 
State of lowa has again selected Red Seals as the master meters in 
their new trailer-mounted calibration units . .. another expression of 
confidence in Neptune’s sustained accuracy. 


Flexible installation . . . ability to adapt in the field to right or left- 
hand or angle-type installations . . . is just one of many reasons 
Red Seal “compacts” are preferred for dual-metered tank trucks. 


“Our Red Seals have given us excellent performance .. . never any 
trouble”, says D. L. Besanceney, Operations Manager of Conserva- 
tive Gas Corp’n, New Hyde Park, L. |. In LP-Gas, too, Red Seal 
meters lead, with a meter designed specifically for the job. 


2363520 
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Accurate operating and stores records for railroads are After 17 years’ hard work in this Mt. Vernon, N. Y. bulk plant, nine Red Seals 
provided by Red Seal Print-O-Meters installed at refuel- still had original measuring chambers . some never opened for repairs. 
ling stations for Diesel locomotives. Modernized with Print-O-Meter registers, they're still on job! 
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This B. F. Goodrich dock hose 
makes deliveries up to 15% faster 


ERE’S a sturdy, long-lasting dock 

hose that saves 9 minutes out of 
every hour it takes to load or unload 
with ordinary hose. 

Unlike rough bore hose, this im- 
proved B. F. Goodrich hose is made 
with a perfectly smooth lining, so there 
is no wire at the tube surface to slow 
down delivery or cause turbulence. That 
is why it gives 12% to 15% faster delivery. 

What’s more, this B. F. Goodrich 
hose is built for strength as well as 
speed. A continuous spiral of round, 
spring steel wire is buried in a thick 


layer of rubber and bonded to heavy 
plies of fabric within the hose. This 
special reinforcement increases crush 
resistance, improves burst resistance, 
prevents collapse under vacuum. And, 
of course, the lining of the hose is 
completely gasoline and oilproof. 

B. F. Goodrich calls this combina- 
tion suction and discharge hose Type 
400. In addition to handling oil and 
gasoline in dock and ship service, it 
is also recommended for use in refiner- 
ies and distributing terminals, on- 
shore and bank service, and in inland 


waterway operations. Your B. F. Good- 
rich pi Ae: sn can give you more 
details, or write The B. F. Goodrich Com- 
pany, Dept. M-630, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
DIVISION 
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Col. Colley’s Plan 
To THE Epitor: 

Your timely article on Dwight T 
Colley of Atlantic Refining Co. (NPN 
—March °56, p34) really spells out 
what a supplier can do to alleviate 
the grievous plights of jobbers and 
dealers. Any supplier who has guts 
enough both to talk about the ills of 
the marketers and to do something 
about it has my vote. We need more 
suppliers—and jobbers—who are will- 
ing to make an honest effort to correct 
an industry ill, instead of hiding be- 
hind the cloak of their corporation 
and praying that the jobbers and deal- 
ers won’t seek legislative correction. 

J. I. KAISER 
Eau Claire Golden Rules Oil Co. 
Eau Claire, Wisc. 


Air Service 
To THE EpiTor: 

Glorious things have been done in 
the past to try to stimulate proper air 
service (NPN—April °56, p108) and 
make sure that the gages are accurate. 
The bulk of the effort has fallen on 
barren ground. Perhaps something 
more dramatic than anything previ- 
ously tried will be necessary to activate 
a sound program .. . 

H. N. RoBeRTS 

Manager, Petroleum Co. Tire Sales 

The B. F. Goodrich Co. 
Akron, Ohio 


Multi-Octane Venture 
‘To THE EpIToR: 

Re your “Custom-Blending” pump 
article (NPN—April °56, p106), we 
feel it only a matter of time before at 
least three and possibly four octane 
grades of gasoline will be retailed. 
This could take place very quickly 
if the sales increase trend were to 
taper off sharply. 

The experimental blending pump is 
on attractive “gimmick” and should 
create considerable customer interest 
... The experiment has merit; actual 
success will depend on the stability 
and accuracy of the mechanism. 

S. H. MARSHAL! 

Sales Manager 

Supertest Petroleum Corp., Ltd. 
London, Canada 


To THE EpiTor: 

The complicated mechanism with- 
in the pump; the general lack of in- 
terest of the public in research octane 
versus road octane; the variations in 


identical car models; the difference be- 
tween the way two people handle the 
same car—these are all factors that 
make the adoption of the Sun system 
by the industry or the public very 
doubtful. There are a number of other 
factors, including the item of cost, 
which, regardless of mass production, 
would in my opinion double the in- 
dustry’s present investment in dis- 
pensing units. 

The new designs in the automotive 
engine will require a better grade fuel 
than is generally produced and offered 
for sale today. Marketers must recog- 
nize this, and it will probably result 
in a third grade of gasoline for at 
least a temporary period. 

(Name withheld by request) 
A major oil company executive 


Liquid Fertilizer 
To THE EpITor: 

Liquid fertilizer (NPN—April °56, 
p166) does not fit in with the oil 
business in a great many localities. 
In our case, the busy time of the 
year comes in the summer. We also 
use equipment that is not suitable for 
handling liquid fertilizer. To us, dis- 
pensing liquid fertilizer would mean 
the purchase of new equipment and 
the paying of overtime, both of which 
would certainly rob us of any chance 
of making a profit. We shall continue 
to confine our efforts to the oil and 
TBA business. 

GALEN E. WILSON 
Galen E. Wilson Petroleum Co. 
Saginaw, Michigan 


Staying in Bounds 
To THE EpITor: 

It was quite a surprise to me to 
learn that Sun “will go outside con- 
ventional TBA channels this year,” 
and will add some dealer-dis- 
tributor combinations.” We haven't 
any plans in that direction at all. 

W. M. ScCHMITI 
Manager, TBA Department 
Sun Oil Co. 


Our apologies to reader Schmitt for 
an apparent isunderstanding. It 
was our conclusion, after talking 
with a Sun official, that Sun was con- 
templating such a move. 








You are more than welcome to 
write—of you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 

Write to: Editor, National Petroleum 
News, 330 West 42nd St., New York 
36, N. Y. 
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Hose Swivels 
with 


EVER-TITE No. 2 
Straight Thru Swivel 


When this new Ever-Tite Swivel 
is used between the hose and 
nozzle, kinking and twisting of 
the hose is eliminated. 


Free swivel action at all times— 
with parts firmly secured. Hose 
strain is prevented because the 
swivel assures quick and easy 
positioning of nozzle. 


The Ever-Tite Swivel is always 
leak-proof because of a special- 
ly-designed machined seal and 
gasket. It is constructed of heavy- 
duty durable bronze—precision- 
engineered for typical Ever-Tite 
performance. 


EVER-TITE 
No. 9 
Check Valve 
Swivel 


Ever-Tite No. 9 Swivel has all 
the features of the No. 2 plus 
the additional advantage of an 
inlet check valve. When the 
pump is shut off, an “O” ring 
seals against a tapered machined 
surface and prevents the hose 
from draining. Spring tension is 
approximately 11 p.s.i. 


Let these precision Ever-Tite Hose 
Swivels save wear on your equip- 
ment as well as operators’ time. 
Write or phone your distributor. 


EVER-TITE COUPLING CO. INC 


254 West 54th Street, New York 19, N. Y. 

















THIS STREAMLINED NATIONAL ACCOUNTING MACHINE has helped build the John Zink Co., makers 
of Industrial Burners, Field Flares, Air Heaters, Waste Disposal Units and Domestic Heating 
Equipment, into an extremely profitable enterprise. 


“Our Calional System 
saves us*5,000 a year... 


pays for itself every 12 months!” 


—John Zink Co., Tulsa, Oklahoma 


“In addition to owning the winning 
car in last year’s Indianapolis ‘500’,” 
writes Mr. Zink, ‘‘we are one of the 
country’s largest manufacturers of 
industrial heating equipment. Being 
out front both in sports and in busi- 
ness, means using the most modern, 
most efficient equipment designed. 
That’s why we recently installed a 
National System to handle the in- 
creasing load of accounting work that 
has resulted from our fast-expanding 
sales volume. 

“Our National System has proved 


to be one of the best investments 
we’ve ever made. We can now post all 
our records in much less time. Accounts 
receivable, sales analysis, payroll and 
government reports are kept up to 
the moment with machine accuracy, 
providing sales and profit information 
any time we want it. 

“From salary savings and the firm 
control it gives us over all our trans- 
actions, our National System saves 
us more than $5,000 a year. This means 
it pays for itself every 12 months.” 

A National System can save you 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


10 


THIS NEW RACING CAR owned by John Zink 
will run in this year’s Indianapolis ‘‘500’’. 


5 s a ¢ Ses 
MR. JOHN ZINK, owner of the car that won the 
500-mile Indianapolis speedway race last year, 
tells why he uses a National System in his 
business operations. 


money whether you own a large man- 
ufacturing operation or a small service 
station. Find out today from your 
nearby National representative how 
Nationals will provide you with 
money-saving control and money- 
making information. His number is in 
the classified section of your phone 
book. 


#TRAODE MARK REG. U.S. PAT. OFF, 


National 
ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
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ONE truck or a FLEET 














> Money-Making Ideas 


Ethyl Corp. reports a group of ideas 
for getting more business on rainy 
days, suggested by oil marketing men: 
Make calls on important customers; 
offer special bargains on windshield 
wipers and other rainy-day needs; give 


umbrella protection for customers get- you ll orennel more with 


ting out of their cars; call attention to 


the hazards of smooth treads and bad 
ae ROPER 3600 series PUMPS 


Reciprocity works for dealers, too. 


An Esso dealer in Memphis, Tenn., Bronze ‘HARDENED 8 PACKING SPLIT OUTPOARD 
used it to get the business of a local BEARINGS GEARS ' = RINGS GLAND BEARING 
laundry man’s fleet of five trucks, in 

spite of a competitive 2¢ gal. discount. 
The dealer not only sent the laundry ADJUSTABLE 
man his own station business, but per- RELIEF 

suaded some of his customers to pa- VALVE 

tronize the same laundry. 


$ 


A Connecticut heating oil distribu- 
tor is using 3,100-gal. tractor-trailers 
rather than straight jobs for home de- 
liveries wherever he can because it’s 
cheaper in the long run. He figures a 
straight job is good for 10 years, dur- 
ing which time there is plenty of main- 
tenance on the motor. But a tank | f 
sacri gt ge cage eg In seven capacities trom 40 to 300 G.P.M. 
buying cheaper tractors (less invest- 
ment) that he can trade in every four | Easy to install and operate ... dependable to reduce down-time, 
years before their maintenance be- | you'll find the Roper Series 3600 Truck Pump a worthwhile 
comes a high-cost item. investment in necessary equipment. This is a complete unit, 

¢ ready for hook-up on any type of drive, and for all conditions 
of piping and mounting. 








A home-made deflator for large * 
truck tires has been invented by a 


: ring packings. 
truck fleet operator in Denver. One @ Pumping gears run smoothly in axial hydraulic balance 
end of a standard air hose is attached —e © y Y 


to an air-tight coupling set into the Adjustable relief valve assures full capacity when pumping... 
manifold of one of the large truck permits nozzle shut off without stopping pump. 
engines. A regular valve cap attached Compact design, lightweight... ideal for new installations or 
to the other end is screwed onto the for replacement. 
tube, so that when the engine is started 
the air is sucked out of the tube in a ts t 
a acts lod 

hurry while it is still in the tire. Saves \\ \ ay) 

. : aes wb : Ss 
15 minutes or more, says the inventor. 


High lead bronze bearings — deep packing box with 8 split 


~ 
S 
$ th eataianiedasiiisiapnen 
= 
@ 
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One way for a station operator to 
make money is to keep the lid on over- 
head. Humble Oil Co. makes these five Please send Catalog 
suggestions: Cut down tool losses by Have Roper Representative Call 
assigning a place for every wrench, 
grease gun or other tool and make it a 
rule to return each item to its place; if 
merchandise displays at the island get 
in the way of pump service, there may 
be too much breakage; make sure car 
wash tools and methods get the job 


GEO. D. ROPER CORPORATION 
475 Blackhawk Park Avenue, Rockford, Illinois 
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OIL & GAS STOCKS 


T 5/ Rated BUY, HOLD or SWITCH 


104 United States Issues and 53 Canadian Issues 


Oil and natural gas stocks are, we believe, entering a period of selectivity. 
There are developments indicating sharp price advances in certain issues, 


a sidewise trend in others, and declining prices in still others. By holding 


and buying the right stocks you can save money and make bigger profits. 

We have just completed a thorough check of all our Ratings on 157 oil 
and natural gas stocks—104 United States issues and 53 Canadian issues. 

Of the 157 issues, we rate 66 as fairly priced. These are marked “HOLD” 
for satisfactory appreciation potentials. There are, however, 50 issues which 
we believe have far over-shot all reasonable price targets. These are rated 
“SWITCH” to save you losses over the next 6 months. 

There are 41 stocks which we believe can be bought for profit. Of these 
41 stocks rated “BUY,” 15 look espcially attractive for purchase within 
the next 30 days. Also, there are 4 issues, (2 around $10 and 2 under $5), 
all off-the-beaten-path, which we believe possess unusual profit possibilities. 


SEND FOR OUR NEW TIMELY OIL AND GAS STOCK RATINGS NOW! 


YOU WILL ALSO RECEIVE 
Our 2 Special Reports entitled “15 OILS TO BUY FOR WIDE 1956 
PRICE GAINS” and “FOUR EXTRA BIG PROFITS—OFF-THE- 
BEATEN PATH OILS (2 AROUND $10 AND 2 UNDER $5).” 


Of the 15 stocks rated “BUY” one One of the “off-the-beaten-path” 


is very special. Company may now 
be on the verge of duplicating a 
previous similar discovery which 
sent the stock zooming 300% in 
2 years! This is an outstanding op- 
portunity. 


oils is a big “land-play”. situation 
with, we believe, tremendous up- 
side possibilities at very little risk. 
Similar situations in the past have 
resulted in large and fast capital 
gains. 


You get all 3 Reports PLUS a 5 weeks’ trial subscription to both the OIL STATISTICS 
BULLETIN and the CANADIAN OIL REPORTS for only $5. 


Both of these Bulletins are recognized throughout the world 


as authorities on North American oil and natural gas stocks. 


OIL STATISTICS CoO., INC. 


Babson Park 57, Mass. 


YES—and send me at once (1) your current ratings on 157 oil and natural gas stocks, 


(2) your new Report on 


“15 OILS TO BUY FOR WIDE 1956 PRICE GAINS,” (3) 


your new Report on “4 OFF-THE-BEATEN-PATH OILS” and (4) your OIL STATIS- 
TICS BULLETIN and the CANADIAN OIL REPORTS each for a period of 5 weeks. 


(To new readers only. ) 


[7 T enclose $5 


STREET 


] Please bill me 











“£3 money-making 


done with the least use of water and 
cleaning compounds; check hoses often 
and don’t let rough handling become 
a habit; to get the utmost out of all 
your facilities be sure you have 
enough help on hand at peak periods. 


$ 


American Automobile Assn. is send- 
ing Out a warning to all who service 
cars to be careful about using bumper 
jacks on 1956 models. AAA says some 
have weak bumper assemblies and “it 
is often quite easy to bend both 
bumper and gravel pan when using a 
bumper jack.” 

$ 


Esso Standard Oil Co. thinks its a 
good idea, once in a while, to mention 
some often-overlooked injury hazards 
in service station work. For example, 
station men should always use a rag or 
special handling device like a suction 
cup when taking a lens out of a head- 
light. That way there’s no danger of 
getting cut on broken glass. Same goes 
for lamp bulbs. Always use bulb pliers, 
or at least a piece of cloth, removing 
or replacing them. 


$ 


Many new batteries are sold by 
Culling Bros., Standard of Indiana 
dealers in Royal Oak, Mich., because 
they take along a new battery of the 
right size on service calls. If the bat- 
tery in the customer’s car is an old 
one, he will often buy the new one on 
the spot. If the customer only wants a 
push to get started, the Culling men 
try to make sure the car is headed in 
the direction of their station when they 
start pushing. 

$ 


An unusual publicity stunt was used 
recently by Union Oil Co. of Califor- 
nia dealer Bill Gwynn in Tacoma, 
Wash. For a church-sponsored mas- 
querade party, he arranged to have 
some of his friends and family out- 
fitted with replicas of motor oil and 
TBA cans and cartons complete with 
brand names and trademarks. 


$ 

Jack Marsh, executive secretary of 
the Petroleum Industry Committee of 
Ohio, has circulated a hand-out card 
for service station use that is both a 
record and a reminder of things on a 
car that need to be inspected regularly. 
Oil marketers in the state supply the 
cards free to dealers who ask for them. 
Copy suggests that car owners clip the 


| check card to the visor. ee 
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Continental’s Perma-Lining gives 
100% coverage plus uniform 
film thickness 


i aS 





~ Continental's 


Steel containers give 
modern protection to 
hard-to-hold products 


Now, the 100% protection of Continental’s Perma- 
Lined steel containers is available for chemical, paint 
and petroleum products. Hot-sprayed within the 
formed container, and fast-baked, tough enamels 
cover every square-inch of inner surface. Even side- 
and bottom-seams, often a problem, get complete, 
uniform coverage. 

Backed by our vast experience in tailor-made pack- 
aging, Continental Perma-Linings are available for 
almost every chemical, paint and petroleum product. 
In addition, our research department is fully prepared 
to develop new ones for your special use. 

Why not put modern Perma-Lined steel containers 
to work for you? Just call your Continental 
representative. 


CONTINENTAL (C. CAN COMPANY STEPPED-UP STORAGE TEST. Fven after prolonged 


storage at 100°F., polyvinyl acetate glue fails to affect 
Sasteen Divisions 100 E. 42nd St., New York 17 Perma-Linings. Never-ending research and testing by 
Central Division: 135 So. La Salle St.,-Chicago 3 Continental scientists assures Perma-Lined steel containers 


Pacific Division: Russ Building, San Francisco 4 of the highest quality. 
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WAYS YOU CAN 
SAVE MONEY --- 


---( SPIFFY ) 


STEEL FORMS 


WITH THE 
ROLLED TOP EDGE 








Island edges can’t 

be chipped or scarred — 

tires can’t be scuffed. Ready to use—no lost time— 
immediate shipment. Permanent beauty — eliminates 
weekly painting. 

This is it — the all around pump island protection that will 
save you money and eliminate customer complaints due to 
scuffed tires. Spiffy form is constructed to make it impossible 
for form to lose shape. 


NEWBERRY 
Meter Calibrating Tanks 


Portable and stationary models — any size. 
Stop meter errors from draining your profits. 
Here is a way to have accurate meters and stop the errors 
that add up to high costs. You take no chances with this 
precision instrument that is proving its value in many 
terminals. Conforms with A. P. |. Code No. 1101. It pays 
A itself in short time due to the savings it makes pos- 
sible. 


Low cost grease rack may exactly fit your need 


If your requirements do not justify an expensive grease rack, our Model 
100 Drive-On Grease Rack 24,000 Ibs. capacity is your answer. No instal- 
lation cost—no maintenance cost—portable—heavy duty. Will take dual 
wheel trucks. Write for prices and specifications. 


Order from your jobber or write us. 


| 

| NEWBERRY EQUIPMENT COMPAN Y, Ine. 
P.O. Box 293 Jackson 5-1751 Memphis 1, Tenn. 
Member NAOEJ Will be glad to furnish prices and specifications on request 














What They're Saying 





“For many years we have hailed the 
dealer as the ‘front door of the oil in- 
dustry.’ His day-to-day contact with 
the public has been the most perfect 
opportunity for development of good 
will that could be imagined. Yet, some- 
how, this channel has had relatively 
little favorable effect on better under- 
standing of the oil industry as a whole.” 
G. R. Fenner, marketing personnel co- 
ordinator, Pure Oil Co., speaking be- 
fore the Ohio Petroleum Marketers 
Assn. in Columbus. 

“9 


“Will there be enough petroleum to 
fuel the farm of the future? If utility 
controls stay on the natural-gas pro- 
ducers—if, as could all too easily hap- 
pen under such circumstances, those 
controls are extended to oil producers 
and then other producers—then the 
answer to the question of supply may 
be ‘No.’” William H. Miller, sales pro- 
motion executive, Standard Oil Co. 
(Ind.). 


9 


“If we are to meet tomorrow’s chal- 
lenge, we must be equipped with to- 
morrow’s facilities.” Charles F. Ketter- 
ing, General Motors. 


69 


“[Some states], by reason of exclu- 
sive franchises to one company, fail to 
provide for service station competition 
on their toll roads, and thereby do a 
disservice to the motoring public. They 
deprive the majority of oil companies 
of representation and prevent the mo- 
torist from exercising his right of brand 
choice and to use credit privileges. 
This is state-induced monopoly and a 
clear breach of the free enterprise con- 
cept. It should be vigorously opposed 
by suppliers and distributors as well as 
the public.” S. C. Bartlett, vice presi- 
dent in charge of domestic sales, The 
Texas Co. 


69 


“The oil heat industry has done no 
job at all on regularly producing new 
burner models—better, more efficient, 
eye-appealing—to meet the public’s 
demand for newer and better and more 
attractive styles and models.” Arnold 
Michelson, vice president, Minneapo- 
lis-Honeywell Regulator Co. 


“The horsepower race won’t go on 
forever, because the public will eventu- 
ally have all the power it can safely 
use, but the search for economy will 
certainly continue on beyond. . . . By 
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1960, average horsepower may go 
from the present 205 to 245; compres- 
sion ratios, from 8.4 to 10:1. Fuel 
economy, hopefully, will be improved 
by nearly 10%. Average U. S. gaso- 
lines will probably have octane ratings 
by 1960 of 93 for regular and 100 for 
premium.” John G. Moxey, Jr., Sun 
Oil Co., in a speech before the Natural 
Gasoline Assn. of America in Fort 
Worth, Tex. 


7 


“Any attempt to fix prices of oil 
products—whether to keep them down 
or hold them up—is based on the con- 
trary view that the oil industry is, or 
ought to be, a public utility. This view, 
in my opinion, is wholly fallacious.” 
Herbert Willetts, domestic marketing 
vice president, Socony Mobil Oil Co. 


69 


“The question as to trading stamps 
or other premiums comes down to this: 
Is it necessary or even good business to 
give something away in a service in- 
dustry? We contend that it isn’t. When 
a businessman devotes time and effort 
to free services connected with a sale, 
he can’t afford, in addition, to pass 
back part of his profit. It would be just 
as sensible to give back pennies on 
each sale as to give stamps.” Frederick 
H. Moore, executive secretary, Retail 
Gasoline Dealers Assn. of Mass. 


‘9 


“Salespeople concentrating on the 
problems of marketing are too likely 
to lose sight of the gigantic chain of 
operations that stretches all the way 
back to the geologist looking for oil. 
We are concentrating so hard on the 
job immediately at hand, in our battle 
for the consumer’s dollar, that we are 
inclined to forget the others on our 
team and our great dependence on 
them.” Louis W. Leath, vice president 
and general sales manager, Sinclair 
Refining Co. 


‘9 


“Successful merchandising today is 
a question of meeting the demand of 
the purchaser—not only in the quality 
of a product, but also in an opportu- 
nity to choose for himself.” Walter R. 
Martin, Socony Mobil Oil Co. 


69 


“There is so much disregard of, and 
carelessness around, gasoline at bulk 
plants and filling stations that often 
I cannot stand to stay around. I guess 
I would rather be a live coward than 
a dead hero.” Gene L. Moeller, man- 
ager, Kan Roberts Oil Co., Fort Dodge, 
lowa. s 
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All Extruded 
Aluminum 











Coping-Lite 


Made of T-6 extruded aluminum, Coping-lite is designed 
to put light on the face of a building. When used at angu- 
lar position, gives two-way illumination. Lights-up build- 
ing and a portion of the ground area in front. 
Coping-lite can multiply to any length. Choice of three 
finishes — natural aluminum, baked enamel and porce- 
lain enamel. 


*Registered U.S. Patent Office 


MAGN FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor floodlights and accessories. 
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all-new service equipment from 


‘| 
ec 


i 


with beauty, power and efficiency that spells extra profit! 





All-New Alemite Hose Reels 


with exclusive new method of installation 
—so easy, one man can do it! 


© Distinctive new beauty ! Customers know ata glance that 
your service is as modern as the cars they drive! Gleaming white 
enamel finish for easy cleaning, long life. 


e Exclusive new design! Easy adjustment gives the exact reel 
tension you want— instantly! Reels are sectionalized. There’s one 
for every service in your lube department! 


e Exclusive new operating features! Smooth, steady ten- 
sion. You can work reels with just half the effort! Fast latching 
feature stops reels at exactly your desired working length. 








“ 


os 


All-New Wall Alemiter with built-in hoist 


~ 


¢ Eye-Catching! Designed to modernize every lube depart- 


Lube can be piped ss 
PP ment! Its custom-made look builds customer acceptance fast! 


directly to overhead reels 


or pits from remote installations ¢ Convenient! Simple finger-tip control automatically lifts en- 


’ ' tire shield and pumps for easy drum changing. Compact design 
Ask Your Alemite Representative leaves extra room around lifts. One air line serves three pumps 
For Complete Information — Today ! and air hoist. 


* Smooth-Performing! All the power you need for every : 
A E M I f I ‘E type of lube service! ‘“Super-H’’ Pump permits 4 faster chassis g 
lubrication... ‘’H’’ Pump for gear lube, automatic transmission 
on ‘’ 

mea a eee fluid, or motor oil. 


Dept. K-56, 1826 Diversey Parkway, Chicago 14, Illinois 
Products of STEWART-WARNER CORPORATION 
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THE PIONEER OF SUBMERGED PUMPING 
— WITH OVER /000 SUCCESSFUL INSTALLATIONS 
— WITH MORE THAN // YEARS EXPERIENCE 


Yow Offers apisass — ii 
Zc DISPENSING= SYSTEM 
VITH SUBMERSIBLE PUMP AND MOTOR 
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The SupCateorw System ERIE METER SYSTEMS, INC. 


Efficient and economical dispensing : 
regardless of temperature, elevation, Ene. Pennsylvania 


distance pumped or product volatility. 








THE SupCeieor DISPENSING SYSTEM 


WITH SUBMERSIBLE PUMP 


is More ECONOMICAL 
To Buy, TO INSTALL 
AND TO OPERATE - - - 


All air is eliminated at this point. Customer 
receives full measure of product. 


One Erie Submersible unit will pump from 2 
or 3 tanks when equipped with Model 
4965 Syphon Eductor. 


Erie Submersible Pump and Motor (Model 
300) can be installed through 3/2” pipe. 


Erie Meter Systems, first to introduce 
remote controlled pumping at service 
stations, has the specialized experience 
gained in over 1000 systems installed 
in the past 11 years. The addition to 
the Erie line of the SupExieor System 
with submersible pump and motor 
offers the very latest in remote pump- 
Check the 


ing for gasoline stations. 


coupon and mail for the complete story. 


ERIE METER SYSTEMS, 
Box 559A, ERIE, PA. 


INC. 


[_] Send us layout for the attached plot plan. 
|] Send additional data on SupERIEor System, 
[|] Have Representative call. 


Name 





Company 





Address 
City 








AND Motor (MopEL 300) 





Motor cooled and lubricated 
by product. 


Erie Pump consists of 3 
stages with ample capacity 
to supply 2 or more Dispensers 


operating at the same time. 


Side intake permits maximum 
pumping capacity without 
pulling sediment from 


bottom of tank, 


——- 


dts 1 


tak t 


ae 





Built-in Check Valve keeps 
discharge pipe and dispenser 
full of product. Back Pres- 
sure Relief Valve relieves 
excess pressure in the sys- 
tem. Check Valve and Seat 
removable as a unit for 
easy servicing. 


\ 


3 wires carry power to motor 
through %” Conduit. 


¥% hp. Capacitor type Sub- 
mersible Motor, 3450 r.p.m. 


Control panel provided. 


Open Impeller gives maxi- 
mum performance with 


minimum recirculation. 


Thrust Ball Bearing carries 
the pump load, adding to 
motor life and reducing 


electrical load. 


No Foot Valve to service. 





Whe SuypExi20or Dispensing System 


UNDERWRITERS’ APPROVED 





sre control measures that end 
at your plant door aren’t enough. 
Your product can become seriously 
contaminated if shipped in con- 
tainers that aren’t specially treated 
to maintain your product’s purity. 
Contaminated products are great 
“customer-losers.”” Yet, contamina- 
tion-en-route can be avoided by ship- 
ping in USS Steel Drums. That’s be- 
cause every USS Steel Drum goes 
through several special steps to make 
all surfaces spotlessly clean and free 
of scale. Once inner and outer sur- 
faces are prepared, they are thor- 
oughly coated with a special phos- 


USS 


phate solution that assures long-term 
freedom from rust. This combina- 
tion of immaculate steel surfaces 
and special phosphate-coating pro- 
tection means that your product will 
arrive at your customer’s door as 
pure as the moment it left your plant 


—when you ship in USS Steel Drums. 

Product-protecting USS Steel 
Drums are available in sizes from 
21% to 110 gallons, either plain or 
decorated. To meet special needs, we 
have a wide variety of custom fittings 
and openings. 


UNITED STATES STEEL PRODUCTS 


DIVISION 


UNITED STATES STEEL CORPORATION 
DEPT. 156, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. 


Chicago, III. 


* New Orleans, La. * Sharon, Pa. 


Port Arthur, Texas 
* Camden, N. J. 


STEEL DRUMS 


“It’s Better to Ship in Steel” 


May, 1956 * NATIONAL PETROLEUM NEWS 





Mr. Wilson House, president, Eastern 
Motor Express, Inc. Mr. House inau- 
gurated this company in 1946 with six 
employees, three terminals, no owned 
vehicles. Company today operates 450 
highway tractors, 605 over-the-road 
trailers. 


One of the nation’s leading trucking firms, Eastern 
Motor Express, Inc., of Terre Haute, Indiana, 
completed its tenth year early in 1956 by racking up 
over $20,000,000 in annual gross revenue. 


To assure continued progress, this large fleet’s 
management believes in investing in modern 
productive equipment. This was amply borne out 
last year when 120 B-65 Mack light-weight 
Thermodyne® Diesel tractors were purchased at a 
cost of more than $1,300,000. And this year, 

even more Macks will join this growing fleet. 


Eastern Motor Express, Inc., like practically all of 
the nation’s big motor freight lines, has found Mack 
a leader in every department that has a bearing 

on making money —in fuel economy, in low 
maintenance, in dependable power, maximum payload 
capacity, long life, and ease of handling. 


When you consider new tractors, be sure to ask 
your Mack branch or distributor for the full story, 
and learn why the big swing is to Macks—right 
down the line. Mack Trucks, Empire State 
Building, New York 1, N. Y. 


MACK 


first name for 


TRUCKS 


marks IOth | 
$1300000. 
in MACK 


BIG LIGHTWEIGHTS, these Mack B-65 LT’s enable 
Eastern Motor Express, Inc., to carry maximum le- 
gal loads through its eight-state operation. Shown 
admiring these capable workers: J. A. Brown, Jr., 
director of freight service; Lynn Rees, manager 
of Bedford, Pa., control station; and D. R. House, 
superintendent of equipment. 
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MOTOR EXPRESS, INC. 


year of progress 
investment 


, Ne 
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No lifting devices needed 
to handle this hose— 


= ae hoe 


* 


. 


Mme ad 1b SPS eas 
it’s the lightweight U. S. H-1515 


This photo ably demonstrates the flexibility of H-1515 
for barge hook-ups. The workmen demonstrated its light- 
ness by making the hook-ups without using hoists. For 
this United States Rubber Company hose is 2/3 lighter 
than ordinary oil-discharge hose. It is so easy to handle 
that it sharply reduces make-up time—and in turn cuts 
dock charges. Its light weight has an added plus — it 
sharply reduces accident hazards. 

Yet, despite its light weight, U.S. Amazon® H-1515 


Mechanical Goods Division 


can take the roughest kind of abuse. Thoroughly proved 
by 5 years of Navy service and 4 years of oil company 
service, H-1515 is now used by every major oil company 
in America and most foreign countries for tanker and 
barge oil discharge. Made only by United States Rubber 
and sold through any of the 27 “U.S.” District Sales 
Offices. For more facts write United States Rubber Com- 
pany, Mechanical Goods Division, Rockefeller Center, 
New York 20, N. Y. 


United States Rubber 
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for QUICKER, SAFER 


Ask your dealer to 
supply Eaton air brakes 
on your new trucks. 


Self-Contained 


AIR BRAKES 


Greater braking efficiency, quick action, quick release—these are the result of Eaton's 
compact, close-coupled design, which features reduced bracket deflection, reduced 
camshaft wind-up, and shorter chamber stroke. For a given input, greater braking 
effort is delivered at the ground. The strong, rigid chamber bracket, mounted 
directly on the brake spider, entirely supports the short camshaft, which is completely 
protected from water and mud. Lubrication of the shaft is provided by a reservoir 
contained in the bracket. 


In addition to quicker, safer stops, Eaton’s advanced design provides a number 
of other important benefits. Floating split-shoe design—using a single pin at the 
anchor ends, with rollers and floating pins at the cam ends of the shoes—eliminates 
the need for anchor pin lubrication, and prevents pin seizure. Simply constructed 
with fewer parts, over-all weight is reduced approximately 15 per cent. Relining is 
quick and easy, cutting labor as much as two to four hours. 








AXLE DIVISION 
aS MANUFACTURING COMPANY 
CLEVELAND, OHIO 


< py), PRODUCTS: Sodium Cooled, Poppet, and Free Valves « Tappets e Hydraulic Valve Lifters « Valve Seat Inserts « Jet 
Engine Parts « Rotor Pumps « Motor Truck Axles ¢ Permanent Mold Gray Iron Castings » Heater Defroster Units « Snap Rings 
Springtites «Spring Washers eCold Drawn Steel «Stampings «Leaf and Coil Springs e Dynamatic Drives, Brakes, Dynamometers 
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How Men of Science 
Help You Sell! 


Better petroleum products are never an accident! They 
come from the combined skill of scores of scientists 
working in all areas of the industry. 


These men of science are in effect working for you, 
providing the improved petroleum products you need 
to meet the requirements of your customers. 


For 40 years, the men of science at Universal Oil 
Products Company, working closely with refiners, have 
been concentrating on the development of more effi- 
cient refining processes to improve products and profits 
for the marketers of petroleum products. 


You see results in better gasoline, fuel oil, Diesel oil and 
other products from petroleum. When you look for bet- 
ter products, look to men of science—wherever they are! 


UOP has prepared an interesting booklet on ‘‘How Men of Science Help ING f 
You Sell.’’ We'll be glad to send you a copy on request. 


UNIVERSAL OIL PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S. A. 


¥ r 3 . i. . ‘ y -h 7 a, 
® Forty Years of Leadership in Petroleum Refining Technology 


* 
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SPECIAL BEARINGS 
utilize surrounding 
gasoline as lubri- 
cant — require no 
further lubrication. 


VITAL ELECTRICAL 
PARTS protected 
by *"encapsula- 
tion’’ in gasoline- 
resistant epoxy- 
resin. 


: i gh 
MYLAR* INSULA- 
TION provides 8 
times greater re- 
sistance to electri- 
cal breakdown than 
conventional paper 
insulation 


CADMIUM- 
PLATED SHELL re- 
sists corrosives and 
gasoline or other 
fuels. 


SMALL DIAMETER 
fits standard 32 
in. storage tank 
openings, simpli- 
fies conversion 
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Solve 5 Pumping Problems 


with Submersible 
Units Powered by G.E. 


Submersible Gasoline Pumping is rapidly becoming ‘‘standard”’ for mul- 
tiple-pedestal stations because: 

1. Lower Initial Cost. One submersible pump serves up to 8 pedestals with 
substantial savings over individual pumps. Even four-pedestal stations 
realize cost savings. 

2. No Vapor-lock Problem. Submersible units provide dependable gasoline 
transfer regardless of the temperature, altitude or distance from the tank 
to pedestals. 

3. No Noise or Vibration. Because of their remote location, submersible 


pump units eliminate noise and vibration at the island. 

. . . AND G-E MOTORS ADD THESE BENEFITS: 

4. Lower Maintenance Cost. G-E submersible motor’s revolutionary fea- 
tures such as ‘‘encapsulation’”’ and gasoline-lubricated bearings (left) are 
designed to provide virtually maintenance-free service. 

5. Save on Conversion. The G-E submersible motor will fit existing 3 1/2 
in. tank openings without expensive conversion necessary with larger 
motors. 

You Get All These Benefits only when you specify submersible pumps 
“powered by G.E.”’ General Electric Co., Schenectady, N. Y. 702-32 


*DuPont trademark for polyester film 


GENERAL @@ ELECTRIC 





COMPLETE THE PICTURE AND SEE A DEALER WHO 
HAS IMPROVED HIS PROFITS (PURE can improve your profits, too) 


After you fill in the numbers you'll have a pic- 
ture of a dealer who has improved his profits 
with PURI. You can tell by the smile. 

You see, Pure Oil dealers are really happy 
about the way things are going at their stations 
these days. There’s a great new Pure Oil popu- 
larity that’s bringing new business, new profits 
to Pure Oil dealers. 

That’s because Pure Oil’s really going places. 
Going places with its quality products... its 
station upgrading program, and hundreds of 
new stations from the Dakotas to Florida... 
its aggressive merchandising. 
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If you’d like to go places, and get in this 
profit picture (complete with smile), at your 
present station, or at one of the new PURE 
stations in another area, write The Pure Oil 
Company, 35 East Wacker Drive, Chicago 1, 
Illinois. 


There’s always something new 
and better at Pure Oil dealers 


it pays to sell Pure 





Rolling 64,000 Ibs. gross..| 


_ makes Reo’s “Big V” a real 
money-maker for Matlack 
- driver Reuben E. Wenger, Jr. 
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at 5 miles per gallon 


‘“‘Reo’s combination of power, rugged construction, gas economy and light 
empty tractor weight is really a money-maker for me,” says Reuben Wenger, Jr., 
driver-broker for E. Brooke Matlack, Philadelphia. 

“This year I purchased a Reo V-8 Model A-703. My only maintenance 
expenses have been regular oil changes, lubrications and one set of spark plugs. 
I haul an 8,000 gallon L.P.G. tank-trailer. Grossing 64,000 pounds plus, I’ve 
averaged right at 5 miles per gallon of gas. 

“T have never before driven a tractor which has had such power, such excel- 
lent handling and riding qualities and such economy.” 

Actual on-the-job performance like this, plus Reo’s famous 100,000 mile 
or 1 year warranty are your assurance that a Reo will do your job better—more 
profitably—than any other truck you can put to work for you. See your Reo 
Branch or Distributor today! 


FLAMMABLE COMPRESSED GAS 


LIQUIFIED PETROLEUM GAS 





for PERFORMANCE 
» »s and ECONOMY = 
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Schrader #4000 
Valve Cores 


The Core with 
the spring at- 
the-bottom that 
has always out- 
performed 
every other 
Core on the 
market. 


Schrader #880 Valve Caps 


The Valve Cap 
with the doubly 
reinforced seal 
that has no equal 
in the field. 


Schrader #5050A Tire Gauge 


The glove compartment 
gauge that tells your cus- 
tomers when to come back 
to you for air. 


It pays to let customers know 


you carry the best...the safest! 


Look over your shop. You give only the finest service—why not Other Schrader Certified 
tell your customers through displays that you carry the finest Air Service Products 
products? 


To back up your quality tire service—display your quality ———— 
tires and the Genuine Schrader Products that keep them going —— 
—safely! Caps, Cores that seal air in—Gauges that tell when — a 


air is needed. ne * . 
This adds up to profitable “plus business”— and proves your a 71888 j 





service stands for quality in every way. All your business ben- 
efits when you use and display Schrader Products. Order from 
your supplier today! 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, Brooklyn 38, N. Y. 


FIRST NAME IN THE SAFEST TIRE VALVES 
ee ee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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A NEW BRAND NAME 
~ ANEW PREMIUM GASOLINE 


More Power...on Less Gas... 


That’s the double benefit of new PREMIUM Richfield 
Gasoline... the fuel that’s giving motorists 
something new in motoring performance: top power 
without sacrificing mileage — top mileage 

without sacrificing power! 


Thousands of colorful 24-sheet posters 

are spearheading the big sales drive for new 
PREMIUM Richfield... on billboards along the 
Eastern Seaboard! This is typical of the hard-hitting 
advertising support that Richfield’s independent 
Distributors enjoy in their marketing territories. 

It means more sales... bigger profits! 


If you are a Richfield independent 
Distributor, this great new PREMIUM 
Richfield Gasoline means more sales... 
more profits for you. If you are an 
independent, but would like 

major brand support, investigate 

the benefits of a Richfield 
Distributorship. Do it now. 

Call or write. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 
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unquestionably the finest- 


GILBARCO 





modern... 


a as the day after tomorrow, the 
P new Gilbarco SALES-MAKER 

oe a 6 fe" Nc is all new from the base up. Only 
54” high, it features the 
largest gasoline brand identification 
panel ever incorporated in a pump 
— brilliantly lighted and placed 
at the top of the pump for 
greatest visibility. One look at the 
clean modern lines of the new 
Gilbarco SALES-MAKER tells the 
story. It’s a new concept in gasoline 
merchandising equipment that’s 
sure to Sell on Sight .. . help make 
bigger sales in any service station. 


Mono-Frame 
construction. (One- 
piece channel form: 
sides and top of 
pump, eliminating 
corner posts and 
separate top and 
side panels). 

Only 4% feet tall 
(shorter, yet with a 
hose reach of 

14 feet 4 inches). 


Gilbert & Barker Manufacturing 
Company, West Springfield, Mass, 
Toronto, Canada 





wanted... 


all of the features incorporated 
in the new SALES-MAKER 

have been wanted in gasoline 
pumps for years. They are now all 
provided in one pump... to 
combine the ultimate in design, 
performance, and service, a new 
concept for more profitable gasoline 
marketing. Here are just 

a few of the SALES-MAKER’S 
many outstanding features:— 


e Billboard-type brand 
identification 
(Right at the top of pump... 
brilliantly lighted) 
Larger, easier-to-read dial 
face 
(Twice as large, designed for 
widest angle visibility) 
Easy-to-remove, 
two-section panels 
(Both front and rear panels can 
be removed in less than 30 
seconds. Lower panel can be 
replaced if damaged at less than 
full-length panel cost.) 
Workbench accessibility 
on the island 
(Entire pump is opened for 
inspection and servicing by 
removing door panels.) 





These and many, many more 
new features make the Gilbarco 
SALES-MAKER the world’s most 
modern . . . most wanted gasoline 
pump. Write today for complete 
illustrated brochure, 





Skelly Oil Company Announces 
The Discovery of A New 


Gasoline Formulation... 


Keotane 


Which Our Engineers Estimate Gives 


Skelly Supreme Gasoline 


6.1¢ Extra Value Per Gallon 
At No Extra Cost Per Gallon 





Motorists To Be Told About Keotane With Biggest 
Advertising and Promotion Campaign In Skelly History 





Skelly will announce and drive home the powerful 
story of Keotane with hard-hitting advertising reach- 
ing 9 out of 10 motorists in Skellyland, to help 
Skellymen everywhere win thousands of new 
customers. 


RADIO: Saturation spot radio in selected markets. 
Alex Dreier show, NBC, Monday through Saturday. 


TELEVISION: Skelly will reach into your customers’ 
homes each week via 1%4 hour big-name syndicated 
film features, to keep selling Keotane for you. 


NEWSPAPER: Large-space ads at frequent inter- 
vals will carry the complete Keotane sales message, 
using enough words to convince and sell new 
customers. 


PROMOTION: Top-notch sales promotion material 
is available—including eye-catching “stopper” dis- 
plays, colorful handout folders . . . plus Neighbor- 
hood House Call Kits to make it easy, and fun, for 
you to win new customers through personal calls. 

The powerful impact of this important new sales 
program will be felt—by Skellymen and competition 
alike. If you are not yet a Skellyman, and would 
like to become one now, write, wire, or call Skelly 
Oil Company, Kansas City 41, Missouri. 
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JESS KNOWLES 
Vice-President In Charge 
Of Marketing, 
Skelly Oil Company 


Q. What is different about 
Keotane? 


A. Keotane is not another com- 
bustion deposit “neutralizer” or 
upper cylinder lubricant. It is a 
unique type of gum-dissolving 
formula, the result of over 10 
years of Skelly research testing. 


Q. How does Keotane work? 


A. Keotane dissolves gum in car- 
buretor and combustion areas. In 
combustion chambers, Keotane 
reduces power-stealing carbon 
and lead deposits by dissolving 
glue-like gum that holds these 
deposits. 


Q. What benefits can custom- 
ers expect from Keotane? 


A. Increased power and mileage, 
plus higher octane performance 
effect. In actual dynamometer 
tests, Skelly compared engines 
run on Skelly Supreme Gasoline 
with Keotane against engines run 
on the same fuel without 
Keotane. 


Only Skelly Supreme Gasoline 


a” Keota 


*Trademark of Skelly Oil Company, Kansas City 41, Missouri 


Questions and Answers 
About 


Keotane’ 


Engines that used Keotane aver- 
aged: 


e 12.7% gain in mileage. 


« The performance effect of 3 
more octane points. 


e 14.6% more h. p. output. 


Q. Does Keotane help the per- 
formance of new cars? 


A. Yes. As you know, new cars 
often start to “ping” shortly 
after the “break-in” period, be- 
cause carbon and lead deposits 
have increased the engine’s oc- 
tane requirement. Test cars us- 
ing Keotane averaged an octane 
“appetite” 3.1 points lower than 
cars using the same fuel without 
Keotane. 


Q. Can Keotane help older cars? 


A. Yes, again! Keotane not only 
“saves” new car horsepower by 
keeping new engines clean—but 
by cleaning up older engines, 
much horsepower can be re- 
gained. 


Q. What is the biggest advan- 
tage that Keotane offers job- 
bers and dealers? 


A. Only Skelly jobbers and deal- 
ers can offer customers a gasoline 
with 6.1¢ extra value per gallon 
—at no extra cost per gallon. 

The action of Keotane is so 
different a patent has been ap- 
plied for its use exclusively in 
Skelly Supreme Gasoline. 


Q. Then Keotane not only helps 
get new customers—it helps 
keep them, doesn’t it? 


A. Right. Once your customers 
attain Keotane’s peak benefits, 
they can hold this peak perform- 
ance only by continuing to use 
Skelly Supreme Gasoline with 
Keotane. 


Q. How do I get full informa- 


tion on the franchise with a 
future? 


A. Just write, wire, or call your 
nearest Skelly division office. 


g~” 
SKELLY 
* 


Division Offices: Kansas City « St. Paul « Omaha +» Cedar Rapids « Chicago « Tulsa « Wichita e« Denver « Dallas 
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Get set for the most significant development 


in Service Station Lighting ever announced! 


GUARDIAN 


Royal-T. 


Newly designed 
pole adapter 
allows infinite 

adjustment 
between pole 
centers 


Extruded 
aluminum channel 
with heliarc 
welded 

cross braces 


Acrylic resin 
plastic enclosures 
with new 
sine-wave form 
for optimum 
diffusion 





@ the fixture that utilizes 
light instead of merely 
transmitting it! 


the fixture that gives you 
more of everything .. . 
more usable light 
more beauty 
more strength and rigidity 


the first Guardian fixture 
specifically designed to use 
the extra output of the 
new RS lamps 


ay 


Get the whole story on this latest 
“first” by Guardian (Series 2000RS, 
individual or continuous) ... write 
for bulletin A27, today! 


GUARDIAN | { fit company 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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* Rockwell-Nordstrom cylinder operated valves and Rockwell Rotocycle meters 
. .. the ideal combination for positive flow control and accurate measurement. 


How to pay less for safety 


The unmatched safety of Rockwell-Nord- 
strom valves has been proved in thousands 
of petroleum marketing installations. Yet 
they cost no more to buy, often less, than 
ordinary valves... and they save you money 
year after year. 

In Rockwell-Nordstrom valves, a double 
seal of pressurized plastic lubricant around 
the seat ports stops leakage of even lightest 
volatiles. And each valve is seat tested 
against leakage at 1% times the working 
pressure .. . a safety margin you can’t buy 
in other valves! 


Lubrication benefits, though, don’t stop 
at safety and reliability. Lubrication is also 
preventive maintenance for longer valve life 
at lower cost. 

Rockwell-Nordstrom valves are available 
in sizes to 30”’ and in API ratings to 10,000 
lb. for every marketing need. For complete 
information, see your supplier or write Rock- 
well Manufacturing Company, Pittsburgh 
8, Pennsylvania. 


Canadian Valve Licensee: Peacock Brothers 
Limited. 


ROCKWELL=-Nordstrom VALVES 


Lubricant Sealed For Positive Shut-Off 


40th YEAR of lubricated plug valve leadership 


© 








Business grows where the Red Triangle 


You can find extra profit under 


the hood of every car with 
America’s first 


CONTACT THE CONOCO MANAGER 
IN THE CONTINENTAL OIL 
COMPANY OFFICE NEAREST YOU. 


© 1956, Continental Oil Company 


T. R. Abernathy, 203 Carondelet Building 
New Orleans, Louisiana 


R. W. Abrahamson, 610 Roanoke Building 
Seventh & Marquette Sts., Minneapolis 2, Minn. 


H. A. Bowles, 1137 Wilshire Boulevard 
Los Angeles 17, California 


Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 


J. B. Dickey, 301 East 51st Street 
Kansas City 12, Missouri 


W. S. DuLaney, 705 Medical-Professional Bldg. 
Corpus Christi, Texas 


Dean Hadfield, 1710 Fair Building 
Ft. Worth, Texas 


M. T. Swanson, 1755 Glenarm Place, Denver, Col. 
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New Conoco Super Motor Oil 
— double-duty motor oil. 


K. T. Johnson, 1300 Main Street 
P.O. Box 2197, Houston, Texas 


Willis Johnson, 1321 Kaw Avenue 
P.O. Box 1398, Butte, Montana 


T. H. Joyce, 117 Trumbull Avenue, S.E. 
P.O. Box 1342, Albuquerque, New Mexico 


J. L. McCulley, 305 Spokane and Eastern Bldg. 
Spokane, Washington 


H. U. McBirney, 125 N.W. Park Avenue 
P.O. Box 795, Oklahoma City, Oklahoma 


Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 


K. R. White, 836 Stuart Building 
P.O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 2065 Union Avenue, Memphis, Tenn. 
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... and if a new truck tank is in those plans, have it 
custom built by Progress. 

Available in any number of compartments and designed 
to meet the requirements of your particular operation, 
Progress custom built truck tanks give you maximum 


efficiency, economy and service. 


Check NOW with your local Progress representative and 


let him help you plan for the 1955-56 fuel oil season. 
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Model 500-A. 1200 gallon, 3 compartment 
Progress truck tank. Used as fuel oil unit or 
combination rural and city delivery unit. 
Can be used as combination unit when 


equipped with twin pumping systems. 


MANUFACTURING COMPANY, Inc. Arthur, Illinois 
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Do you remember the year? 


It was the year when Jess Willard won the heavyweight title from Jack 
Johnson in Havana, Cuba... when “The Birth of a Nation,” one of the 
famous pictures of all time, was produced . . . when the first trans- 
continental telephone conversation was held as Alexander Graham 
Bell, in New York, talked to Thomas W. Watson in San Francisco. 


We at Gulf have a special reason for remembering this year, 
since it was then that the long and costly experiments which led 
to the development of the Alchlor process (and Gulfpride Oil) 
were begun. 


You’re betting your money on 1915? You win. 


That’s a long time ago and a lot has changed since then to in- 
crease the importance of oil both as a product and as our industry. 
Gulf is a much, much bigger company now and it’s a member of a 
much, much bigger industry. 


But although our industry has reached maturity it has never 
lost the visions of youth. Today, perhaps more than ever before, 
it is constantly pioneering new ways and better methods of using 
petroleum to insure a future of even greater benefits for everybody. 


Gulf Oil Corporation 
Gulf Refining Company 
Pittsburgh, Pa. 
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DELCO-REMY PRESENTS 


THE NEW KLAXON “K-3” 
HARMONIZING AUTO HORN 


This third horn blends with standard twin horns 
to create a distinctive new musical sound! 
Here’s how it can mean more sales for you: 


To boost your accessory volume in 1956, Delco-Remy brings 
you the new Klaxon “K-3” Harmonizing Auto Horn. This 
third horn, by blending its note with the two notes of present 
twin horns, gives a car a distinctive, musical new voice. 


The new Klaxon “*K-3” can be installed quickly in millions 
of cars now in use. At low cost, too. National advertising in 
The Saturday Evening Post will help you sell, so be pre- 
pared to get your share of this profitable business. See or 
call your nearest General Motors dealer or United Motors 
distributor today, for complete details. 


DELCO-REMY e¢ DIVISION OF GENERAL MOTORS e ANDERSON; INDIANA 


GENERAL MOTORS LEADS THE WAY-STARTING WITH 
tod 
MOTORS 


Delco-Remy | 


ELECTRICAL SYSTEMS 
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By blending its note with the two 
notes of present twin horns, the new 
Klaxon “K-3” Harmonizing Auto 
Horn makes today’s cars sound as 
good as they look! 
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“WE SELL ’EM ALL... 





( | puNuo? 
a —— 
prreees roe 


BROWNS SERVICE 


— = 
er & epee 

| | Ip \\ O 
| >\_ Gy’ 


7 
— 


2) 


| (AND 


\ oe 
ile on <=) 
pembisnes:. “| eee 


p) 
| 


M. 















































Since we took on the 


“Yessir, with Dunlop we have a tire for every 
need. Passenger car tires at varied price levels. 
Nylon and rayon, tubed and tubeless, cushion 
and conventional, white sidewall and _ black. 
We've picked up more really profitable truck 
business with the complete Dunlop line of high- 
way and special purpose truck tires, and we've 
increased farm sales with Dunlop’s outstanding 
farm service tires. And, with the line-up of 
Dunlop Dry-Charged Batteries, we really round 
out our program. 
“But there’s a lot more to handling 
Dunlop products. For one thing, we 
know Dunlop is a quality line. That 
means we enjoy profitable repeat 
business because our customers are 
always satisfied. 
“With Dunlop, our money isn’t 
tied up in heavy inventories .. . yet 


DUNLOP LINE” 


we never miss a sale because we don’t have a 
needed tire in stock, Dunlop’s warehouse system 
gives us quick delivery on any Dunlop Tire we 
order. This means we can hold inventory invest- 
ment in line with sales potential. 


“Whenever we need assistance of any kind, 
we call in the Dunlop Tire Merchandiser. He’s 
familiar with our area and helps us work out 
sales and promotional problems. Dunlop’s power- 
ful national advertising, coupled with the local 
merchandising material and promotional aids 
Dunlop furnishes, helps us build greater tire 
volume and profit. 


“So take it from me, if you’re not selling 
Dunlop Tires, it’s time you found out about this 
fast-selling, highly profitable tire line.” 


DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5, N. Y. 
DUNLOP — FOUNDERS OF THE PNEUMATIC TIRE INDUSTRY 


DUNLOP 


DELIVERS GREATER PROFITS 
AT THE SERVICE STATION LEVEL 


| | an 
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NEW AROLUBE LINE 


Wee NEW 
_ Al-207 PUMP 


Beautiful new ARO- 
LUBE Reels save 
space... speed 
service. 


The new AL-207 Pump .. . perfected after three // 
years of research and development! Not one fail- ~ / 
ure in 12,260 grease jobs during tests ranging from 
Arizona to northern Canada. Uses less air and 
fewer strokes to pump more lubricant! As for 
performance, the new AROLUBE line of 
cabinet models and new lube reels is a world- 

beater! ARO-engineered and built for extra 

years of usage, big savings in time and 
operating costs. See your Automotive 
Wholesaler now for all the facts! 


The AROLUBE Road Show visits 


These Cities in May .. . 


Milwaukee, Wisc., May 1 Minneapolis, May 8 
Jacksonville, Fla., May 3 St. Louis, May 16 
Atlanta, Ga., May 10 Des Moines, May 17 


Louisville, May 23 
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WARRANTED FOR 3 YEARS 
OR 10,000 LUBE JOBS! 

ARO warrants the AL-207 Air Motor to be 
free from defects in workmanship and materials 
for 10,000 lube jobs or 3 years, whichever 
occurs first, from date of purchase! 


4 i 
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AROLUBE Cabinet 
Models build lube 
profits with spar- 
kling performance! 


THE ARO EQUIPMENT CORPORATION 
BRYAN AND CLEVELAND, OHIO 
Aro of California, Los Angeles 7, California 
p Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


LUBE EQUIPMENT 


Also... AIR TOOLS... AIRCRAFT PRODUCTS 
» + » GREASE FITTINGS 


43 











i Hl 
Hi 


al f 


ee i | 


NATIONAL PETROLEUM NEWS * May, 1956 








oo 





DELCO DRY CHARGE 
TAKES THE WORK OUT OF SELLING BATTERIES 


/ 
Vv backed by new longer life warranties 
me ea i 


\ i nae 
» and a big consumer advertising program 


A 


Just mention the name—and, chances are, you’ve made a sale! 
Seems that’s the way it is with Delco Dry Charge batteries. And 
that’s the way [I like it. 


It’s easy to convince customers who’ve already read about this 
revolutionary dry charge battery that means fresher power. They’ve 
also read about the new longer life warranties on Delco batteries. Ads 
with impact—ads they can’t miss in the Post, Look, Collier’s and 
leading farm magazines—keep them aware of these important facts. 


They also hear the Delco story every time they tune in Lowell 
Thomas on the CBS radio network. With such continuing promo- 
tional support as this— Man, who wouldn’t be sold! GENERAL MOTORS 


Take it from me, this is the solid, sure way to do business— PARTS SALES 
handle a name that’s known! That’s Delco! UNITED MOTORS SYSTEM 


GENERAL MOTORS LEADS THE WAY-~ 
LISTEN TO LOWELL THOMAS NEWSCAST ON CBS RADIO NETWORK—See local listings for time and station STARTING WITH DELCO BATTERIES 
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EXCLUSIVE SELOIL FEATURES MEAN FASTER, 
EASIER, CLEANER OIL SERVICE ON DRIVEWAY 
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You sell more oil with Seloil ... because it makes 
motor oil easy to see and easy to sell . . . the service 
necessary with each oil sale is faster and easier. A 
Seloil Cabinet also helps you keep a cleaner station. 
See your oil company representative or write direct- 
ly to factory. 


“MODERN METAL PRODUCTS CO. 


Box 1798 « Greensboro, N. C. 


Ample stock of all grades on display at all 
times. Motor oil is convenient to sell. 


Stay-put sliding door remains flush with side 
of cabinet. Does not swing out. Gives quick 
access to can disposal chute. Empty cans 
drained before falling into removable con- 
tainer below. 


One lock controls entire cabinet; including 
sliding door and overnight covers. Closing 
and opening takes less time. Maintenance is 
reduced. 


Can spouts in this compartment always easy 
to reach, ready for use. Kept clean and dry. 


Permanent, built-in container stores oil 
drained from empty cans. Empties from pet- 
cock in bottom. 


No side clearance necessary to remove 
empty can container. Lower section on one 
display side lifts out for easy access. 


Model 56, $78.00 Model 72, $86.00 
F.O. B. Greensboro, N, C. 
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Model NALR => 


NEW “Angle-Lume” Rapid Start 


Available in any length 
in increments of 2-feet. 


High Intensity 
< Model AIR 
Area Illuminator, Rapid Start : ) a 





1000 ma. 4 or 6 lamp fixture, open faced Model AL 

or Plexiglass enclosed. Mounted on i 

Model HSP Hinged Pole. | ‘‘Angle-Lume” Slimline’ Fixture 

— in any length in increments of 
-feet. 





Adjustable Mounting 
Brackets on ALL 
Angle Fixtures! 


<= Model NAIR 


NEW Area IIluminator, Rapid Start 


800 ma. 4 or 6 lamp fixture, open | h Model FLRS 


faced or Plexiglass enclosed. Mounted i : 
on Model HSP Hinged Pole. “Flat-Lume” Rapid Start 
Right above: Model CPS Cor- 


Whiteway’s high performance fixture rugated Support Post. Left, 
utilizing 1000 ma. lamps and ballasts. above: Model TSP, Tapered 
Square Post. Available in various 


Distributors adjustable mounting heights. 
in ALL a. 
Principal Cities! 




















WRITE, NOW, FOR DEDICATED TO QUALITY AND SERVICE 
FREE CATALOG! 
MANUFACTURING COMPANY 


If you need lighting, you need White- igs i 
way’s new catalog showing the best. 1736 Dreman Ave., Cincinnati 23, Ohio 


WRITE TODAY! 
PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Champs with a new 
power punch! 


These Task-Force heavyweights pack the biggest power 
punch in Chevrolet truck history with a completely new 
Loadmaster V8 and revolutionary new 
Powermatic Drive! 


Modern short-stroke V8’s are 
standard in all new Task-Force 
L.C.F.’s and heavyweight 
haulers— with the big new 
322-cu.-in. Loadmaster in top- 
tonnage L.C.F.’s and in other 
models rated up to 32,000 lbs. 
G.V.W. and 50,000 lbs. G.C.W.! 
It’s Chevrolet’s Taskmaster V8 
in other heavy-duty models! 


Get new Powermatic Drive, 
a 6-speed automatic specially 
built for heavy-duty jobs, for 
the most flexibie and efficient 
application of engine power! 
Optional at extra cost in all con- 
ventional heavy- and most me- 
dium-duty trucks. See your 
Chevrolet dealer for details on 
the right model for your job! 
... Chevrolet Division of General 
Motors, Detroit 2, Michigan. 





caw NEW CHEVROLET 
TASK:-FORCE TRUCKS 


Anything less is an old-fashioned truck! 
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ORONITE fastest growing major source for 
CHEMICAL 


RL) Lube Oil Additives 
x: lee | 


( ...and for good reason! 











Oronite Lube Oil Additives 


Oronite—the leading custom-formulation source! 
Oronite was a pioneer in the field of additive for- 
mulations to the customer’s individual require- 
ments. The spectacular growth of Oronite, as a 
major additive source, can be attributed to a will- 
ingness to formulate to the customer’s exact needs 

meeting price and performance specifications. As 
proof of close work with customers, Oronite has 
compounded and engine tested hundreds of addi- 
tive compounds and is currently supplying over a 


hundred different formulations. 


Oronite— provides ‘‘complete-performance”’ addi- 
tives! Oronite lubricating oil additives impart all 
the necessary performance characteristics to motor 
oils: detergent-dispersant properties, resistance to 
oxidation, rust protection, corrosion protection, re- 
duced engine wear and engine cleanliness under 
low temperature operation. Most additives on the 
market provide some of these qualities but Oronite 
additive components are balanced to give optimum 
performance under all types of operation, at no 
extra cost. Regardless of the type of service re- 
quired of the finished oil or the type of base stock 
available for compounding—you will get better 


performance from Oronite additives. 


ALL RIGHTS RESERVED UNDER PAN-AMERICAN CONVENTION 





are specified for leading branded motor oils 


the highest standards of performance are demanded! 


Oronite—knows the oil marketing business! Having 


, — 7 SAN ¢ 2 ‘ 
fi of Md rE) close association with the marketing departments 
Pak ; ~y ‘—- 
ie. ) / v5 


j 


of major oil companies, Oronite is familiar with the 
4 ° ° 
2 ' <7 ~=36problems and opportunities of the oil marketer. 
This way Oronite knows what your customers want 
from compounded motor oils. This way Oronite is 
- = hi constantly eager to develop new, advanced addi- 
; mir " c tives that provide the marketer exclusive, competi 
xg lll bid! | 


tive advantages in his products. 
j ~ 4 . , © = 
ial Si. 


é | wins ‘i SS Ae) 2 ' Oronite—has a basic source for additive raw materials! 
. te Oronite, being closely allied to the petroleum in- 
dustry, 1s assured of quality raw materials and 

continuous supply. A leading manufacturer of 

petro-chemicals, Oronite has the experience and 

facilities in oils and chemicals to produce the finest 

additive products—assuring you dependability and 


performance. 


Oronite—major source for ‘“‘single-performance”’ in- 
gredients! \lany major manufacturers of motor oils 
desire emphasis on single performan e characteris- 
fics in their finished products. If you want added 
detergent—dispersant or extreme pressure wear 


properties, greater resistance to corrosive wear, or 





special low temperature performance —Oronite 
can provide you any of these single performance 
ingredients. Whatever your needs, you will find 


Oronite willing and capable of solving the problem. 





1 


Oronite—customer service is first and foremost! 


Oronite’s vastly expanded world-wide field service and 


technical assistance assures your questions answered directly, 
problems solved efficiently and deliveries made on time. Know- 
ing and understanding local marketing conditions in any part 
of the world, Oronite is in position of being the most help to 
you. 

The Oronite Chemical Company and its research affiliate, 
California Research Corporation, have provided many major 
firsts in additives. Many new and future additives are being 


researched now with the promise that if you do business with 
Oronite, you are always out in front with your products. Why 
not talk it over with an Oronite lube oil additive specialist? 
Just fill out the coupon below or contact the Oronite office 
nearest you. 


ORONITE CHEMICAL COMPANY 


Executive Offices 
200 Bush Street, San Francisco 20, California 
Sales Offices 
30 Rockefeller Plaza, New York 20, New York 450 Mission Street, San Francisco 5, California 
20 North Wacker Drive, Chicago 6, Illinois 714 West Olympic Boulevard, Los Angeles 15, California 
Mercantile Securities Building, Dallas 1, Texas Carew Tower, Cincinnati 2, Ohio 


36 Avenue William-Favre, Geneva, Switzerland 


ORONITE CHEMICAL COMPANY 
200 Bush Street, Dept. L 
San Francisco 20, California 


Please have a lube oil specialist call on me regarding our requirements. 


| desire further information regarding the following properties of Oronite additives 

















STS Foral/ BURNERS 


yi the value 


of numbers... 














Sia 














Across our nation from Maine to Cali- 
fornia many thousands of Hannay Reels are 
serving the petroleum industry, helping 

to make more profitable deliveries. 


The facts speak for themselves, thousands 

of Hannay Reels, working year after year ina 
really tough field, prove themselves the 
accepted standard of the industry. 


You'll find it profitable to specify and get 


. Hannay Hose Reels. 
NEW @ Complete 28-page illustrated catalog including 
details on reels for hoses from 1'' to 3" I.D. 


Write for free copy. 
«.. Greatest Name in Hose Reels 
- ® 
© 1966 C.B.H.&S., Inc. 


CLIFFORD B. HANNAY & SON, INC., 146 NorRTH ST., WESTERLO, N.Y. 
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Champion Introduces 


With All-New 


Tests in cars prove it delivers 24% more road horsepower 


than plugs with about 10,000 miles on them. Gives 39% quicker 


starts, too. Laboratory and truck-fleet tests prove 


it stands up better in all high-power engines. 


Strong words, but there’s proof to back them 
up. In tests conducted by one of the country’s 
largest independent research centers, we found 
that replacing old plugs with our 5-rib Cham- 
pions with the new Powerfire electrode really 
improves performance. 


Some of the results were spectacular. For 
example, a 1955 six-cylinder car whose plugs 
had gone 10,000 miles actually showed a gain 
of 72.5% in road horsepower! A 1954 V-8, 
whose plugs had gone 12,000 miles, got a boost 
of 53.5%. Some cars, of course, showed smaller 
gains; 20% in the case of one 1955 V-8 and only 
6.5% (the smallest gain) in another. But all 
gained—and the average road horsepower for 
all cars tested was a fraction better than 24%. 


And new Champions reduced starting time 
by as much as 71%, with an average of 39% 
for all cars tested. Laboratory and truck-fleet 
tests prove that Champions with the new 
Powerfire electrode really stand up better— 
deliver more power for full 10,000 miles—in 
modern high-power engines. (See right-hand 
page for detailed results of these tests.) 


These results make potent sales tools for you, 
give your customers good reasons for buying 
new Champions now. 


We'll announce these great new Champions 
to the public with the biggest concentrated 
advertising and merchandising campaign in 
spark plug history, starting about June 1 with 
double-page ads in 27 major national maga- 
zines, with a total readership of over 101 
million. 


Here’s your chance to make extra profits by 
putting a drive on these new Champions. When 
the ads break, it will take only a suggestion from 
you to sell plenty of profitable, 5-rib Champions, 
the world’s largest-selling spark plug. 


Sincwly, 
Sun SC 
P.S. We've been shipping these new plugs for 
some time. The boxes look the same, but the 
Champions you have now are the new ones. 


Why not start telling your customers about 
them right away? 


SPARK 


CHAMPION PLUG 
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New Spark Plug 


-Powertire Electrode ! 


? 








More power —for passing, for hills, for the straightaway! Trucks Prove Longer Life 


One of Wilson’s fleet that tested new Power- 

fire electrode in tough over-the-highway use. 
3 ; iit . The new electrode gave 13,300 miles of serv- 
ice—330% of former mileage. Truck-test 
results in all fleets averaged 315% of mileage 
obtained with ordinary electrodes. 


These new Champions offer your customers 24% more road horsepower for 
all-around better performance—plus 39% quicker starting. It’s a story 
—told in our national ads—that will really boost your Champion sales, 


Peak 
Efficiency 


Range 


y 


f 
¢ 











ORDINARY ELECTRODE 



































Graph above shows difference in engine perform- 

ance. With Powerfire electrode (red line), per- 

formance is in peak-efficiency area throughout 

plugs’ entire life. With ordinary electrode (black 

line), performance steadily decreases as plugs 
NEW POWERFIRE ELECTRODE progressively deteriorate. 


Photos show difference between ordi- 

nary electrode and new Powerfire elec- SELL NEW 5-RIB 
trode after identical service in same 

engine. Ordinary electrode (top) is 

pitted and burned .. . cannot deliver 

good performance. New Powerfire 

electrode (bottom) is still able to 

deliver full power and performance. SPARK PLUGS 


COMPANY TOLERQG T, OHIO 
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There’s a decided trend to pre-fabrication in the service station field 
today .. . and with good reason. Avoncraft porcelain enamel service 
stations — porcelain inside-and-out, pre-fabricated and ready to erect on 
your site— are a TERRIFIC BUY! Not only do they put you in business 
days sooner . . . but here is beauty, durability and sales appeal that will 
last for many years. Take a good long look at the Avoncraft porcelain 
enamel service stations on this page, and then write... 


architectural products 0 a division of 
AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 
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Another of the 
1001 JOBS 
MADE PROFITABLE 


by revolutionary 





‘HOISTS 


Tubeless tires can now be inspected 
and, in most cases, repaired without ACCOMMODATES ALL CARS 
removing wheels from the car. The time 
required for removing and replacing 
wheels is saved when servicing is done 
on Globe ‘“Frame-Kontact’”’ Hoists. 
There is no bending, stooping, lifting. 
Neither jacks, horses nor wrenches are 
needed. Time saved is profit gained! 


75% OF ALL JOBS HANDLED 
UP TO 60% FASTER 


For example, complete tire rota- 
tions take 10 minutes or less. Muffler 
installations average 15 minutes. Brakes, 
tail pipes, shock absorbers, starters, 
spring shackles, steering rods, in fact 
all undercar parts are serviced faster, 
more efficiently, on a ‘‘Frame-K ontact” 
Hoist. 
Globe ‘‘Frame-Kontact” Hoists 
provide the highest lifting height plus cena “LOBE Hols 


T Comp 
j 5 East A 
many exclusive design features. Phiteaerrncid id Lane ot eal ‘ NPN-748-FKH 
18, Penns reet 
ylvania 


WEAR POINTS FULLY PENETRATED 
BY LUBRICANT BECAUSE 
SUSPENSIONS HANG FREE 


aaettdd dE ETTELY 








GET COMPLETE DATA 
FROM THE ORIGINATORS OF 
FRAME LIFTING 


The principle of “Frame-Kontact" lifting was 
invented, pioneered patented and licensed 
by Globe Hoist Company under the following 
U.S. Patents: 2458986 - 2593630 - 2593635 - 
2612344 - 2612355 - 2654443. Other U.S. & 
Foreign Patents issued and pending. 


ap 4p S227 77 FF a il 


sidaue st TWO F T 


WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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Put lasting dependability between truck and tank 
with this strong, non-collapsible hose 





Your Quaker-Quaker Pioneer 
distributor can supply not 
only your standard needs— 
but also your highly special- small outside diameter and high flexibility. Full opening is maintained in any 
ized ones. You'll find him a position to assure even flow. And even if this hose becomes crushed you can 
prompt dependable money- 
saving source for everything 
you need in rubber products. 
Write for free brochure and abrasion. Reinforced with spring steel wire and high tensile rayon. Couplings 


pian of your nearest dis- can be grounded to reinforcing wire. Available in lengths up to 50 feet. 
tributor. 


H. K. PORTER COMPANY, INC. 
g QUAKER RUBBER DIVISION 


KoMmoOMNN. Philadelphia 24, Pa- 


QUAKER PIONEER RUBBER DIVISION 


San Francisco 7, California 


You could not ask for a more durable, money-saving hose than this. Light- 
weight and ideal for suction as well as discharge, it is non-collapsible, with 


readily put it back in shape with mallet or vise. Tube resists damage by 
petroleum products and aromatic fuels. Cover stands up to oil, sunlight and 








H. K. PORTER COMPANY, INC. 
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in valves, 


HOSE NOZZLE VALVES 


MODEL P-2010 FOR AIRPORT OR 
BULK PLANT—Milvaloy nozzle body. 
Dual poppets and two-stage fulcrum 
lever. For gasoline or fuel oil. 100 mesh 
strainer, dust cap and ground cable, 
Other models available for meter pumps, 
farm tanks and underwing fueling. 












one name 






stands out: 








*x smooth, accurate control 






* fast, profitable flow 






* capacity for any job 












[] No matter how or where you handle oil — 
it pays to specify Milwaukee, the name that’s 
foremost in valves. Here’s the only quality 
valve line that gives you the weight-saving, 
corrosion-resistant, non-sparking advantages of 
Milvaloy. You get dependable, positive-action 
that means quick control and positive flow. 
There’s a wide range of styles and sizes... in 
valves, nozzles, faucets and fittings . . . for 
filling stations, bulk plants, truck tanks and 
industrial plant needs. One source for all ser- 
vice! And remember, whether you order by 
the names Milvaco or Milwaukee, you'll get 




















GATE VALVES standout performance in all jobs. 
MODEL P-2654 FLANGED TYPE 
is made of Milvaloy. Has rising stem. For information about scores of other types of 






Double disc design ends _ seating Mil k f 7 Il si ite " 
troubles. Bolted bonnet. Other gate ilwaukee valves, in all sizes, write for catalog 


valves include: screwed, victaulic B-355. Or see your distributor or jobber today. 
and lever throttle types. 











DON'T OVERLOOK THESE 


The complete line of Milwaukee 
valves includes many not shown 
here. All are quality built for 
specific jobs. Choose from emer- 
gency, combination stop and 
check and manifold check valves. 
Illustrated is Model P-2920, line 
loading valve. 





















TRUCK TANK FAUCETS 


MODEL P-895 — 65° flanged faucet 
like all Milwaukee truck tank faucets 
provides full flow, Permadise con- 
struction and reversible disc. Other 
models include: screw faucet; straight, 
flanged faucet; and locking type 
with safety cap. 

















A subsidiary of Controls Corporation of America 






2379 South Burrell Street * Milwaukee 7, Wisconsin 
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one of the petroleum industry’s biggest headaches 


+ « « complaint of contaminated aviation fuel even though rigid checks prove 
fuel to be contaminate-free when it leaves the refinery. 


modern filter research has found the answer 


+ « « and that answer is bulk filtration with Purolator MICRONIC‘ filters right at the 
point of delivery. Purolator’s modern research and engineering laboratories 
have developed the world’s finest airport bulk filtration equipment. And, along 
with it, they have developed valuable ideas for using this equipment to 
guarantee your customer relations. For details, write Purolator Products, Inc., 
Rahway, N. J., Dept. p9-51. *Registered Trade Mark 


TYPICAL INSTALLATIONS 














AT AIRPORT FUELING RACK IN SIDE COMPARTMENT OF AVIATION FUELING TRAILER 
(ten PAG-300 MICRONIC Filters) (two PAG-150 MICRONIC Filters) 
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fastest 
easiest 
way 


MDonald 


Here’s the most convenient method possible of 
making safe, tight fill connection when unloading 
gasoline into underground tanks. 


The McDonald Tite Fill Tube is attached to truck 
tank hose, and when fill is to be made, you just drop 
the Tube into the fill pipe and press down on the 
handle. The composition sealing sleeve expands 
and forms a vapor tight connection with the inside 
of the fill pipe. No chance for vapor to escape and 
cause a hazard. 


Special McDonalloy metal used in manufacturing 


Write for catalog of 
McDonald’s complete line 
of service station and oil 
handling equipment. 


the McDonald Tite Fill Tube is the strongest cast 
aluminum alloy known. Will stand considerable 
abuse, is one of the most corrosion resistant alloys 
made, and is very lightweight for easy use. 

The McDonalloy Tite Fill Tube meets the specifica- 
tions and has the approval of Fire Marshalls in 
various municipalities throughout the country. 
When you're replacing used equipment, or 
outfitting new tank trucks, be sure to specify 
the McDonalloy Tite Fill Tube for convenient, 
safe operation. 


a.y. MEDONALD mec. co. 


Dubuque, lowa 
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because he gets out of his car for a Coke! 


8 out of 10 who buy Coke get out of their cars and browse.., 
and in unit sales Coke is second only to gasoline.* 

So when you install a cooler for Coca-Cola, you can profit 

two ways: 


1. You enjoy an above-average profit margin on the Coke you sell. 


2. People who get out of their cars spend twice as much as 
those who don’t.* 


*Observation Research Corporation study of 287 filling stations. ‘‘Coca-Cola’’ and ‘'Coke’’ are registered trade-marks. 








'1CE—E COLD 
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Marlow truck pumps operate quietly and main- 
tain their original high capacity indefinitely. 


Ben 


High Capacity Pumps Speed Oil Delivery 


MODERN EQUIPMENT... DRIVER INCENTIVES ...CUT DELIVERY COSTS 10% 
FOR BOOMA-BREED, INC., LYNN, MASSACHUSETTS 


Says top driver, John Cosentino, “To make 
money, you’ve got to get the oil out of the 


truck fast and this Marlow does just that.’ 


Se ena cesar comet 


get ey : srk aetna Soe See eeprom en 88 5 

With this Marlow centrifugal pump, an 
impeller rotates freely in the liquid, and 
eliminates maintenance caused by wearing 
surfaces, shock loads, and vibrations. 


? 


ELIVERING seven million gallons of 

fuel oil annually with eleven trucks 
keep men and trucks on the go. To 
accomplish this, Roland Booma and 
William Breed operate a unique driver 
incentive plan and supply their men with 
the best equipment obtainable. 

Booma-Breed’s new truck, with a Mar- 
low pump, is now being tested by their 
top driver, John Cosentino. John is very 
conscious of the pump on his truck since 
this is the part that moves the oil. He 
generally operates the pump at 110 
pounds pressure and delivers 80 gallons 
per minute through 1235 feet of 114” hose. 
In some cases, he has run as high as 160 
pounds with a delivery rate of 120 gal- 
lons per minute. 

Ronald Kinville, in charge of mainte- 
nance, is pleased with the vibrationless 
operation of the pump. He says there is 
noticeably less strain on the engine while 
the pump is operating and less shock- 
load on gauges, meter, and piping when 
the nozzle is opened and closed. John 
Stevens, their Oil Department Manager, 
thinks the pump will have better custo- 
mer acceptance because of its quiet 
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operation. At the same time he believes 
that it will allow them to distribute oil 
at less cost from the standpoint of truck 
maintenance, trucks in operation, and 
drivers required. 

If you are interested in reduced deliv- 
ery costs, investigate this modern method 
of handling fuel oil. Complete informa- 
tion on Marlow pumps and the name of 
your nearest dealer can be obtained 
simply by writing Marlow Pumps, Mid- 
land Park, N. J. Ask for Bulletin PM-06. 


S - ‘ | 





MARLOW PUMPS 
Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois Longview, Texas 
in Canoda: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 


59 





‘““Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
... property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet ...over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, 7t pays to plan with General American. 























GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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Which oil companies 
were listed as 


“The Top Three Competitors 
by Business Week Magazine? 


Cities Service was one of those top three . . . and it’s significant that the Business Week article, 
which made this statement, followed up with a research man’s viewpoint that other companies 
“didn’t move fast enough a couple of years ago.” 

This naturally raises the question —What did Cities Service do that other companies didn’t ? 
Here is a partial list: 


1. Installed the finest possible refining equip- 5. Created new adjuncts to its streamlined 
ment for the making of super-octane gasolenes. transportation and marketing system. 


2. Reaffirmed the research and production pol- 6. Enjoyed a phenomenal increase in premium 


icy that Cities Service products are to be second gasolene sales, as well as a better than average 
to none in quality. sales increase for the entire Cities Service line. 
3. Undertook a vast modernization and station 7. Furthered this sales increase with the big- 
building program. gest advertising campaign in Cities Service his- 
4. Accelerated its already rapid expansion with tory... telling the story of the greatest of 


scores of new dealers and distributors. modern gasolenes— New 5-D Premium. 


These are by no means all the reasons for the fact—acknowledged by competitors—that Cities Service is 
moving ahead faster than ever before . . . faster than many other companies are capable of moving. But we frankly 
hope they have served to whet your appetite for more information about Cities Service and its present openings 


fox dealers and distributors. Write: Cities Service Oil Company, Sixty Wall Tower. New York 5, N. Y. 





HERE IS THE AREA— 

38 STATES EAST OF THE 
ROCKIES, IN WHICH 

NEW OUTLETS ARE 
CONSTANTLY JOINING THE 
CITIES SERVICE FAMILY 
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Standard is exploring 40 countries* to 
keep America’s oil reserves the highest in history 
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Progress in the West means 
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ver Tl Ln 
Dilnuds LL eee 


8 sRigiatin 





Specially designed “swamp buggy’”’ carrying oil geologists into a Louisiana wilderness 
SWAMP BUGGIES, snowmobiles — even helicopters — are 
used by Standard’s geologists, who seek petroleum throughout 
the free world and in 33 U.S. states. Our search never ends. 
Last year, in the Western Hemisphere alone, Standard invested 
$134 million in exploration, drilled 107 test wells. We added 
nearly three times as much oil to reserves as we brought from 
the ground. But U.S. consumption rises steadily. It’s now over 
9 million barrels per day and expected to increase 14 within 
10 years. So in 1956 we’ll again invest many millions in explora- 
tion, drill scores of new wells—seeking the oil you’ll use tomorrow. 


* Includes operations of affiliated companies in the Eastern Hemisphere 


ww STANDARD OIL COMPANY OF CALIFORNIA 


ye puts petroleum progress to work for you 
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Here’s new NOZZLE DAZZLE for gasoline merchandising! 


New 0-ring 
packing 
on stem 


Ideal combination for top service ~ a 


Engineered with new sim- Virtually eliminates blow 
plicity to provide perfect seal back caused by using large 
and minimum maintenance. tube in small fill pipe. 


Keen competition calls for a close watch on retail merchan- 

dising techniques. A leaking nozzle valve, or gasoline spillage 
The use of the improved 820 AND strains customer relations and subtracts from the profits. 
the improved No. 4101 Multi-swivel The new 820 is designed to make Buckeye Safety-Fill serv- 
adds convenience to customer and op- ice better than ever! Coupon brings full details quickly. 
erator alike. Makes awkward filling 
positions amazingly easy. Adds to hose 
life, too. 


Buchsye 


Quality Valves and Fittings for the 
Oil and Aviation industries 


Your Buckeye distributor can modify nozzles now in serv- 
ice to incorporate new features. 


a a 


BUCKEYE IRON & BRASS WORKS ¢* DEPARTMENT N 
Box 883, Dayton, Ohio 
Please send information on 

_____No. 820 Safety-Fill Nozzle 

_____No. 4101 Multi-Swivel 


Note: Both items shown are listed under 
Re-examination Service of Underwriters’ 
Laboratories, Inc. 


ee ee a eee rE 





Address 





City 
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For positive protection against static electricity, no loading 
rack should be without the Gilbarco Electronic Indicating 
Ground. It provides a safe ground plus sure indication that 
the ground connection is completed and operative. 


It is low cost insurance against the hazard of static electricity 
at Bulk Plants, Chemical Terminals, Tank Farms, Marine 
Terminals — wherever there is loading and unloading of vola- 
tile liquids. 

It’s safe—eliminates the ever present source of danger at all 
loading racks — faulty grounds which lead to FIRE. 

It’s simple — when proper ground is established, Indicator gives 
“go ahead” by means of light or audible signal. 

It’s positive— here is the ONE way to be SURE that some wiring 
defect, paint, rust or carelessness is not causing a faulty ground. 


IT’S SAFE-IT’S SIMPLE-IT’S POSITIVE 


MUST” 


aa? 
. 


LOADING 
RACK 





the Gilbarco 


Electronic 


Indicating 


WRITE NOW FOR FULL DETAILS— 
learn how little it costs to have this POSITIVE 
protection and safety for your loading 
racks. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
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More major oil companies have found the 
answer to these important questions... 


Which anti-freeze is 


No. 1 in sales? 

No. 1 in consumer brand-preference? 
No. 1 in dealer selling-preference? 
No. 1 in advertising in the industry? 


No. 1 in dollar volume — greater than that 
of any two other all-winter brands combined? 


The Answer: 


"PRESTONE inex: 


BRAND 





... the one brand that has already increased the share 

of anti-freeze sales for 15 leading oil companies. 

... the one brand that gives you a guaranteed supply — 

with no procurement or merchandising problems — so that your sales 
and promotional staffs will be left free to concentrate on your 
all-important petroleum products. 

... the one brand that can increase your sales and profits to a degree 
you may never have guessed. Let us show you why ...and how! 


The terms “ Prestone” and " Eveready” are registered trade-marks of Union Carbide and Carbon Corporation 
NATIONAL CARBON COMPANY - A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 
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® Rotary auto lifts are practically maintenance-free . . . 
the finest lifts ever built. Yet even the best equipment 
made eventually needs service and parts, Through 49 
Parts and Service Depots in major cities, Rotary Lift 
Co. provides overnight parts delivery anywhere in the 
United States. You won't lose time, jobs, and profits 
because of inability to get parts. Another good reason 


for buying Rotary lifts! Rotary eliminates biggest 
problem in lift maintenance 


Rotary’s amazing new Hydra-Seal replaces lift 
Rotary, packing, the cause of most maintenance trou- 


bles on any lift. A one-piece seal, it requires 
no fitting or adjustment yet positively ts 


oil leaks, reduces plunger friction and. for 
AUTO LIFTS == 50= 


AS 


Frame Pick-Up Lifts Roll-On Lifts Free-Wheel Lifts Truck and Bus Lifts 
Write for catalog and prices 















cn ee OE SE 




















Only Rotary Lift Co. 
gives you such fast parts service 


Overnight delivery anywhere in the U.S: 


49 Genuine Parts and Service Depots located in 


every major metropolitan area 


These 


accessories for 


companies 


ing industry 


tary jack can be 


on any Rotary Lift 


on many other makes of lifts, too 


economy 


made without buying 





Carry 
Rotary Lifts 
ice all other equipment used by the 
You can depenc 


service when you need it most 


NEW JACKS FOR OLD LIFTS A 


furnished out of stock 


and dependability of 


stor k ot 


also handle 


a complete 


They 


1 on them to give 








current 


1992 


manufactured since 1928 


You get the 


the finest 


a new superstruc¢ ture 














Alabama, Birmingham 
Pump Shop, Inc. 
Alabama. Mobile 
Wallace R. McKinney, Jr 
Arkansas, Little Rock 
Nichols Equipment Co. 
California, Los Angeles 
Shields, Harper and Co. 
California, Oakland 
Shields, Harper and Co. 
Colorado, Denver 

Eaton Metal Products Co 
Connecticut, East Hartford 
Bervic Supply Co. 

D. C., Washington 

© L. A. Fritter & Son 
Florida, Jacksonville 
Petroleum Engineering Co. 
Miami 
Equipment Co. 
Florida, Tampa 

Herman Young & Son 
Georgia, Atlanta 
Equipment Sales Co., Inc. 
Illinois, Chicago 
Autoquip Co. 




















Florida, 
Monroe 










IN 











CANADA, 


Canada, 


Indiana, Indianapolis 
Indiana Oil Equipment Co 
Iowa, Des Moines 

Gibson Pump & Equip. Co 
Kansas, Wichita 


Service Station Supply, Inc 


Kentucky, Louisville 
Fred H. Towery Equip. Co 
Louisiana, New Orleans 
Metric Supply Co. 
Louisiana, Shreveport 
Caddo Oil Equipment Co 
Massachusetts, Boston 
New England Petroleum 
Equipment Co. 
Michigan, Detroit 
The Downey Co. 
Minnesota, Minneapolis 
C. N. Price 
Mississippi, Jackson 
Whit’s Oil Equipment Co. 
Missouri, Kansas City 
A. Y. McDonald 
Missouri, St. Louis 
Neumayer Equipment Co. 


TOO: For 
Colville 


contact 





parts 
Industries 


Montana, Billings 
Eaton Metal Products Co 
Nebraska, Omaha 
Petroleum Equipment & 
Service Co 
New Jersey, Elizabeth 
Universal Valve Co 
New Mexico, Albuquerque 
Eaton Metal Products Co 
New York, Buffalo 
Carlton W. Hasselback 
New York, Ozone Park 
Garage Equip. Maint. Co 
North Carolina, Wilson 
Braswell Equipment Co 
Ohio, Toledo 
Neff Equipment Co 
Oklahoma, Oklahoma City 
Holt Pump and Supply Co 
Oklahoma, Tulsa 
Kelleher Equipment Co 
Oregon, Portland 
Shields, Harper & Co. 
Pennsylvania, Philadelphia 
Petroleum Equipment Co 


and 


SETUICE on 


Ltd., 


Chatham, 





Rotar } 
Ontarvo. 


Pennsylvania. Pittsburgh 


John F. Young 
South Carolina, Spartar 
Oilmen’s Equipment 
Corporation 

Tennessee, Knoxville 
R. B. M. Company 
Iennessee, Memphis 
The Southern Co., Inc 
lennessee, Nashville 
Petroleum Equipment Co 
Texas, Dallas 
Vogel-Swygard 


dDurg 


Associates 
Houston 
White-Tucker Co 

Iexas. San Antonio 

San Antonio Equipment Co 
Utah, Salt Lake City 

The Lang Company 
Virginia, Richmond 

W B Goode Co 
Washington, Seattle 
Shields, Harper & Co 


Texas, 


Wisconsin, Milwaukee 
Autoquip, Inc 
Lifts in 


















Resor : ROTARY LIFT co. 
And in Canada, Colville Industries Ltd., Chatham, Ontario 


The original manufacturer of hydraulic auto lifts . . . and still the leader 







parts 
and serv- 


petroleum market- 









model 


as replacement 


operating 


auto lift jack 











A MESSAGE TO AMERICAN INDUSTRY © FIRST OF A SPECIAL SERIES 


THE SHORTAGE OF SCIENTISTS AND ENGINEERS: 


How Critical Is It? 


The United States is running into a serious 
shortage of scientists and engineers. There 
is no novelty in this observation. It has often 
been made in the last few years. And there has 
been mounting alarm about what this shortage 
may mean for both our national security and 
our prosperity. 

There would be great novelty, however, if 
general agreement were attained on such im- 
portant matters as the size of the shortage, the 
extent of the damage it threatens to inflict, and 
the best ways to eliminate it. The purpose of 
these editorials is not to provide this novelty, 
but to ventilate some of the key aspects of the 
shortage of scientists and engineers. 

This first editorial in the series is designed to 
throw light on the over-all dimensions of the 
shortage. Others to follow will be addressed 
to such questions as: 
® How serious is the threat to our economic 
well-being and to our national security? 

@ What needs to be done to prevent the short- 
age from becoming critical? 


Rise Has Been Rapid 


The problem is not that we have been pro- 
ducing a small number of engineers and scien- 
tists. Indeed, the number has risen sharply. We 
now have a working force of more than 600,000 
engineers, over twice as many as the 286,000 
there were in 1940. And we have about 250,000 
scientists (chemists, physicists, biologists, geol- 


ogists, mathematicians, etc.), compared to only 
92,000 in 1940. About one in 148 persons in 
the labor force of 1940 was a scientist or engi- 
neer; today the ratio is about one in every 80. 

In research and development work, where 
highly creative scientific minds are required, 
there has been fully as rapid a rise in employ- 
ment of scientists and engineers. Fewer than 
90,000 were employed in research and develop- 
ment fifteen years ago; the total now exceeds 
200,000. 


— But Not Rapid Enough 


Despite this rapid increase in the num- 
ber of scientists and engineers — at a rate 
much faster than the increase in the labor 
force as a whole —the needs of industry, 
government and education for technically 
trained people have risen even more 
sharply. 

The principal reason for this mounting de- 
mand is the prodigious growth of research in 
the last 15 years. From a total of only about 
$900 million spent on all types of research in 
1941, the annual expenditure rose to over $5 
billion by 1953 (the latest estimate available). 
Over two-thirds of the research is done by pri- 
vate industry, mostly to develop new and better 
products and to find new and better methods of 
production. Most of the rest is performed by 
the government, largely to develop improved 
and inevitably more complex scientific weapons. 
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One aircraft company has found from its own 
experience that it required 17,000 engineering 
manhours to develop a typical fighter plane in 
1940. The requirement is now about 1.4 million 
engineering manhours. Development of the typi- 
cal fighter plane of 1960 will require well over 
2 million engineering manhours. 

In this dramatic example, the need for engi- 
neering services for a basic piece of military 
equipment soared 80 times in 15 years. It is an 
indication of why the demand for more and 
more technically trained men and women has 
outstripped even the imposing increase in scien- 
tific and engineering manpower of the last dec- 


ade and a half. 


Size of the Gap 

Exactly how great the gap is between the 
available supply of scientists and engineers and 
the number required, it is impossible to say. In 
some instances technical talent undoubtedly 
could be better used than it is now. And part of 
the shortage might “disappear” if higher sal- 
aries had to be paid. (These questions will be 
discussed in later editorials.) But informed es- 
timates of the approximate size of the gap can 
be given. 
@ According to the best available information, 
from estimates by the Engineers’ Joint Council 
and the U. S. Bureau of Labor Statistics, the 
minimum need for engineers from gradu- 
ating classes is 40,000 each year for the 
next ten years. Last year we graduated only 
23,000 engineers, just about enough to cover 
replacement needs without allowing for any 
expansion of the number of active engineers. 
Projections made by the U. S. Office of Educa- 
tion indicate that we shall probably not have a 
class of 40,000—the current annual requirement 
—until 1963. 
®@ According to Dr. Howard Meyerhoff, execu- 
tive director of the Scientific Manpower Com- 
mission, there is now a shortage of about 
20,000 scientists. Last year the number of 
doctoral degrees in the natural sciences, almost 
a prerequisite for research work, was only 
5,000. Dr. Meyerhoff estimates that the short- 
age of scientists will rise another 30,000 by 
1960. 
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More Needed As Teachers 


Not all of the graduates with scientific and 
engineering training, furthermore, will work as 
scientists and engineers—that is, by performing 
research and giving it practical application. 
Such training is now necessary in many sales 
and management positions. And more of our 
technically trained men and women must re- 
main in educational institutions as teachers if 
the quality of engineering and scientific educa- 
tion is to be maintained. A survey in 1954-55 
by the National Education Association showed 
that, out of 277 universities, state colleges and 
large private colleges, nearly one-third already 
had unfilled vacancies in engineering and three- 
fourths had vacancies in physical sciences. 

The dimensions of the shortage of scientists 
and engineers can be summarized as follows: 
Despite a substantial rise in the trained 
manpower available, the needs of industry, 
the government and education have risen 
still faster. The best information indicates 
that, on the basis of current and antici- 
pated needs, our recent yearly rates of 
production of slightly over 20,000 engi- 
neers and about 5,000 PhD’s in natural 
sciences could be doubled without closing 
the gap entirely. 


The disturbing implications of this shortage 


for our national security and our prosperity 


and some practical suggestions for eliminating 
it will be the subjects of subsequent editorials 
in this series. 





T his is one of a series of editorials prepared by 
the McGraw-Hill Department of Economics to 
help increase public knowledge and under- 
standing of important nationwide develop- 
ments of particular concern to the business 
and professional community served by our 
industrial and technical publications. — 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 




















the world’s newest airports .. . 


military and civilian . . . select 


Warner Lewis Separators/filters . . . 
... filters 


. refueler separator /filters 








Warner Lewis separators and filters are being 
specified and installed nationwide on bulk 
fueling and tank truck applications. Newest 


C f mM p a n Vv designs meet current military specifications 


and most efficient operation plus easy serv- 
icing assures selection of Warner Lewis 


BOX 3096 e TULSA, OKLAHOMA equipment. 
Representatives In All Major Cities 


Write for detailed information. 
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THIS IS JOSEPH HARTNETT, Atlantic dealer in Philadelphia, who 
has just won highest honors in the annual “Retailer of the Year” 
awards presented by Brand Names Foundation, Inc. In competition 


with thousands of service station dealers, in all parts of the United 
States, Mr. Hartnett placed first. He received his special award 
at a dinner in New York City, April 18. 


BEHIND THIS BRAND NAME: 
A SPECIAL BRAND OF SERVICE 


The man yeu see here is the symbol of a policy .. . give the 
motoring public high-quality products and topnotch service 
at a reasonable price. 

Quality of products springs from the integrity, research 
and business principles of a company. 

Quality of service comes from the character, ability and 
the interest of the man at the pump. 

He’s the key man in keeping your car on the go. 

He does tough, dirty, outdoor jobs in the meanest kind 
of weather. He keeps long hours for your convenience. He 
looks for any sign of trouble in your car and acts promptly 
to save you major repair bills. 

He’s an able, independent person with the energy and 
courage to run his own business. To him, better service is 
the only foundation on which he can build this business. 

The tools he uses, the stock and equipment he has, the 
knowledge he gains through training and experience, the 


This is one of a series of advertisements The Atlantic Refining C 
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confidence he inspires, the loyal customers he makes—these 
are only a few of the ingredients of the special brand of 
Atlantic service. 

The pride The Atlantic Refining Company takes in the 
outstanding achievement of Joe Hartnett is matched by our 
pride in the daily achievements of those Atlantic dealers 
from New England to Florida who offer service in this 
same interested way. 

The price these dealers get for gasoline has a direct 
bearing on the quality of service they give. That is why 
the price policy of The Atlantic Refining Company includes 
a recommendation of suggested minimum retail prices to 
assure the dealer a reasonable profit. 

In this way, motorists who stop at the Atlantic sign can 
be certain they get high-quality products plus topnotch 
service at a reasonable price. Today’s big motoring value. 


THE ATLANTIC REFINING COMPANY 





y is running in Pennsylvania and Delaware newspapers. 








Just as valiant firemen are on around-the-clock alert to protect 

your life and property—J&L Steel Containers protect your products 

by providing dependable packaging that assures safety in transpor- 

tation and storage. Their precise fabrication assures accuracy in all 
fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message to the finished container . . . no side seam touch-up is ever required. 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


Jal-Coat, J&L's exclusive litho- 
graphing process, adds sales 
appeal to your products. 


Jones & Laughlin CONTAINER DIVISION 


STEEL CORPORATION: PITTSBURGH 405 LEXINGTON AVE... NEW YORK 17.N.Y. 
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Billboards Spearhead Big Sales Drive on 


NEW PREMIUM RiC 





MORE POWER 
ON LESS GAS 








sp 
SSE 
Thousands of colorful 24-sheet posters are telling the new ae, é 
PREMIUM Richfield Gasoline story to motorists this year along the 4’ 
Eastern Seaboard! This is typical of the hard-hitting advertising support that 
Richfield’s independent Distributors enjoy in their territories. 
It means more sales... bigger profits! 


As a Richfield Distributor, you too can enjoy this kind of major brand support... 
and you can do it without sacrificing any of your hard-won independence! Richfield 
doesn’t compete with Richfield distributors. Richfield works with them in the 
development of their marketing area: providing hard selling advertising, point-of-sale 
promotion, and expert help on developing a profitable and stable marketing 
territory. You can’t beat it! 


If you would like to enjoy your independence, but with major brand support, 
investigate the benefits of a Richfield Distributorship. Call or write. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 
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Protect your 


You know how important a clean, efficiently 
operating cooling system is to top engine 
performance. Dirt, rust and corrosion can 
cause engine knocks and pings—overheating 

low gasoline mileage—sluggish engine 
performance. 


But motorists don’t know how to take care 
of their cooling systems. 


74 


customers with a 


That’s where you—-an expert—take over. 
You drain, clean, flush and carefully check 
the entire system. Add clean water and a 
rust inhibitor. The customer places confidence 
in you. And your service is appreciated. 


Result: your customer’s business for a long, 
long time. 


The best way to gain a customer’s confidence 
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“twist of the wrist” 


is to give him fast, complete service. And one 
of the easiest and most impressive services 
it just takes a “twist of the wrist’—is 
often forgotten. 


Be sure to give complete cooling system serv- 
ice this spring. You’ll make yourself lots 
of new friends—and extra profits. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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Watch your station traffic L. 


and repeat business really jump... 


with a sure-fire coupon premium plan 


We can start you fast—start you right 


We’re specialists in Premium Plans. We’ve 
built volume for many others. We can do it 
for you. If you operate two or more stations, 
tell us your problems. We’ll suggest a plan 
just for you—help you install it—then you 
run it yourself. 


Proven successful plans 


There’s no guesswork. These plans work— 
build traffic—build repeat business— bring 
customers back again and again. You have a 
beautiful, 4-color Premium Book, chuck full 
of top quality, nationally advertised merchan- 
dise. Wholesale prices. One look, and your 
customer is sold. He keeps coming back for 
those Prize coupons. You can really meet 
competition. 


Write Today 


Don’t wait. Its volume makes profits. Mail 
the coupon below today, with all the informa- 


tion you think we should have—the number 
of your stations—the approximate number of 
Premium books you contemplate distribut- 
ing—what premium competition you have 
now. Remember—this will be your plan— 
you run it—and profit from it. Write today. 


ROSS COLES AND COMPANY, INC. 
Prize Incentive Agency 


Chicago, Detroit, New York, San Francisco,Omaha, Milwaukee 


Ross Coles and Company, Inc. 

333 W. Lake St., Dept. NP-3 

Chicago 6, Illinois 

I am enclosing herewith the information I think 
you should have to suggest a Coupon Premium 
Plan for me. I understand there’s no obligation. 


Name 





Firm 


Address 
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MAF 
witH NEW 
BOWSER REMOTE SYSTEMS 


Dispensers 








AY {1 A) 
VAPOR 
LOCK 


REDUCES 
COSTS 


High lifts, long runs, altitude and changing 
gasoline characteristics present problems that are 
positively solved by “pushing” instead of “pulling” 
fuel to dispensers. 


New Bowser Turbine or Submerged pumps 
economically “push” gasoline in adequate volume 
under even pressure to as many as eight pedestals. 

; The multi-stage pump and single motor eliminate 
Both Systems = We @ duplication of pump costs at the remote dispensers 
ae served by either system. 


‘BOWSER mgs ER = . Choose from a Full Line of 
TURBINE PUMPS SUBMERGED BOWSER DISPENSERS 


Ideal for above- Ide fe e or for islands served by the new, efficient 
ground installation.. pit or above-ground Bowser Turbine or Submerged pumps. 
May also be in- _ installations. 
el Me a ie 


Write for ‘‘Remote System Bulletins’’ 
BOASER 


Bowser oil marketing equipment is available on progressive 
PLAN 
ayment purchase plan. 
a(MCEp ae / 
DU Sino 


rey ectonns orice: ATT gas « eucaae  LEyeyANR OAL 
AND SERVICE 


BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Indiana 
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This: distinguished advertisement* 


is still another 
reason why 

more and more 
motorists ask for 
FRAM Filters! 


Selection of FRAM Filters by the Continental 
Division of Ford Motor Company for its fabu- 
lous Continental Mark Il is just another mile- 
stone in the growing preference for FRAM. 
Today more manufacturers, more dealers and 
more motorists prefer FRAM than any other 
oil filter made. 





FRAM CORPORATION, Providence 16, R. 1. 
Fram Canada Ltd., Stratford, Ontario 





*AS PUBLISHED IN THE SATURDAY EVENING POST 
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EASY TO FILL 


2%" Tri-Sure nozzle and solid screw 
cap used for filling and venting. 


EASY TO POUR 


Extended spout reaches inaccessible 
openings, and reducer cap provides two 
pouring sizes. Vent makes pouring easy. 


EASY TO SHIP 


Tri-Sure Reversible Assemblies are pro- 
tected inside the pail during shipment. 


Tri-Sure Reversible Assemblies 
make STANDARD OF INDIANA pails 


better packages for + different lube oils 


TANDARD OF INDIANA’s fine lube oils 
S are more popular than ever among 
farmers, sportsmen, gardeners and con- 
tractors when they are shipped in pails 
equipped with the new Tri-Sure* Re- 
versible Spout Assembly. 


Standard of Indiana ships four brands 
of motor oil, plus miscellaneous lubri- 
cants, in this new Tri-Sure equipped 
pail—and the result is that all products 
have an additional sales advantage. 


Tri-Sure Reversible Spouts are avail- 
able in varying assemblies: offset, ex- 


tended offset and straight spouts, with 
or without reducer caps; and plastic 
spouts. Standard specifies the Tri- 
Sure 214” reversible UV assembly with 
extended spout, reducer cap and 214” 
filling and venting openings. 

Make your pails the kind that cus- 
tomers prefer—and give your products 
another sales feature—by standard- 
izing on the new Tri-Sure Reversible 
Assembly. Send for samples and full 
details now. Information is available 
on the complete Tri-Sure line of drum 
and pail fittings. 


*The ‘‘Tri-Sure” Trademark is a mark of reliability backed by over 35 years serving industry. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, NEW YORK 


CHICAGO, ILL. + NILES, OHIO + LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., 31 Macquarie Place, Sydney, Australia 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Von Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 


iS 
SY 


CLOSURES 


—S _ 


EASY TO STACK 


Both closures are below 
the pail chime. 
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Ahead of the News 


Trade Conference Unlikely—Industry spokesmen in 
Washington see little chance that the Federal Trade Com- 
mission will call the petroleum trade practices conference 
requested last month by the National Congress of Petro- 
leum Retailers. Reason for FTC’s probable pigeonholing 
of the application: the industry’s divided opinion on trade 
practices. Such conferences have been held in the past 
when the industry involved was in general agreement. 
The NCPR brief attacked alleged price discrimination, 
coercion, and other “unfair practices” by majors. 


Price Stabilizer?—Gasoline marketers may wind up 
as the biggest beneficiaries from the government’s plan 
to give small refiners a better break in bidding on military 
oil contracts. Key industry sources point out that a major 
cause of gasoline price disturbances is “distress gasoline” 
dumped on the market by independent refiners. More 
military sales will mean less of this low-price product on 
the market, and presumably more stable prices for big 
and small suppliers alike. 


Whither Gas Turbines—A top researcher for a Mid- 
west major oil company says the gas turbine car won't 
be here for a long time, if ever. (See other story on 
page 135.) The researcher maintains the gas turbine 
uses too much fuel, and that the time is coming when 
we will have to “husband out oil reserves.” Future 
engines, he says, will have to be more efficient. Turbine 
supporters say the oil man speaks for a small minority. 
They say auto makers are working hard on the efficiency 
angle. And many feel turbines could sell even without 
efficiency equaling piston engines. 


Shift to No-Shift—Use of automatic transmissions on 
trucks is expected to increase rapidly. The trend is evident 
in latest reports on 1955 sales: automatic transmission 
installations were 71.5% higher in 1955 than in 1954, 


Station-a-Mile—An unofficial but systematic survey of 
seven representative states shows an average of 1.08 service 
stations per mile on interstate highways. If a national high- 
way program requires relocation of the interstate system, 
those stations would be affected—by being bypassed, lo- 
cated on a feeder road or condemned (The proposed bill 
bans stations on the right of way). Details of the survey: 


Interstate Station 
State highway mileage Stations Avg. per mile 


Georgia 1,158 mi. 1,706 1.54 
Kentucky 656 1,057 1.61 
Mississippi 684 535 78 
Nebraska 477 379 79 
North Carolina 714 815 1.10 
North Dakota 517 255 .49 
South Dakota 520 256 49 

Total 4,736 5,083 1.08 
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Hot-Weather Headaches—Summer-fill discounts will 
make their appearance soon, bringing plenty of supplier 
headaches. Northern heating oil distributors began to cut 
inventories last month, trying to get into good bargaining 
positions. Suppliers want to move off-season stocks of 
No. 2 fuel, but resellers don’t want to build inventories 
in what may be a falling market. Main argument against 
discounts is that the average fuel oi] customer carries half 
a tank of No. 2 whatever the season or filling incentives. 
Still, most majors don’t have enough storage capacity to 
build up stocks over the summer, and resellers aren't 
likely to let their tanks be used except at a price. One 
major is questioning its summer-fill program, but will 
probably continue it this year. 


Feminine Influence—Several majors are catering to 
the ladies by adding female advisers to their staffs; object 
is to find ways of attracting more women to their service 
stations. The lady advisers are touring suppliers’ outlets, 
recommending more attractive merchandising patterns to 
dealers. Color-clashing displays will be the first to go. 


Who’s Going to Handle DE?—A controversy may be 
shaping up over co-ordination of the industry’s distributive 
education program. Many marketers aren’t happy about 
the latest proposal, which calls for Oil Industry Information 
Committee to handle the job, using district staff men as 
co-ordinators. These marketers feel the job should be done 
by local people, and doubt that OIIC would consider DE 
a primary project. OIIC is supposed to decide by June 
whether it wants the job. But it’s expected that DE sup- 
porters in marketing will oppose the idea at this month's 
meeting of the API division of marketing. An earlier 
proposal calling for addition of a DE co-ordinator to the 
marketing division staff was tabled by API last fall after 
it ran into opposition. (See NPN’s report on DE, March 
56, p38.) 


OHI Expands Activities—Oil-Heat Institute of America’s 
first oil heat promotion film will run on 300 television 
stations, starting in July. The cost per station of showing 
“Housewarming Party” is low, because it’s an educational 
feature. The film sells the benefits of oil heat. OHI will 
pay for the showings. 


Incentive Increase—Two suppliers are launching incen- 
tive programs to increase sales and improve dealer relations. 
Socony Mobil Oil Co. is starting a plan that calls for a 
point system, based on sales over the previous year’s per- 
formance, to determine the extent of a dealer’s award. The 
program will have an extended tryout in Socony’s direct 
marketing areas before the company decides whether or 
not to use it for all its dealers. Shell Oil Co.’s nation-wide 
program, based on a similar type of calculation, gets under 
way next month. 


For More Ahead of the News & 
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—F ahead of the news 


Play Up the Brand—Tidewater Oil Co. will come up 
with a new product identification sign in its eastern market- 
ing area. The sign features brand name and drops all com- 
pany identification; it has been tested successfully in another 
area. 


Evaporation Loss Findings—Proponents of temperature 
adjustments will be set back by the results of an evaporation 
loss study in Texas. Test stations metered or sold 99.75% 
of the motor fuel they received or purchased; and they 
metered or sold 99.80% of the motor fuel for which they 
were billed or charged. Product temperature rose an average 
of 1.31 degrees immediately upon being dumped, then 
remained almost constant for the next 48 hours, the results 
stated. The project, known as a service station stock 
variation study, was conducted by the Texas motor fuel 
marketers committee. A detailed report with explanation 
and graphs will be released this month. 


Oil News Center?—Industry officials are thinking about 
setting up an oil information news center in Washington. 
Reason: to help improve industry public relations by pro- 
viding the press and government officials with more in- 
formation about the industry. 


More Glass on Cars—Some 1957 cars probably will 
feature windshields sweeping upward and back about four 
inches into the top. That means more glass area to clean 
and may bring changes in wiper design. Tinted glass on the 
upper portion will be standard for these models. 


Disappearing Islands?—A West Coast major is building 
a station without raised pump islands. The company will 
itry out a painted “safety island’ around the pumps, be- 
lieving this will be sufficient to guide cars and will make 
work in the pump area easier for attendants. 


Price War Fears—Major brand jobbers and agents in 
east Texas say price conditions there may get worse. 
They're concerned over the steady growth of unbranded 
and independent gasoline jobbers, who often stay 3¢ to 4¢ 
under major brands as they go after gallonage. Major 
brand dealers can’t see more than a 2¢ differential. 


Farm Outlook Poor—Kansas oil men expect worse 
credit conditions this year because of drought in the 
Kansas farm belt and lagging business activity in Kansas 
City. Raymond Dell, agricultural economist for the Tenth 
Federal Reserve District, said area farm income in mid- 
April was at its lowest since the depression days of the 
early Thirties. 
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Move to Kill Stamps—Look for a hot fight in California, 
where several major oil companies have joined a campaign 
to do away with premium trading stamps. Aim of the 
anti-stamp group is to get state legislation providing for 
high licensing fees in each county where a stamp company 
operates. Failing that, the group would be prepared to put 
its sponsors in the stamp business in a big way immedi- 
ately. Sponsors include some large food and drug chains 
and Standard Oil Co. of California, Richfield Oil Corp. 
and Union Oil Co. of California. 


Midwest Octanes on Rise—T wo independents are ready 
to push gasoline ratings in the Midwest up to or above 
the nation’s top levels. Aurora Gasoline Co. is now able 
to process 100-octane gasoline, as is Leonard Refineries, 
Inc.; Speedway Petroleum Corp. of Detroit, supplied by 
Aurora, has already introduced 97-octane to the Michigan 
market. Other brands will probably have to follow suit. 


Increased Payload—A newly designed tank truck that 
reportedly increases payload 6% will soon be added to 
the highway fleet of Union Oil Co. of California. Greater 
payload comes through weight saving in construction and 
re-distribution of axle loads. 


New Private Enterprise—Some heating oil distributors 
in New England are trying a new twist in burner service. 
To get rid of headaches in running their own departments, 
they’re setting up their servicemen as private burner service 
contractors. 


Autos on Parade—Chances look good for an all-industry 
auto show in New York this fall. General Motors is re- 
ported to go along with the idea—and that, apparently, 
opens the door. The New York show would probably edge 
Chicago out of the top-show-spot position, although GM 
isn’t expected to show its dream cars in New York. Those 
will be saved for the annual GM Motorama, which will be 
continued. 


Gasoline ‘Subsidy’?—A veteran West Coast marketer 
has notified his supplier that he will no longer concentrate 
sales talent and capital on selling gasoline if he must “sub- 
sidize” the product. He says the cost of operating his 
stations has risen to 5.51¢ per gal. (from 3.9¢ in 1950), 
knocking the profit out of his margin. The subsidy, he 
says, comes from TBA and service profits and long dealer 
hours. 


Refiner Looks for Oil—American Liberty Oil Co. of 
Texas, which has no branded motor oil to offer its jobbers, 
is studying the possibility of having some other company 
blend and package an oil to sell under the “Amlico” brand. 
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PETROLEUM INDICATORS 


MILLION NPN PRICE AVERAGES* 


+ pares YEAR AGO Refinery/Terminal 
200 (¢ a gal.) 

Apr. Mar. Apr. 
160 Lae oe GASOLINE 1956** 1956 1955 


Gasoline 11.81 11.63 11.25 
120 Kerosine 11.02 11.02 10.63 
Distillate 9.47 9.53 9.23 

DISTILLATE Residual 5.19 5.18 4.26 
2 ; ane 9.44 9.35 8.82 
products 9. : ' 
RESIDUAL Lube oil 22.40 22.27 16.83 
40 eee ae eZ eee ty pr ae Crude at 

“e..0 ee | well ($ 
per bbl.) 2.84 2.84 2.82 
Jj *Weighted average price, prin- 
FMA cipal markets. 
**Through Apr. 6. 
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MONTHLY PETROLEUM STATISTICS 


Apr. 1956* Mar. 1956 Apr. 1955 

Primary stoeks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 197,322 198,082 175,601 
Distillate fuel oil (thous. bbl.) 60,808 62,329 70,139 
Kerosine (thous. bbl.) arate 17,644 17,378 21,486 
Residual fuel oil (thous. bbl.) 32,651 33,718 43,838 
Crude oil—B. of M. (thous. bbl.) . 262,066 262,066 275,232 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,517 7,907 7,136 
Foreign crude included (thous. bbl. —: 862 893 701 
% of refinery capacity operated his 88.7 93.7 85.0 


Refinery Output 
Gasoline (thous. bbl. daily) . 3,654 3,711 3,409 
Kerosine (thous. bbl. daily) . . . 332 354 312 
Distillate fuel oil (thous. bbl. daily) 1,739 1,820 
Residual fuel oil (thous. bbl. daily) 1,080 1,225 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 7,171 7,157 
Crude oil imports (thous. bbl. daily) 656 881 


*Through April 6, except crude stocks—Mar. 31 
Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Menth 


Exports of crude and refined products (thous. bbl.) . . 9,371 (Jan.) 
Average station gasoline price, ex tax (¢ per gal.) .... 21.43 (Apr.) 
Gasoline consumption (million gal.) 4,526 (Dec.) 
Service station permits (number) 659 (Dec.) 
Passenger cars—domestic shipments (thous.) ........ 537 (Feb.) 
Trucks and buses—domestic shipments (thous.) 84 (Feb.) 
Automotive replacement tire shipments (thous.) 4,669 (Jan.) 
Replacement battery shipments (thous.) 2,016 (Jan.) 
Oil burner shipments (thous.) 50 (Jan.) 
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Wanted: Wider Markets for 


$ eee continuing lag in growth of 
lubricating oil sales is causing 
many oil companies to appraise the 
future markets for these products, to 
see what can be done to stimulate and 
widen demand in both automotive and 
industrial fields. 

The same factors which have held 
down the gains in demand for lube 
oils in the past several years—as com- 
pared with the growth in sales of other 
products—are expected to continue 
effective. In addition, other conditions 
may arise that will act as a brake on 
large gains in lubricating oil sales. 

In the period from 1945 to 1955, the 
domestic consumption of lubricating 
oils, including greases, increased 20%, 
from a 96,806-bbl. daily average in 
1945 to 116,385 bbl. in 1955. But in 
the same period, domestic demand 
of gasoline increased 90%, kerosine 
55%, and distillate over 150%. The 
gain in export shipments of lube oils, 
in the same period, brightens the pic- 
ture somewhat. Their exports doubled 
in the years 1945-55. Total lube oil 
demand gained about 35%, from a 
114,800-bbl. daily average in 1945 to 
155.550 bbl. last year. 

Lube oil exports have been on the 
downgrade since 1951, however. This 
trend is expected to continue, as new 
lubricating oil manufacturing units 
come on stream in the new refineries 
in England and on the continent, and 
supply a larger share of the foreign 
market. 

Compared with the rising use of 
automotive vehicles and the general 
growth of U.S. industrial activity, the 
lag in the growth of lube oil sales is 
also striking. Registration of automo- 
tive vehicles has doubled since 1945 
and is now at approximately 61,000,- 
000. Around 55% of total domestic 
sales of lube oils and greases channel 
into the automotive and aviation fields. 
The growth in industrial production in 
the U.S. (index of demand for indus- 
trial lubricants), was 30% from 1945 
to 1955. 


Behind the Slump 


The slower rate of increase in de- 
mand for lubricating oils can be 
chalked up to three primary causes: 

e Great improvement and longer 
life of oils and greases supplied for 
both automotive and industrial lubri- 
cation. Modern processing methods, 
mainly solvent refining, turn out better 
base oils. The use of additives imparts 
a higher degree of corrosion and rust 


84 


SUPPLY AND DEMAND 


Lube Oils 
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LUBES LAG far behind other oil products in d 


protection and furnishes greater en- 
gine cleanliness and reduced engine 
wear. 

e Altered designs and materials 
going into automotive vehicles and 
industrial equipment and their lubrica- 
tion systems. Some manufacturers now 
tell car owners to change their oil 
every 5,000 miles, or at even greater 
intervals. Before World War II the 
recommendation was 1,500 or 2,000 
miles. 

e Reclaiming and re-use of lubri- 
cating oil by fleet owners, bus line 
operators and large industrial con- 
sumers, and also by re-refining com- 
panies who sell their reclaimed prod- 
ucts in competition with fresh oils. 
Re-used oils now constitute only a 
small portion of total sales, but they 
may become more of a factor with 
higher prices for fresh oil now in 
effect. 

In addition to a continuing decline 
in exports of lube oils and greases, a 
long-range factor that may act as a 
deterrent to large sales gains will be 
the introduction of jet engines in air- 
craft and possibly into automotive 
vehicles. This will reduce motor and 
aviation engine oil consumption to the 
extent that jet engines replace conven- 
tional piston-type engines. Jets require 
no engine oils, and their lubrication 
needs, while highly specialized, are for 
bearing lubricants capable of with- 
standing high temperatures. 


Correcting It 
Recognizing the current conditions 


1953 1955 
of last ten years 





and likely trend in lubricating oil sales, 
the oil companies are planning more 
intensive sales programs. They point 
out that capital investment today is 
high for both automotive and indus- 
trial equipment. Despite the improve- 
ments in the oils and the lubrication 
systems, inspection and changing of oil 
well on the safe side is regarded as 
the best insurance for efficient opera- 
tion and life of the equipment. 

In addition, many authorities be- 
lieve that the markets for lubricants 
and greases—aside from straight lubri- 
cation purposes—can be widened. In 
a survey of sales of lubricating oils 
and greases made in 1951 by the 
Bureau of Domestic Commerce, of 
the U. S. Department of Commerce, 
data was given on these other uses for 
oil and greases in industrial fields. Do- 
mestic industrial lubricating oil sales 
in that year were 17,483,500 bbl., and 
of this total, 6,230,000 bbl. (35.6%) 
were for other than straight lubrication 
purposes. This was a larger proportion 
than in 1947, when the Commerce 
Bureau made a similar survey. These 
industrial sales include oils intended 
for processing, testing, and other non- 
lubricating uses, including tanners’ 
products, cutting oils, compounds used 
in working metals, and oils for quench- 
ing, tempering and rust prevention. 
The volumes in individual instances 
will not be large compared with oils 
used for lubrication purposes. For in- 
dividual oil companies, they may rep- 
resent markets well worth developing 
in coming years. a 
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EVER-TITE 


“99" Coupler 


with Sight Gauge 


97 Locking Cap 
Can be padiocked 


97 Adapter 


No. 97 
Ever-Tite 
Fill Cap 


in 


. 4" LPT. 


ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” I.D.—acoupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed —a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” I.D. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 








WU Yf 
Y) 


To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


mo a 


3” LP.T. 2%" LP.T. 2” UP.T. 


97 Adapters for Ever-Tite “99” Coupler 
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FOR SINCLAIR DEALERS EVERYWHERE... 


somethings popping. 
to keep sales hopping? 
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IT’S SINCLAIR’S 
BIGGEST, MOST DRAMATIC 
ADVERTISING CAMPAIGN! 


Some day soon, your customers will pick up a newspaper, or turn 
on a radio, or watch TV— and if you're not already a Sinclair 
Dealer, you'll wish you were. 








For this big campaign —in 386 newspapers, on thousands of 
billboards, and over hundreds of radio and television stations will 
dramatize Sinclair Power-X gasoline’s power as no campaign 
has ever done. It’s a campaign that means business — new business 
—new sales —new profits for every Sinclair Dealer! 


The swing’s to Sinclair — with more and more competitive dealers 
putting on the Sinclair uniform every month. Join them —and 
you'll be joining the profit parade! 

See your Sinclair Representative or write Sinclair Refining Company, 


600 Fifth Avenue, New York 20, N. Y. Ask about the Sinclair 
TBA Franchise, featuring Goodyear, the greatest name in rubber. 


‘leads the industry in dealer assistance” 
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EDITORIALLY SPEAKING 


Re-appraisal in Atlanta 


Countless oil marketing topics will be inspected when two of the 
most important groups of oil marketers in the country gather at 
Atlanta this month. Though they meet separately, they share many interests and 
some problems. 


The two groups are the API marketing division and the National Oil 
Jobbers Council. As a forum for most state jobber associations, NOJC usually reflects 
jobber sentiment toward issues and problems. The API unit represents a broad cross- 
section of oil marketing, drawing its members from major companies, consignees, dealers 
and jobbers. 


It cannot be said that API enjoys widespread jobber support. Though 
some jobbers belong to API and serve on several committees, it is little more 
than grudging recognition. Many jobbers describe API as an instrument of the majors 
and claim that their participation is encouraged to give API the appearance of all- 
marketing composition. 


Many jobbers view API with scepticism and feel that the majors, on 
the whole, are indifferent toward them. API feels it offers benefits to 
jobbers and would like to stimulate more active jobber support. Perhaps 
the API marketing division’s most significant objective is that of undertaking projects 
of broad, non-competitive, but useful interest. For example, API can develop training 
booklets; but is not allowed to discuss pricing practices. It can develop reports on bulk 
plant design; but it may not look into wholesale and retail margins. 

Two of the newest committees show promise of being most productive in terms of 
developing practical information. They are the marketing research and the operations 
and engineering committees. Because most projects demand extensive background, re- 
search and time, major company representatives are expected to make the biggest con- 
tributions in those fields. The results, however, are available to all members—even to 
marketers who aren’t members, at times. 


Jobber support of API will be sparing, though, until jobber leaders 
express satisfaction that there is a sincere interest by major suppliers in 
jobbers and their problems. So long as NOJC as a body is suspicious of suppliers, 
the over-all jobber-supplier relationship is likely to be perfunctory. 

An understanding of the other fellow usually helps. The large turnout of suppliers 
and jobbers expected for the Atlanta meetings will offer an opportunity for each to find 
out more about the other fellow. Suppliers can observe the mood of jobbers and acquaint 
themselves with jobbers and the jobber situation. So, too, can jobbers observe major 
company representatives in action and discuss issues with them. 


NOJC and API could benefit from a more harmonious inter-relationship 
between jobbers and suppliers. Both are seeking to build membership rosters. As 
NOIJC performs more services for jobbers, it can demonstrate to non-members the value 
of state associations and the NOJC itself. By attracting them to state associations (since 
NOJC membership is through state groups only), NOJC helps to build itself. 

As for API, its increasing productivity renders greater values for members, making 
it more attractive to marketers. 


Atlanta offers a fine chance for re-appraising jobber-supplier relation- 
ships, with the object of seeking a better understanding, one that would 
genuinely strengthen both API and NOJC. 
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“ OKHEIM Tank Truck Meter 


with pre-set so) male) ayn xel| 


Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 
TROL does the rest! Stays on full flow longer— 
saves pumping time. Smoothly, automatically 
reduces to secondary flow of 11 g.p.m.— within 
three seconds of full delivery. Gently cushions 
stop—eliminates shock. Saves strain on pipe- 
fittings and meter—prolongs equipment life. 
Accurately records gallonage delivered. Ticket 
Printer optional. Especially designed for tank 
trucks, bulk plants, airports, industry. See your 
Tokheim representative or write factory for 
literature and prices on this new Model 635. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 


ALL THESE OUTSTANDING FEATURES! 


® 40 g.p.m. capacity—11 g.p.m. in last 3 seconds. 


Pre-set flow control determines gallonage—frees op- 
® erator—cushions shut-off. 


Standard 1/2” flanged inlet, outlet, air separator and 
® back-pressure valve. 


Same positive piston displacement-type measuring 
® unit as in Tokheim Computer Pumps. 


Veeder-Root Register and Totalizer—exclusive, lever- 
® type wheel settings. 


® Air separator inlet and strainer are reversible. 
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Jobbers don’t want to take their troubles to Washington, says Miles M. Mills. But .. . 


‘We Can't Wait Forever 


THE OIL JOBBER still doesn’t earn enough money. 
What’s more, his other complaints are just as strong as 
ever. And unless suppliers do something to improve his 
lot, “the jobber could be forced to grasp at any straw.” 

That’s the way it looks to Miles M. Mills, a key leader 
in National Oil Jobbers Council, and chairman of its 
powerful economic concentration committee. 

One of the jobber “straws” is government intervention. 
It’s due to come up again at this month’s NOJC meeting 
in Atlanta. Mills’ committee urged NOJC last November 
to take its problems to Congress and ask for an investiga- 
tion of the industry’s depletion allowance. That recom- 
mendation was tabled. But the Council’s various member 
groups were asked to be ready for action—one way or 
another—at the coming meeting. 

In this exclusive NPN interview, Mills details the job- 
ber’s problems and his own forthright ideas on what 
should be done about them. He emphasizes that he is 
speaking as an individual jobber, not as committee chair- 
man. But his powerful position in NOJC and many friend- 
ships with jobbers in all parts of the country give added 
weight to his views. The interview begins at right. 
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Q What problem is of greatest concern to 
jobbers today? 

A The problem is the growing inability of jobbers to 
earn a profit and to be able to finance expansion. Every- 
thing else is an offshoot of that. The jobber does not have 
earnings left, and therefore does not have capital to grow 
proportionately with the rest of the industry. 

In the last three years the jobber’s gross operating 
margin has not changed—although all other costs to him 
have materially advanced across the nation. How can a 
jobber keep pace with a major company’s wage increases 
alone without margin increases? 


Q What other problems concern the jobber? 


A Well, they include commercial discounts, station over- 
building, gas competition, price structures, price wars and 
commission overrides. 

Since the war, the jobber has lost profit from commer- 
cial tankwagon business, the large share of which he con- 
trolled. Much of this was solicited and obtained by the 
integrated companies on a transport basis. This leaves no 
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. .. those involved certainly know the guilty 


ones, or the guilty people’ 


profit, under the present marketing system, for the jobber. 

We feel the majors are way ahead of the need for serv- 
ice station construction. I think this is evidenced by the 
fact that many stations, certainly in our area—the mid- 
western part of the country—are lying idle with the finest 
facilities that are available. There are many other stations 
that have been built that in turn have detracted from the 
volume of business in good operating service stations. 

Those of us who are in the fuel oil supply business—— 
and most of us are—have another major complaint. The 
natural gas market is rapidly eating into the jobber’s busi- 
ness and also into his profits. Here in Des Moines the cost 
for heating a home with oil is somewhere in the neighbor- 
hood of 60% to 65% higher than gas. That very definitely 
places us at a disadvantage because that was one of our 
main methods of earning. The integrated companies sell 
both natural gas and fuel oil, and I believe they should 
help retain the fuel oil business for jobbers instead of 
showing entire lack of interest. 

We also feel that price structures, through wars and 
competitive situations, have depleted the potential margin 
of profit. 


Q Why is the jobber having a tough time? 

A He has to make his way in one locality. The large 
company is spread over a large area, thereby reflecting a 
safer market price-wise. As a result, jobber loans from 
banks, insurance companies and other agencies are prac- 
tically impossible without supplier endorsement. 

This lack of interest in jobbers by the lending agencies 
is emphasized by major-company net earnings in 1954. 
They averaged about 10.2% on gross operating income. 
Against this, the independent jobber had a 2.2% net 
profit. Dealers, according to the national dealer associa- 
tion, had a net of 0.1%. This is a very definite inequity. 


Q What comments do you have on the Bu- 
reau of Census report that showed a decline in 
the number of service stations? 

A Assuming the report is correct, independent jobbers 
with small outlets are the ones who have been forced to 
close stations. 

It used to be that service stations represented an invest- 





Read NPN’s profile story on Miles Mills, page 181 
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ment of $10,000 to $25,000. But today, they cost $50,000 
to $100,000. The independent jobber can’t afford that. 
And even if he could, it would not produce a proper 
return on that kind of investment. 


Q Has there been any change in jobber atti- 
tude on the commercial-discount situation as a 
result of the recent policy statements by Indiana 
Standard and Shell? 

A The consumer transport deal, as now existing, needs 
very definitely a profit for the jobber. Standard’s policy 
states it will not undersell its jobber price when delivering 
on a transport basis to consumers. But how does this allow 
any margin of profit to the average jobber? I think that is 
very definitely a problem that needs reviewing and needs 
correcting in the immediate future. I don’t want to give 
you the feeling that we don’t appreciate what Standard 
and Shell and some other companies have done toward 
the partial correction of this terrible problem. We do very, 
very much appreciate that correction. However, we think 
that it has only gone part of the way. I think jobbers over 
the country feel they are entitled to a price differential ot 
one-half a cent a gallon. 


Q What have the other companies done on 
the commercial account situation? 


A As far as Iowa is concerned, I think the situation has 
been very well handled and very nicely cleaned up. I think 
this is pretty much true of the Midwest with some excep- 
tions. There have been some bad spots, and I think that 
those have been partially ironed out. There is one bad 
situation today in Nebraska. 

I have heard from friends of mine that the situation 
along the Eastern seaboard is anything but satisfactory, 
this despite the efforts of Atlantic Refining, for example, 
te clean up the situation in Pennsylvania and Delaware. 

I know from discussing the problem with some friends, 
particularly to the north of us, that they are confronted 
with a terrific problem caused by dual operation of some 
of the larger integrated companies. I have one, particu- 
larly, in mind that sells to jobbers, and sells through its 
own operations, a branded product. At the same time it 
is selling an unbranded product through an affiliate com- 
pany at reduced figures. 


Q Are small refiners and private brand oper- 
ators getting an increasingly large share of com- 
mercial account business? 


A This is nothing new. It got better there for awhile. 
But recently in the Midwest, some independent refiners 
and brokers have gone way below the tank wagon price. 


Q In November, 1954, a few major-company 
representatives asked that jobbers take up their 
grievances directly with suppliers involved. Has 
anything been done as a result of that request? 

A The average jobber certainly hesitates to bring in the 
names of specific companies. But, those involved certainly 
know the guilty ones, or the guilty people. The jobber has 
the feeling, in many cases justifiably, that his complaints 
never gets to top management. 


Q What should jobbers do when they have 


complaints? 


NATIONAL PETROLEUM NEWS * May, 1956 





A Well, our difficulty is with the companies that oper- 
ate direct and not through jobbers. We can’t reach them. 

Personally, I think complaints of this nature should 
candidly go up to the vice president in charge of market- 
ing, and in many instances beyond that level, because 
that’s where policy is made. The vice president in charge 
of sales, his regional managers, divisional managers and 
district managers, down to the salesmen, are charged with 
the responsibility of making more and more money. I 
think many of the things that have been done in the past 
are a result of that particular situation. 

It requires top-management decisions, which can only 
come from the president, or the chairman, or the board 
members themselves. 

Too frequently, policies that are detrimental to the job- 
ber and the dealer have been inaugurated for the sole pur- 
pose of making a better earnings showing for the market- 
ing end of the integrated company. 


Q How should the commercial discount prob- 
lem be corrected? 

A What’s the matter with suppliers funneling their ex- 
cess supplies to their own jobbers at the depressed prices 
that the supplier eventually has to accept? Certainly the 
jobber would like to be the recipient of this advantage, 
rather than having the product used against him. 

Now I know what the answers will be from some of 
my friends who are suppliers. We get the same answers 
too frequently. One of them is, “If you give more margin 
to the jobber, he will give it away.” Certainly, from my 
experience in talking to jobbers over the country and 
knowing the Iowa situation, I would say the independent 
jobber is no more to blame, nor as much to blame, for 
secret rebates or other giveaways as the major supplier. 

Frankly, I believe more respect could be extended to 
the average jobber by his supplier. I think, in many in- 
stances, the jobber feels like the football player who sits 
on the bench throughout the game without a chance to 
play. 

I'll get back to the answer that is given to me on many 
occasions—that jobbers shouldn’t go off half-cocked in 
trying to control or correct the marketing situation. The 
answer is definitely “industry statesmanship.” By that I 
have in mind acts as distinguished from hollow words. 

Perhaps a corrective measure would be more confer- 
ences at high level between the jobber and supplier. 


Q Your committee charged last fall that the 
depletion allowance was being used to subsidize 
marketing. Do you have any figures on this? 


A Frankly, we are naturally unable to get these break- 
downs. We have twice, as a Council, asked for the market- 
ing figures, but they have never been forthcoming. 

I feel that if the integrated companies feel as strongly 
as I know they do about continuing the depletion allow- 
ance, why have they been unwilling to support their posi- 
tion with facts and figures? 

I’m sure I can’t prove this, but for what it may be worth 
anyway, we have heard on numerous occasions from 
sources that may be thought reliable, that there are some 
major integrated companies that are only interested in 
the full value return for the barrel of crude oil delivered 
to the refinery. Now if this is fact, how in the devil can 
the independent refiner or jobber hope to compete? 


‘, .. the jobber feels like the football player 


who sits on the bench throughout the game 


without a chance to play’ 


May, 1956 * NATIONAL PETROLEUM NEWS 


Q Do you consider divorcement a solution? 


A Most advocation for divorcement in recent months 
has come from the dealer segment, not from the jobber 
segment; but it is not a dead issue for jobbers. 


Q Your committee's proposed action on the 
depletion allowance has become a controversial 
subject among jobber groups. What is jobber 
sentiment on this? 


A As you know, state jobber groups were asked to 
determine their stands on the report for action at the May 
meeting. That was the purpose of tabling the motion. 

There could be changes in delegation sentiment right 
up to the time of the meeting. It is premature to predict 
the outcome. But I can’t see how anyone can go against 
the report because of what has happened since November. 

It may be that some jobbers are fearful of antagonizing 
their suppliers. There have even been rumors along this 
line where some integrated companies are using what 
might be considered undue persuasion in their efforts to 
get jobber associations to vote against our report. 


Q What role should NOJC play in solving the 
problems you've talked about? 


A I am sure practically all jobbers will agree that in- 
dustry problems definitely should be settled within the 
industry itself. But failing in that attempt, the jobber could 
be forced to grasp at any straw. 

It is my belief that the industry could save a goodly 
amount of the $3.5 million to be spent on OIIC this com- 
ing year, and certainly a substantial amount that the press 
and others have indicated was spent by the industry for 
maintaining its lobbies in Washington. If the jobber and 
the dealer segments were happy enough, they would sell 
the industry to the public. 


Q It has been proposed that the Federal Trade 
Commission make an investigation of oil market- 
ing. Are you in favor of this? 


A If the jobber problems and inequities have not been 
cured by the time the FTC investigation starts, I would 
be in favor of an investigation. I would prefer not to go 
to Washington. But we can’t wait forever. 





NOJC Looks to Another Lively Session 


Jobbers plan re-examination of commercial account 


problems and charges 


5 eee WILL BE plenty for jobbers 
to talk about at Atlanta, where 
the National Oil Jobbers Council holds 
its mid-year meeting this month (May 
17-19). Prospective highlights of the 
agenda are: 

Commercial Discounts—Again the 
problem of raiding commercial ac- 
counts through price-cutting looms as 
the dominant topic. An improvement 
has been noted, but many jobbers feel 
the problem is still sufficiently serious 
to require further action. 

To force action by major suppliers, 
the economic concentration committee 
is preparing to re-examine its report 
asking for a Congressional investiga- 
tion of the depletion allowance. Some 
believe a threat will cause the majors 
to seek remedial measures to forestall 
a jobber move against the depletion 
allowance. Some feel an investigation 
might lead to legislation prohibiting 
subsidization of marketing with deple- 
tion allowance benefits, an alleged use 
cited in the report. Some argue that 
NOIJC should lay off. A showdown on 
this red-hot issue, debated at both of 
last year’s meetings, may well take 
place. The committee is scheduled to 
meet a day early to discuss the report. 
Interest is so high that more than 50 
jobbers asked for membership on 
this committee, already swollen to 
17 or 18. 

Overbuilding — NOJC President 
Clint Elliott has polled jobbers and 
state associations to compare gallonage 
losses and gains between 1955 and 
1954 by stations. The purpose is to 
obtain data that may refute or support 
claims that too many stations are being 
built. Survey returns can help NOJC 
map its action. “We’ll invite the majors 
to check the situation,” remarks Elliott. 
“If the returns indicate that more 
stations are needed, maybe the jobbers 
can help build them.” 

Highways—Jobbers are concerned 
about two points: gasoline tax collec- 
tions and ingress/agress limitations. 
Jobbers want the right to pay direct, 
as refiners do. On the other point, 
laws restrict highway stations to two 
40-ft strips for ingress and egress, 
separated by a 25-ft island. This, say 
complainants, doesn’t allow enough 
angle for trucks to maneuver without 
endangering traffic. Modifications are 
sought. 


of station overbuilding 


Contracts—Sentiment for specifying 
more terms in jobber contracts is grow- 
ing. Behind this is the suggestion that 
the form of margin increases be desig- 
nated, such as tying them to crude oil, 
product and labor hikes. 

The meeting will be held in an 
atmosphere of widely-voiced concern 
over the health of the oil jobbing busi- 
ness. Net profits are reported running 
about 2% on gross sales — approxi- 
mately the same as last year — cost- 
profit studies indicate. 

(Miles Mills, chairman of the eco- 
nomic concentration committee, de- 
scribes jobber concern in an interview 
starting on p 89.) 

A study by an independent West 
Coast marketer reports that the cost 
of operating its stations has risen from 
3.9¢ gal. in 1950 to 5.51¢ gal. this 
year, while the margin is now lower. 

Elliott is expected to report on his 


visits with officials of most major 
suppliers west of the Rockies to ex- 
plain the jobber position (NPN — 
April, p111). 

Also up for discussion may be a 
proposal that NOJC start its own publi- 
cation, and one that a training institute 
for association officers be held prior 
to future NOJC meetings to ground 
them in association management. 

Missing from this session will be 
Empire State Petroleum Assn., which 
resigned because of disagreement over 
NOJC’s dues schedule and its scope of 
operations. Several ESPA members 
who favor NOJC membership plan to 
bring up the subject at this month’s 
ESPA meeting, but chances are the 
New York group will remain outside 
the Council. 

Kansas Oil Men’s Assn., which isn’t 
happy about the new dues schedule 
either, plans to have delegates at the 
Atlanta meeting. 

Attendence is expected to top 180, 
last November’s record turnout at 
Chicago. ® 


API Turns Up the Footlights 


A VARIETY SHOW of lively marketing 
presentations is featured at the 
American Petroleum Institute mid-year 
marketing division meeting this month 
in Atlanta (May 21-23), just after the 
NOJC meeting (see above). 

The variety show format was chosen 
for several reasons. First, everyone will 
be able to witness the presentations of 
all committees—last year’s conflicting 
workshop sessions have been elimi- 
nated. The “acts,” which will start 
Monday, will be limited to an hour for 
each presentation and 30 minutes for 
audience participation. Visual presen- 
tations are planned to make the acts 
more attractive. 

The show’s producer is J. G. (Doc) 
Jordan, vice president of API’s mar- 
keting division. His entrepreneur is 
Adam Rumoshosky, permanent divi- 
sion director. (A profile on Rumosho- 
sky starts on p. 180.) 

First on the program is the fuel oil 
committee, with three acts keyed to 
the theme “Better Living with Oil Heat 
—A 10-year Post-War Trend;” “Heat- 
ing Oils Have Improved in Quality” by 
William Sullivan, Jr., Shell Oil; “A 10- 
year Economic Improvement in Heat- 


ing Oils” by Wylie Butler, Coastal Oil, 


and “How Heating Oil Grows in Ohio, 


a Cheap Gas State” by Robert H. 
Collacott, Sohio. 

On Monday afternoon, acts are 
scheduled by two committees. The 
aviation technical service committee 
will go onstage with the theme ‘“Fuel- 
ing the Jet Era,” and the marketing 
research committee with “Improving 
the Odds with Marketing Research.” 

Three presentations on distributive 
education by the marketing personnel 
training committee open Tuesday’s 
show. Next on the showbill are the 
service station advisory committee, 
the operations and engineering com- 
mittee and the jobber advisory com- 
mittee. 

Other feature attractions are “Mar- 
keters and the Highway Program” by 
the American Petroleum Industries 
Committee and an address by Dean 
Arthur R. Upgren, Amos Tuck School 
of Business, Dartmouth College. 

Between acts is an open meeting of 
the general committee. Besides staging 
their presentations, most committees 
plan business meetings. 

By developing a popular mid-year 
meeting, officials hope to make it the 
big marketing meeting rather than the 
annual API convention for all divi- 
sions. x 
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Meet You on Peachtree at Seven Sharp 


IL MEN will be marching through 
O Georgia this month. Destination: 
Atlanta, and the two important mar- 
keters’ meetings previewed on the op- 
posite page. 

Convention-going in a more or less 
strange city involves one long-standing 
difficulty: finding a decent place to eat. 
With an eye to eliminating this hazard, 
NPN went to Atlanta to get the 
straight story on the town’s eateries. 
Local oil people 
were polled on 
their preferences, 
and while Atlanta 
doesn’t shape up 
as a gourmet’s 
paradise, the visit- 
ing marketer can 
find himself a 
good meal in well 
over a dozen res- 
taurants. Cooking 
ranges from sho- 
nuf Old South 
to sophisticated European cuisine. 
You just pay your money and take 
your choice. For instance, you could 
start off with a sample of ... 

Southern Charm—There’s plenty of 
it at Hart’s Peachtree, on Peachtree 
St. Gracious dining is the keynote 
here. You can have Southern fried 
chicken, naturally, but the Cornish 
Game Hen is better, and the South 
African lobster is worth trying. 

Steak—They have fine sirloins at 
the Empire Room of the Biltmore 
Hotel on West Peachtree; on the hoof, 
there’s entertainment and dancing. At 
the Town and Country Room of the 
Dinkler Plaza Hotel, you can watch 
your steak cooked to order over an 
open fire. The atmosphere is a restful 
change from tense business sessions 
and long speeches. 

Steak-hunting locals who like to 
warm up on a deep-dish drink or three 





Oo 


- 





May, 1956 * NATIONAL PETROLEUM NEWS 


endorse Dale’s Cellar in the Imperial 
Hotel (where Peachtree and Ivy Sts. 
meet). Subdued lights, subdued prices 
(luncheon filet, $1.50) and unsubdued 
“jumbo cocktails.” For a showier kind 
of place, there’s Bill Daly’s Red Barn. 
It’s about ten miles away from the 
downtown area, out on Powers Ferry 
Road, but there’s no law against seeing 
something besides the middle of town. 
Big Bill Daly, whose ample proportions 
are a walking testimonial to his kitchen, 
makes you feel it’s worth the effort to 
get out there. They have a horse racing 
game every night but Sunday, and the 
winners are paid off in champagne. A 
turn-of-the-century piano grinds out 
music in the Tack Room (bar, to non- 
horsemen). 





<= 


Foreign—There’s a good sprinkling 
of cosmopolitan restaurants in Atlanta. 
French food, New Orleans style, is 
good at Redmond’s (call it “Ray- 
moan’s”) on Peachtree. Atlantans rec- 
ommend Redmond’s pompano papillot 
(“pappy-o,” while we’re on the sub- 
ject). Emile’s, in the center of town, 
is another French place; fine salads 
and turkey pancake. Johnny Escoe’s, 
out Peachtree, serves up Italian, Span- 
ish and Mexican food, and decor 
echoes the bill-of-fare. Best bets: 
turkey tetrazzini, Italian spaghetti. 

Old Southland—lIf what you're after 
is a glimpse of a real old-time Dixie- 
style establishment, you can find it at 
a place called Aunt Fanny’s Cabin. 
Genuine (actually a former slave 
cabin) and out in the country (in 
Smyrna, 10 miles north of Atlanta), 
Aunt Fanny’s has Southern cooking in 
the Old Tradition—fried chicken, 
fried ham, corn cakes and hot biscuits. 
You don’t need Confederate money to 
pay the check. Oversized menus are 
toted around by 10-year-old colored 
boys, who gather at a rickety piano 
for some fast singing and tapping. You 





get somewhat the same kind of cook- 
ing at Mammy’s Shanty, in Atlanta, 
where Peachtree Rd. meets Peachtree 
St. Chicken shortcake and “the world’s 
best apple pie.” 

What-Have-You—On downtown 
Luckie St., there are two seafood 
houses with something to be said for 
them: Herren’s and Ship Ahoy. And 
for the corned-beef-and-beer set, 
there’s Leb’s at Forsyth and Luckie. 
That’s the name, Leb’s. 

Gals on the Half Shell—If you don’t 
happen to be interested exclusively in 
food, or want to dislodge weighty in- 
dustry troubles from your mind for 
an hour or two, Atlanta can take care 
of you. Joe Cotton’s Steak Ranch, on 
Baker St. in the heart of town, is the 
only spot with regular “name” enter- 
tainers; but the Paradise Room, atop 
the Henry Grady Hotel (Peachtree) 
has a steady menu of pretty girls 
engaging in various frolics, and there 
are Dancing Darlings at such night- 
spots as the Gypsy Room, Pine St., 
the Clovis Club on Glen Iris Drive, 
and Club Peachtree, Peachtree St. You 
could probably have a good time at 
any or all of them, and let your 
marketing problems have the evening 
off. = 















Michigan jobbers discover the world where their products start out, as they tour platforming unit at Shell Oil’s Houston refinery 


Shell Jobbers See a Different Side 


HELL OIL CO. rolled out its red-and-yellow carpet last 2 Baz 
month for 40 Michigan Shell jobbers who decided — yy yTwer 

that they wanted to see the rest of the oil business. inf sa LiL wz. (he 

The jobbers, many of them 25- and 30-year men, =: er es 
hatched the plan at one of their quarterly workshop con- S & Siricws 
ferences. The proposition: if Shell would arrange a tour, i 7 lj 
the jobbers would pay their expenses. Division manager ee 
J. W. Southworth liked the idea and passed it on to head- 
quarters. Headquarters liked it too, and lined up a trip to 
the Gulf, where Shell has production and refining. 

The visiting jobbers flew south on a Sunday, and bedded 
down in Houston’s Shamrock-Hilton Hotel that evening. 
During the next four days they were steadily on the go 
from 8:30 in the morning until 6. Shepherded by E. D. 
Cumming, Houston area vice president, they visited instal- 
lations and offices of Shell’s chemical, research, explora- 
tion and production operations, and held inspections of 
the Houston refinery and Sheridan Field drilling rigs. 

Everyone seems pleased with the outcome. Individual 
tabs came to about $300 a head; said one jobber, “I 
wouldn’t have missed it for twice the money.” Back at 
the home office, Shell’s top brass agreed that the door . -_ aia 
would be open for repeat performances. Inspection gets under way with visit to ethyl alcohol plant 
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. learn about platformer’s graphic control panel 
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Visitors examine geology department’s sampling of well cores . 





of the Business 
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Liana a tan. 
At Shell’s Sheridan oil field, they check drilling weight indicator ... and get an on-the-spot view of a rig in action 
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FJ ceneral 
Why Sun's Enlarging Five-Grade Test 


@ Results aren't conclusive from the 17 Florida 


stations selling ‘tailor-made’ gasoline 


@ Now Sun plans to install custom-blending pumps 
at all of its Florida outlets. Here’s why 


THE REASON is fairly simple: Sun’s 
original test area didn’t include enough 
stations to give broad customer reac- 
tion. The test began in late February 
at 17 Sun stations in the Orlando, Fla., 
area. The stations offer motorists their 
choice of five grades of gasoline, with 
progressively higher octanes, from a 
single pump. (NPN—April ’56, p 106.) 

Results so far from the Orlando 
area show wide swings between indi- 
vidual stations. One source says 
dealers within a mile of each other 
have come up with variations of 
200%. 

Sun’s Florida competitors report 
that Sun stations are showing gallon- 
age increases ranging from 1%-12%. 
But most of them say they’re not los- 
ing any business to Sun. One com- 
petitor commented: “They’re not set- 
ting the world on fire. Nobody’s 
worried.” 

In Orlando, several Sun dealers esti- 
mated their sales were up 5%-12%. 
Most old customers, they said, were 
sticking with the lowest-priced grade. 
But they added they were selling the 
higher grades to some big car owners 
they’d never served before. 

A major company representative 
who visited all of the Sun stations in 
Orlando reports dealers told him they 
could see no particular increase in 
business as a result of the experiment. 
Another marketer noted that sales 
generally have been up in Florida. 

The belief held by many marketers 
is that Sun will wind up selling two 
grades of gasoline. 

The Plan—Sun’s vice-president of 
marketing, Frank R. Markley, says 
the decision to enlarge the experiment 
was part of the original plan. He said: 
“We decided that if we encountered 
no particular difficulties in the Orlando 
area we would want to test the system 
more thoroughly than would be pos- 
sible at only 17 stations.” 

Sun says it has no plans now to use 
its multi-grade pumps outside Florida. 
The company’s stations under con- 
struction in the Chicago area, where 
it has not marketed before, will have 
regular computer pumps, officials say. 
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Target date for enlargement of the 
Florida test is May 15. But it’s ex- 
pected to take several months before 
all of Sun’s 275 Florida stations will 
be ready to handle the five grades. The 
pumps alone pose special problems. 
“We'll be lucky to get 25 or 30 at 
a time,” says a Sun official. Few, if 
any, of the pumps were manufactured 
during March and April. They’re being 
hand-assembled by Wayne Pump Co. 

Sun stations in most of Florida’s 
major cities have already received 
extra underground tanks for the spe- 
cial “octane concentrate” that Sun 
mixes with standard Blue Sunoco to 
produce its various grades. One Sun 
official says many newer outlets won’t 
need new tanks. But another says most 
stations will get them anyway. Existing 
tanks could be used, he says, but that 
would reduce the size of dumps. 

Sun has been increasing its under- 
ground storage capacity for several 
years. One major company official 
claims the company has been putting 
in two-pipe systems in all stations 
built in the last three years. 

It's Expensive—Sun’s investment 
for the Florida experiment has been 
estimated at $4-million. A major com- 
pany man put the pump cost alone 





at $6,000 each. Hearing this, a Sun 
official commented, “I wish we could 
have bought them for that.” He says 
that $1,500 might be a reasonable 
guess if they were mass-produced. 

Sun has no jobbers in Florida, and 
its dealers are lessees, so the company 
will pay the whole bill. 

However, Sun dealers will have to 
shell out more money to buy the con- 
centrate. Tank wagon price of the 
concentrate (about 23¢ gal. ex taxes, 
in Orlando) has a fixed relationship 
to standard Blue Sunoco, says Sun. 

For his added investment, the Sun 
dealer can also earn more money from 
the higher grades. Dealer margin in 
the Orlando area runs from 4.9¢ on 
grade 200 (standard Blue Sunoco) to 
5.7¢ for the top grade, 250. 

A Sun official explains that the 
dealer’s tank has a lock on the fill 
pipe, and that Sun keeps the key. This 
is designed to prevent tampering. 

Order by Number—Sun’s advertis- 
ing has traditionally stressed “premium 
gasoline for the price of regular.” Its 
Orlando-area ads carry this message: 

“Stop paying for octane your car 
can’t use! Sunoco’s new blending pump 
offers you the exact octane your car 
needs for maximum performance—and 
can save you money .. . Pay only 
for the octane your car needs. Order 
by number.” 

Chicago Entry—Sun’s venture into 
the Chicago suburbs is its first in the 
Illinois market. The company is build- 
ing about 15 stations there. It plans to 
have about 35-40 surrounding Chicago 
by the end of the year. i 


“Don’t ask me. Every time I dial number four, I get Coca-Cola.” 
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success is not a distant thing 


Success consists of action—the right action. 

If your operation gives you the right to 

become truly successful while truly independent, 
contact the Ashland Oil & Refining Company 
today. Others, like yourself, discovered we 

could help them create a successful independent 
business. They wanted to work with us because 
we know how to work with them. Ashland Oil 

is the independent supplier of detergent gasolines 
and other quality petroleum products for 
independents. Call us today. Wrap up your 


future with a phone call. 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave 

CINCINNATI, 0., 1402 Federal Reserve Bank Bldg. — CLEVELAND, 0., Standard Bldg. — DETROIT, MICH., Dearborn 
P. 0. Box 6025— EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 — FREEDOM, PA.—LOUISVILLE, 
KY., 3005 Dumesnil — NASHVILLE, TENN., 5 E. Main PADUCAH, KY PITTSBURGH, PA., 711 Park Bldg 


The Independent Brand for Independents 
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Salesman helps them focus... 
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But dealers discuss their own station problems. . . 


Sinclair's Theory: Do-It-Yourself Plan 


“THE FINEST dealer organization in 
the petroleum industry.” 

That’s the claim of Sinclair Refining 
Co., and Sinclair officials are working 
hard to make it a reality, not just a 
slogan. 

Behind Sinclair’s efforts is a belief 
that the dealer who trains himself 
will be a better independent business- 
man. The company has built this idea 
into an extensive program called “The 
Five-Star Dealer Aid Plan.” The five 
points: 

e Dealer conferences to help re- 
tailers solve each other’s problems in 
round-table discussfons. 

e Dealer demonstration stations to 
serve as model independent operations 
and test new sales ideas. 

e Dealer surveys to tell manage- 
ment what retailers think about the 
company’s operations, and their own. 

e The retail selling plan to train 
company salesmen to understand the 
dealer’s problems. 

e Dealer councils to provide a two- 
way street for management-dealer 
communications, suggestions and com- 
plaints. 

Sinclair officials think this eight- 
month-old program for their direct 
outlets has produced such excellent 
results that they’ve planned a similar 
package for their 350 jobbers, to 
start this month. 

Most important from the ‘“do-it- 
yourself” angle are the local dealer 
conferences, which bring together 


98 


from five to a dozen retailers to 
discuss specific common problems. 
The meetings, held in bulk plant 
offices, station salesrooms, dealers’ 
homes, or restaurants, are kept small 
to make the exchange of ideas easy. 


One Idea’s Enough 

“You can get them telling you 
what’s wrong and how things should 
be done,” says sales promotion man- 
ager William R. Kelly, the man re- 
sponsible for the program. And the 
dealers do the telling, though the con- 
ference leaders (trained Sinclair sales- 
men) have an array of presentation 
aids to get questions and possible an- 
swers in  focus—including films, 
charts, flannelboards, banded record- 
ings and printed material. 

“If just one dealer comes up with 
an idea the others can use, we think 
the meeting’s worthwhile,” says E. W. 
Isom, Jr., Sinclair’s retail sales train- 
ing manager. Sinclair actually gets 
more than its money’s worth just by 
making the meetings possible, since 
the retailers find additional ideas and 
information while shooting the breeze 
after the formal part of the conference 
is over. 

Wide Coverage—Conference topics 
include all aspects of station operation. 
In the recently completed third series, 
“Selling Through Good Management,” 
Sinclair found many dealers discover- 
ing for the first time how effective 
record-keeping and credit control can 


build sales and profits. “Selling in the 
Service Department” is the subject of 
the fourth set, now getting under way, 
with “Selling in the Salesroom” slated 
for the summer. 

Earlier meetings dealt with “Selling 
with the Winning Look,” on station 
appearance and maintenance, and 
“Selling Yourself, Your Products and 
Services.” After completing the first 
five general subjects, the discussion 
groups will dig into particulars, like 
handling tire sales and service. 

Favorable Signs—There are two in- 
dicators of conference success. First is 
the size of the turnout: although at- 
tendance is voluntary, close to 8,000 
dealers and their helpers came to more 
than 1,000 meetings in the second 
series (the last for which complete 
figures are available). Kelly thinks at- 
tendance will soon include most of the 
18,000 “Sinclairize” dealers — those 
whose stations are equipped for lube 
and changeover service. 

Dealer reaction and follow-through 
are the second success measure. Kelly 
is convinced the program’s benefits are 
going beyond the conference rooms 
and into the stations. Reason for his 
belief is this kind of comment, from 
an Austin, Tex., retailer: “Every time 
we attend, we get ideas for operation 
that are beneficial to us—the confer- 
ences are like a shot in the arm.” 

A conference leader in Evansville, 
Ind., backs him up with a report that 
after a meeting on “Selling with the 
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..- And come up with answers to help each other 


Produces Better Dealers 


Winning Look,” three of the six deal- 
ers attending took definite action to 
improve their stations’ appearance the 
next day. 

In the same vein, a Florida sales 
agent says, “The dealers believe 
that the material we present and dis- 
cuss in less than two hours is more 
than they can teach their service men 
in several months.” 

Perhaps the highest tribute to the 
conferences comes from a Texas dealer 
who comments, “I’ve been a dealer 
and agent for five different oil com- 
panies, and this is the first time any 
meeting has ever been held that I think 
was strictly for my benefit and not try- 
ing to sell me some product.” That’s 
the kind of thing that puts smiles on 
the faces of Kelly and his superiors. 

The meetings also seem to contrib- 
ute to Sinclair’s market expansion, as 
well as its dealer operations. A western 
Pennsylvania salesman was able to 
persuade two prospects to switch to 
Sinclair on the strength of the confer- 
ences alone. The company is following 
through by advertising the entire 
“Five-Star” program as an inducement 
to dealers to join Sinclair. 

Only two minor difficulties in con- 
ducting the conferences have needed 
ironing out by Kelly and Isom. Con- 
ference leaders occasionally find it 
hard to persuade men to speak up on 
their own, though this tends to disap- 
pear as dealers become more familiar 
with the program. It also seems harder 


to stimulate the interest of dealers in 
metropolitan areas than in rural dis- 
tricts. The city boys sometimes feel 
they already know what the confer- 
ences have to teach them. 


Let the Dealer Demonstrate 


“A salaried station doesn’t show the 
problems the dealer actually faces, like 
expenses or credit,” Isom says. That’s 
why the company decided to have 
dealers run its demonstration stations. 
Experimental or model stations are 
nothing new in the industry, but Sin- 
clair believes this is the first time 
they’ve been run by and for an inde- 
pendent dealer. 

The Set-Up—Sinclair now has 35 
demonstration stations in operation. 
Plans call for at least one in each of 
its 47 sales areas, plus as many more 
as dealers will agree to run. The model 
operators agree to use all the ideas of 
the conferences and the retail selling 
plan for smart appearance, smart sell- 
ing and smart management. It’s not 
unlike other test station systems, but 
in these, the dealer must make the 
ideas work himself. 

He does get help from Sinclair sales 
agents in putting “the best of service 
station retailing into actual practice.” 
The company provides material to 
dress up the station, shares the cost of 
local advertising on a 50-50 basis, and 
assists the dealer in maintaining good 
management techniques. 

Still, it’s the dealer’s own ideas and 
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performance that count. The company 
hopes all its model retailers will be as 
aggressive as Charles W. Buckes, Sr., 
who runs the Sinclair demonstration 
station in Mamaroneck, N. Y. Not 
content to wait for the company to 
bring him ideas, Buckes conceives his 
own advertising campaigns and sends 
them to the home office for approval. 

His demonstration outlet was the 
company’s first, and management keeps 
a watchful eye on its performance. 
During his first seven months as a 
demonstration dealer, his gallonage 
went up 48%, his motor oil sales 92%, 
and his TBA sales 350% over the 
same period of the preceding year. 

Buckes jokingly explains his success 
by saying, “I’ve only been in the busi- 
ness three years, so I don’t have to for- 
get as much as some fellows about how 
not to manage a station.” Before join- 
ing Sinclair, he ran another supplier’s 
Mamaroneck outlet. 

High Scorers—Buckes’ performance 
is not unique. A Salt Lake City dealer 
took over a location that had 16 com- 
petitive stations within a three-block 
radius, and put it on a demonstration 
basis. Gallonage went up 70% in his 
first two months of operation, while 
lubrication revenue increased 117% 
and TBA sales over 400%. 

In Miami, Fla., a model station’s 
gallonage rose 61% over the preced- 
ing year’s figures. Even an old-style 
station in a small town like Gaines- 
ville, Ga., had a 10% increase in total 
revenue during its first two months as 
a demonstration outlet. 

Increased volume is not the only in- 
dicator by which Sinclair judges the 
value of its demonstration stations. 
Management uses them to train com- 
pany salesmen, who learn the dealer’s 
job before starting their own work, 
and the company carefully notes the 
stations’ effect on other dealers. 

In general, retailers in areas where 
there are model stations have been 
quick to profit from the examples. Six 
dealers visited the Mamaroneck outlet 
and came away with ideas for improv- 
ing their own businesses with new 
equipment and merchandising tech- 
niques. Since the “Five-Star” program 
began, Sinclair dealers have ordered 
nearly $100,000 worth of metal fix- 
tures for service areas to help furnish 
“the Winning Look.” 

Retailers must spark their own im- 
provement, however, in keeping with 
the “do-it-yourself” approach. Sinclair 
says it won’t force them. 


Dealer Has the Answers 


Kelly has found few exceptions to 
his belief that most dealers have sound 
answers to questions about their way 
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‘The plan taught salesmen to do more for themselves 


and their dealers by looking at the dealer’s job . 


of doing things—and about Sinclair’s 
way. This feeling prompted Sinclair 
Officials to include dealer surveys in 
their dealer aid plan. 

What the Surveys Showed — The 
company engaged an independent re- 
search organization to conduct the first 
survey, in which 1,528 Sinclair dealers 
were questioned. The results provided 
Sinclair with plenty of information 
about dealer habits and reactions, and 
what it could do to help its station 
operators. 

For example, when 14% of the re- 
tailers interviewed complained they 
had difficulty getting credit cards soon 
enough to hold customers, Sinclair 
knew there was a bottleneck to be 
eliminated. 

When 48% of Sinclair dealers re- 
ported they took no part in church and 
community activities, the company set 
out (in both dealer conferences and 
new customer drives) to show them 
how participation could add to their 
knowledge of their market potential 
and to their customer list. 

Ninety-five other questions in the 
first survey furnished Sinclair with 
useful background knowledge of its 
dealers. Further studies will be made 
from time to time, as management 
feels the need for another check on 
what its dealers think and how they’re 
reacting to the company’s dealer pro- 
grams. 


The Station and the Guy 


The foundations of the dealer aid 
plan are the retail selling plan and the 
dealer councils, which began before 
Sinclair wrapped up its “Five Stars” 
into one package. 
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First came the training of the com- 
pany’s own salesmen (NPN—May 19, 
°54, p22). The retail selling plan taught 
them to do more for themselves and 
their dealers by taking a close look at 
the dealer’s job. They learned, says 
Kelly, “not to see just the station and 
the guy in it, but a whole complex of 
things that have to be done” for maxi- 
mum efficiency and productivity—and 
to keep the dealers happy. 

The plan seemed successful at first, 
but when Sinclair officials assessed its 
results more closely, they felt the ideas 
were not getting down to the dealers’ 
level. 

That was when Sinclair called its 
first dealer council meeting—so deal- 
ers could tell company officials what 
they thought was wrong with manage- 
ment policies and how to get better 
results (NPN—May ’55, p85). 

This council was so successful that 
Sinclair scheduled seven such meetings 
a year. A national gathering of repre- 
sentative successful dealers is held 
each fall, and in the spring similar 
councils are held in each of the com- 
pany’s six sales districts. Sinclair dis- 
trict managers are now considering 
area level council meetings to get 
closer to the grass-roots for a broader 
view of dealer opinion. 

Out of the first dealer council grew 
the germ of the dealer conference idea. 
As it ripened, Kelly saw that his indi- 
vidual dealer aid measures could be 
expanded into one broad plan, and the 





Meet the man behind Sinclair's 
dealer training plan. Read NPN’s 
profile story on William R. Kelly, 
p. 182. 


“Five-Star” program was the result. 
Isom and Kelly’s immediate chief, V. 
L. Brophy, Sinclair market develop- 
ment manager, worked with him to 
complete the program. 


Happy Sellers, Happy Sales 


Sinclair has an esprit de corps that 
indicates the company’s concern for 
people is not a matter of lip-service. 
Louis W. Leath, vice president and 
general sales manager, explains it in 
saying, “the true indication of a sup- 
plier’s sincerity and wisdom is found 
in the tangible things it does to help 
its dealers.” 

With that attitude, it is not surpris- 
ing that Sinclair looks for new ideas 
for dealer aid. The idea as well as the 
form of the “Five-Star” plan is Kelly’s. 
He puts it this way: “If we give our 
men a sense of fulfillment, they'll give 
us more productivity. It’s good for all 
of us, and it’s easier than hitting them 
over the head.” 

When Kelly talks about “a sense of 
fulfillment,” he means more than 
teaching a man to be satisfied with a 
job well done. He wants Sinclair deal- 
ers to feel their job is worth doing, to 
know that company management 
thinks it’s worth doing—and not 
merely in the limited terms of dollar- 
signs and gallonage quotas. 

Still, Sinclair’s program does more 
than just make dealers happy — it 
makes good business sense, too. Com- 
pany sales through existing facilities 
have increased 4% since the retail sell- 
ing plan started in 1953. Officials think 
the “Five-Star” plan is responsible for 
a large part of that figure, which ex- 
cludes increases due to new outlets or 
new marketing areas. 

As Marc F. Braeckel, vice president 
and director of marketing, says, “Sure 
it makes sense. We’d probably lose 
volume if we didn’t help our dealers 
like this.” me 


Salt Lake City demonstration station: by and for the independent dealer 
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‘Big Change’ That Saves a Million 


Standard of California streamlines its marketing, 
and discloses details and advantages of the move 


Ke 21 MONTHS the oil marketing 
giant of the West carried out a 
series of drastic changes in its sales 
organization. Although tight secrecy 
was impossible with 10,000 employes 
involved, news about Standard Oil 
Co. of California’s reorganization was 
limited to personnel shifts, title changes 
and reformation of geographical units. 
Now the program is in the consoli- 
dation period, and Standard has dis- 
closed for the first time details that 
provide a general account of the under- 
taking, dubbed Big Change. 
Standard’s satisfaction with the 
move is written into this announce- 
ment: Net payroll savings under re- 
organization are expected to approxi- 
mate $1,000,000 annually. No further 
details about the savings were released. 


The Background 


In a brief post-World War II period, 
Standard’s income tripled as the al- 
ready large company became a cor- 
porate giant. By 1951, though, func- 
tional disadvantages troubled the 
marketing organization, which ac- 
counted for much of the revenue— 
nearly $1-billion that year. Standard 
had two marketing departments: one 
for the regular dealer lessee stations 
(about 5,000) and another for com- 
pany-Operated stations (about 1,000). 
The former consisted of extensive 
wholesale operations as well as retail, 
covering seven western states. Parallel- 
ing it was Standard Stations, Inc., a 
wholly-owned subsidiary, marketing in 
the identical territory through company 
stations. 

Thus retail functions were dupli- 
cated with separate administrative 
organizations in the home office. With 
the exception of Standard Stations, 
Inc., general managers in the home 
office had no direct line of authority 
over field activities. Co-ordination was 
a constant problem. 

So in 1951 the problem was turned 
over to a task force. Standard’s de- 
partment on organization, working 
with marketing representatives, devel- 
oped the basic design of the new struc- 
ture. Execution was assigned to an 
installation group composed of key 
line and staff marketers. 

The master plan spelled out the 
nature and primary responsibility for 


completing each of the 100 projects 
comprising each installation. 


What Happened 


Structurally, the two retail admin- 
istrations were merged. Then all mar- 
keting other than retail was assigned 
to the new wholesale sales department. 
Marketing services—such as opera- 
tions, credit and accounting, which 
serve both retail and wholesale—are 
now administered in the field under 
wholesale. 

Geographically, 13 districts have 
become nine wholesale regions; and 
139 branches were reduced to 75 sales 
districts. On the retail side, the new 
field headquarters have been denomi- 
nated divisions, of which there are 13, 
subdivided into 82 retail areas. 

Field managements were given a 
voice in determining boundary 
changes, manpower requirements and 
headquarters’ locations. Before each 
installation, wholesale and retail prin- 
cipals were briefed on the plan and 
informed how the installation group 
would help local management effectu- 
ate it. Then, just prior to the change- 
over date, a series of joint field meet- 
ings were held to tell all marketing 
personnel about Big Change. 

In October, 1953, the changeover 
began in the San Francisco home of- 
fice, where the two retail administra- 
tions were merged. Within a month 
the first field installation took place in 
southern California. The impact of the 
two events was felt even in remote 
parts of Standard’s territory. For 11 
months, Standard’s brass observed the 
effects and made adjustments before 
proceeding further. Late in 1954 the 
changeover was resumed, area by area. 

Two of the most critical problems, 
relates Standard, evolved around the 
maintenance of high employe morale 
and good public relations, and con- 
tinuation of undisturbed customer re- 
lationship. To handle them, Standard 
gave special attention to communica- 
tions. Field men were instructed to 
keep all employes informed about the 
plan and its effect on them. 

Standard says, “No employe lost 
his job or had his salary cut as a direct 
result of reorganization. By keeping 
transfers to a minimum, less than 2% 
of the total reorganization involved 
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BRIGGS HUNT 
physical transfers. In contrast to many 
reorganizations, this involved a sub- 
stantial number of promotions.” 

The reorganization has not affected 
basic relationships and functions of 
wholesale distributors and jobbers, 
says Standard, but greater specializa- 
tion envisaged in the new plan “will 
produce long-term sales and operating 
advantages.” 

Standard Stations, Inc., no longer 
functions, although it retains its cor- 
porate identity. 

Streamlining of Standard’s market- 
ing department coincided with a broad 
corporate realignment. In 1954, Stand- 
ard created a western operating divi- 
sion for the seven western states. With- 
in this division, itself a large, integrated 
oil company, is the newly-organized 
marketing department. 

On July 1, 1955, the reorganization 
was completed. In the three top spots 
were: Howard Vesper, vice president 
and head of marketing (also supply 
and transportation); Howard Cuyler, 
general manager of wholesale sales, 
and E. D. Thompson, general manager 
of retail sales. 

G. E. Briggs is assistant general 
manager of retail sales, and Lowell 
Hunt is assistant general manager of 
wholesale sales. 


An Appraisal 


Standard lists these advantages: 

e A stronger, more specialized sell- 
ing group, resulting in improved serv- 
ice to customers. 

e A more direct organization, re- 
sulting in an improved market position. 

e Lower operating costs. Reduc- 
tions in manpower, says Standard, are 
being achieved through “natural proc- 
esses.” Eighty-five per cent of net man- 
power reduction came in the manage- 
ment-supervisory bracket. 

In citing a payroll savings of $1-mil- 
lion a year, Standard noted that the 
cost of salary protections and carrying 
surplus jobs pending other placements 
now runs to nearly $500,000 a year. 

It will be another year or two under 
the new plan, says Standard, before 
the effects are fully realized and re- 
flected in sales costs and profits. s 
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Oil Men Eye Gulf-Union Deal 


ULF OIL Co. bought heavily into 

J Union Oil Co. of California last 
month, and oil men began batting the 
word “merger” around like a ball. 

The deal itself was clear-cut: Gulf 
got an option on 2.4-million shares 
(about 25%) of Union common stock 
by buying $120-million worth of de- 
bentures, convertible into shares over 
a 15-year period. The investment as- 
sures Gulf of a West Coast outlet for 
its formidable crude production, and 
a potential controlling interest in 
Union if the debentures are converted. 
That triggered the merger talk. 

Union president Reese H. Taylor, 
addressing company stockholders in 
mid-April, dismissed the merger pos- 
sibilities in a few sentences. “We will 
retain independence of management, 
policies, and operations,” said Taylor. 

Industry experts were not so sure. 
“On the surface it just assures Gulf 
an outlet for crude,” said one, “but 
it could be a move toward merger. 
Almost looks as if Gulf was giving 
Union a financial boost—selling them 
the crude and giving them the money 
to buy it with.” An official of a big 
Gulf competitor said, “Gulf surely is 
not putting up that kind of money un- 
less for some vital objective. Like all 
of us, they have uses for it elsewhere.” 

At Gulf, a spokesman said there was 
“very definitely no thought or decision 
to talk about or plan a merger at this 
time.” For many, the three little words 
at the end of his statement were highly 
significant. 

Actually the future is wide open. 
Should Gulf gain control of Union, it 
wouldn’t necessarily mean merger or 
even Gulf domination of Union’s op- 
erations. Richfield of California, con- 
trolled by Sinclair and Cities Service, 
conducts its own affairs on the West 
Coast. Further, there are cases of 
subsidiaries that operate on their own 
within the parent company. 

Who Gets What?—Most oil men 
agreed that the Gulf-Union transaction 
looked like the kind of deal that base- 
ball people characterize as “a trade 
that will help both clubs.” 

Gulf has been interested in the West 
Coast market for some time. Heavy 
on foreign crude but light on a West 
Coast outlet for it, the company at 
one point was reportedly thinking of 
building its own refinery in the North- 
west. The Union arrangement elimi- 
mates the need for an outlay like that. 

To turn its debentures into shares, 
Gulf would make a hefty conversion 
payment—$48-million if it picks up 
its option within five years, $60-mil- 


lion after five years, $72-million after 
10 years. The move would make Gulf 
the biggest single Union stockholder, 
and extend its influence over virtually 
all the U.S. It would also tie in with 
further Gulf expansion: a merger with 
Warren Petroleum is presently under 
way, and one with British American 
Oil Co. is rumored. 

Union, on its part, gets the two 
things it needs most to continue its 
ambitious expansion plans—cash and 
crude. Union’s own crude reserves 
have not kept pace with the growth 
of its sales; now, however, with the 
assurance of supply from Gulf, the 
possibility of a crude shortage won’t 
put the clamps on Union expansion. 

Right now, Union is hot—com- 
petitors report the company is out- 
bidding them for station sites, although 
it hasn’t been particularly active in 
seeking big-volume contract business. 
Policy is apparently to sell product at 
the best possible price, with less em- 
phasis on volume. One big expan- 
sion development was Union’s acquisi- 
tion last year of 100 Sunset Oil Co. 
stations in Washington and Oregon. 
With new cash available, observers see 
the possibility of more such deals. 

Who’s Got What?—Both companies 
have bluntly asserted that there are no 
new marketing agreements (they have 
had a credit card exchange for years). 
But a Union-Gulf combination would 
be a marketing force to be reckoned 
with. Gulf markets in 39 states and 
District of Columbia; Union is in 11 
Western states, and is strong in Cali- 
fornia, Oregon and Washington, where 
Gulf is not represented. Together they 
cover a 44-state area. Here’s how the 
two companies stack up: 

Gulf Union 
Wholesale Plants 1,479 498 

Salaried 179 68 

Jobber 231 50 

Consignee 1,069 380 
Retail Stations 36,376 5,000 

Salaried 109 35 

Consignee 489 Goal is 

100% 
Gross sales 55 
$1,895,669,830 
Net profit ’55 
$218,063,510 
Total assets ’55 
$2,160,821,020 $546,479,973 

Gulf ranked second in gross sales in 
1955 and 1954, third in 1953. Union 
ranked 16th in 1955, 1954, 1953. 

The next move is strictly a matter of 
guesswork. But, merger or no merger, 
chances are both companies will in- 
dulge in some important expansion in 
the coming years. a 


$367,530,939 


$30,522,963 
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to meet exacting lubrication standards, specify 


ENJAY PARANOX 


detergent-inhibitor additives 


Refiners and blenders from coast to coast count on Enjay for a complete line 

of highest-quality petroleum additives. An important part of this line is the 

Enjay Paranox group, the detergent-inhibitor additives famous around the 

world for use with every type base stock. 

You are assured a prompt solution to your additive problems at Enjay. You 

get the benefit of the Enjay Company’s extensive experience in working with 

oil companies and leading engine manufacturers to develop lubricating oil 

additive formulations for a wide variety of military and commercial uses. 

For complete information write, wire or phone the Enjay Company—your only Pioneer in 
source for a complete line of additives (Paramins ®) for fuels and lubricants. Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist STREET, NEW YORK 19, N.Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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® Continental Oil Co. was top bidder 
for the service station concession on 
the Dallas-Fort Worth toll road, sched- 
uled to open July 1, 1957. Conoco 
offered to pay the Texas Turnpike 
Authority 8.105¢ gal. on all gasoline 
sold, plus 10% of income from serv- 
ices and sidelines. One station will be 
maintained on each side of the mid- 
way point of the 30-mile highway. 
Traffic on the toll road, Texas’ first, 
is estimated at 11,000,000 vehicles the 
first year and 14,000,000 annually by 
1962. 

SIGNIFICANCE: Conoco’s bid may fore- 
shadow an unusually high average for 
concessions on Texas’ proposed 680 miles 
of toll roads. Only four other turnpike 
concessions in the country pay royalties 
over 8¢ gal., and three of these are in the 
Northeast. 


@ Elimination of visigages from future 
service station gasoline pumps is in 
the offing. This action will be recom- 
mended by the committee on specifica- 
tions and tolerances of the National 
Conference on Weights and Measures 
at a Washington meeting this month. 
SIGNIFICANCE: Original purpose of the 
visigage was to show that gasoline was 
flowing. Pump improvements have wiped 
out this need. The outlay for keeping 
them repaired has been great, so their 
elimination will mean savings to oil com- 
panies. 


@ An independent Midwest refiner ex- 
pects to make its own oil industry 
forecasts before long. The company 
will use leased electronic equipment 
and break down the forecast results 
to apply them to its own marketing 
and refining operations. 
SIGNIFICANCE: It’s been too costly in the 
past for smaller companies to do their 
own forecasting work. Now, with the in- 
creasing availability of electronic equip- 
ment, they can begin to hold their own 
with bigger firms. 


@ A major company will get out of 
direct heating oil operations in one 
sector of Long Island, N.Y., within a 
few weeks. It will turn over close to 
1,000 accounts to a local fuel oil dis- 
tributor. 

SIGNIFICANCE: The action reflects a trend 
on the part of some major companies to 
shift the bulk of suburban heating oil 
business from their salaried operations 
to their jobbers. Reason: let someone else 
have the headaches involved in burner 
service, after-hours deliveries. 
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M@ Pan-Am Southern Corp., six-state 
marketer in the Deep South, will be 
consolidated into American Oil Co. 
under a streamlining plan being carried 
out by Standard Oil Co. (Indiana). 
Both Pan-Am and American are wholly 
owned subsidiaries of Standard, which 
plans to consolidate nine subsidiaries 
into four by the end of the year. Pan- 
Am will become a sales division of 
American. 

SIGNIFICANCE: The move, part of a gen- 
eral trend toward centralization, probably 
won't affect marketing tactics of either 
company. Pan-Am will retain its banner. 


@ Sales of liquid fertilizer to rice 
farmers on the Texas Gulf Coast are 
dwindling this year, jobbers report. 

SIGNIFICANCE: Jobbers in the region are 
puzzled over the decline from °55 highs, 
since corn and cotton growers are in- 
creasing their purchases over last year. 





Operations Are Under Way 


- at Union Oil Co. of Califor- 
brand-new terminal and 
warehouse in Los Angeles. It's 
flexible, highly automated, and 
built for the future. A guided tour 
begins on p 108. 
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@ Standard Oil Co. (Ohio) has estab- 
lished ten fellowships, totaling $25,000, 
at nine universities during the coming 
year. 

SIGNIFICANCE: With the industry’s public 
relations at a comparatively low ebb, 
many observers wish more companies 
would follow the lead of Sohio and 
others with similar programs. It’s pretty 
hard to criticize contributions to educa- 
tion, they point out. 


@ Armed Services Petroleum Purchas- 
ing Agency has announced a policy to 
set aside a certain percentage of awards 
for small businesses. 

SIGNIFICANCE: For most jobbers, the new 
policy isn’t as good as it looks. ASPPA 
explains that jobbers, to be eligible, must 
acquire products from refiners qualifying 
as small businesses. Jobbers handling ma- 
jor brands are out. One jobber official 
thinks the set-asides for small refiners 
may even reduce current volumes for dis- 
tributors of major-company products, be- 
cause of the increase in percentage of 
awards being reserved for small busi- 
nesses. 


@ Billups Petroleum Co., one of the 
South’s biggest private-brand jobbers, 
has opened stations at Nacogdoches 
and Lufkin, Tex., and is preparing to 
open one in Livingston. All three towns 
are on U.S. 59, from Houston to 
Texarkana. Stations have also been 
going up in small towns on main 
arteries running from Houston to Tex- 
arkana. 

SIGNIFICANCE: Billups has been in Texas 
quietly for some time, now appears to be 
pushing a strong expansion drive in the 
state. 


@ Esso Standard Oil Co. plans record 
capital expenditures of $126-million 
this year, with $34.8-million of that 
sum budgeted for marketing. Esso 
marketers will spend $18-million of 
their allotment for service station site 
acquisition and building, and improve- 
ment of existing stations. 
SIGNIFICANCE: Esso continues to earmark 
more money for marketing than any 
other major company. 


M@ Compagnie Francaise des Petroles 
has sent a special representative to 
this country to study methods for train- 
ing oil salesmen. He is observing pro- 
cedures of several domestic majors as 
well as methods of a few companies 
outside the oil industry. 

SIGNIFICANCE: CFP, which controls about 
40% of the French petroleum mar- 
ket, will soon produce an American-style 
sales manual and adapt U.S. training 
practices for its sales force. This man’s 
three-month tour lays the groundwork for 
the newest extension of the American 


h 


way in Eur Pp iness. 





™@ Tide Water Associated Oil Co. gets 
a new name this month—Tidewater 
Oil Co. Stockholders’ vote: May 3. 
SIGNIFICANCE: The name change is one 
more outcropping of the current man- 
agement’s emphasis on streamlining. 


@ Midwest states are expected to pick 
up Oil-Heat Institute of America’s new 
sales training program for heating and 
air conditioning men, along with OHI’s 
new technical sales program for mem- 
bers of its distribution and accessory 
divisions. First program was kicked off 
last month in Florida, while Virginia 
will get on the bandwagon this month. 
SIGNIFICANCE: More and more oil heat 
men are realizing that to beat gas, they’re 
going to have to use all available re- 
sources. 


NATIONAL PETROLEUM NEWS * May, 1956 











TWICE the Service 


From the Same Island Space 





DOUBLE your sales outlets in the 


. 
same island space. Same height, same Through research 5G i adh helen sian 


width, same depth. No need to widen 4 0 be é : : 
island or make costly changes. See ws 

oe 8: FF oO 8 A TY t.0.N 
nearest representative or write for om» «rer pProouers 


Factories: 5715 Smithway St., Los Angeles 22, Calif., P.O. 

e e Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 

complete information. Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1, International Division— Milwaukee 1, Wis. 
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Take a good look 
at this 


spark plug tip 














BECAUSE: For top performance, high 
compression engines need a cold plug 
for high-speed driving and a hot plug for 
stop-and-start city driving. Auto-Lite 
Resistor Spark Plug with Power Tip 
gives you top performance at both high 
and low speeds. 











HOT 
GASES 


—>— ——— 
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BECAUSE: At low speeds Power Tip resists 
fouling. It gets hot faster because it’s “in 
the thick’”’ of combustion, not on the 
“sidelines.”” Protruding tip gets full 
benefit of ‘‘scouring” action of hot, 
swirling gases on exhaust stroke. Carbon 
and oil deposits burn away clean. 


COOL AIR-FUEL 
MIXTURE 


BECAUSE: At high speeds Power Tip 
checks pre-ignition. The protruding 
ceramic tip takes full advantage of 
cooling, refrigerating action of richer 
fuel mixture at wide-open throttle. 
Thus it cools more rapidly during 
the intake cycle to keep temperatures 
down for the next firing cycle. 


— 
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CLOSER TOCENTER 
OF ,“ COMBUSTION 


BECAUSE: Power Tip extendsspark gap 
inward toward the center of the com- 
bustion chamber. Ignition takes place 
closer to heart of fuel mixture. Fuel 
burns more evenly and completely. In 
many cases, fuel mixture can be made 
leaner for better economy with no 
sacrifice in power or performance. 





BECAUSE: Saves you costly ‘‘come- 
backs.” Pre-ignition can damage 
piston. Power Tip stays cool at high 
speeds to check pre-ignition. 


Power-packed magazine advertising backs up POWER TIP with ads in 
the Post, Life, Look, Collier’s, Popular Mechanics, Popular Science, Mechanix 
Illustrated, True, Field and Stream, Sports Afield, Farm Journal, Successful 
Farming, and many more—in all, twenty big-time publications will blast away 
at the POWER TIP story for Auto-Lite Spark Plug Dealers! 


TV and newspaper advertising in key marketing areas will add more zip! 


Billboards—more than 4,500 of ’em will be seen by more than 15,000,000 
motorists every day! They’ll carry the POWER TIP message right to the 


automobile driver! 
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LONGER FOULING PATH 


BECAUSE: Power Tip reduces short- 
outs. Power Tip fouling path, right, 
is much longer than that of conven- 
tional plug, left. This reduces short- 
outs from deposit fouling and extends 
plug life. 








BECAUSE: Power Tip center electrode 
alloy has what it takes. Power Tip 
alloy resists action of corrosive com- 
bustion gases at combustion chamber 
temperatures. A full 82% gain in 
electrode life was evident in a recent 
test. Conventional alloys show exces- 
sive deterioration (top) where Power 
Tip alloy was practically unchanged. 


BECAUSE: Power Tip will register more 
sales for you... increase customer 
satisfaction . . . increase your sales 
of other products and services. Power 
Tip reduces inventory of plugs for 
overhead-valve V-8 engines, gives 
you faster turnover and more profit. 
Stock and sell Power Tip! 


} 


go 


It’s the 
POWER TIP 
that makes 
the 
difference ! 


RESISTOR SPARK PLUG WITH 


POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY e SPARK PLUG DIVISION ¢ Toledo 1, Ohio @ Toronto 1, Canada 





ise BULK PLANTS AND TERMINALS 


Inside Union Oil's Super-Warehouse 


It's the nerve center of the company’s spectacular new terminal at Los Angeles. 
Flexibility, automation, and careful planning are the factors that make it tick 


dewey AN EMPTY DRUM is unloaded at Union Oil Co. 
of California’s new Los Angeles terminal, it starts 
out on a route that’s been custom-planned to the inch 
and to the second. For Union built its big, $3.5-million 
installation with a special idea in mind: to fit the layout 
to the operations—not vice versa. 

Operationally, the terminal is still working up its first 
head of steam; it was opened only a few months ago. 
But Union’s H. M. Schafer and his distribution depart- 
ment have been thinking and planning for it since 1953, 
when it became obvious that the company’s fifty-year- 
old terminal in central Los Angeles was reaching the 
end of the trail. Union faced the problem of rebuilding 
the old structure—maintaining operations there at the 
same time—or relocating and starting all over again. The 
company made distribution and engineering studies, and 
a new start got the nod. A site six miles south of Los 
Angeles was selected, and Distribution Manager Schafer 
and his men began laying the groundwork for a replace- 
ment terminal. 

Workhorse—They wound up with much more than 
that. Tre new terminal goes well beyond traditional 
warehousing and distribution, and presently handles: 

e Compounding of a complete line of lubes and 
greases, and packaging of lubes and refined products; 

e Bulk shipment of lubes and refined products 
throughout Union’s Southwest territory (Southern Cali- 
fornia, Arizona, New Mexico, and Nevada); 

e Distribution of packaged goods to 115 Union mar- 
keting stations in the territory; 

e Direct delivery of bulk lubes and packaged goods 
to 550 Union stations and 10,000 commercial, industrial, 
and consumer accounts in metropolitan Los Angeles. 

Besides obsoleting the old Los Angeles terminal, the 
new plant eliminates four marketing stations in the local- 
ity. They are being closed down and sold, marking the 
end of an uneconomic system. 

The terminal now staffs 110-120, including clerical 
help and about 40 truck drivers. Presently on single-shift, 
its production potential rates at 240 drums per hour, 100 
quarter-bbl. per hour, 300 pails per hour, and 300-350 
cans per minute. 

Terminal Core—Union’s plant has extensive tank 
farm, loading and blending facilities, but its nerve center 
is the 117,200-sq-ft warehouse building, which houses 
all packaging, storage, and shipping activities. Union and 
its contractors (Bechtel Corp. and H. K. Ferguson Co.) 
planned this warehouse with one overriding aim: keep 
storage to a minimum, substitute product flexibility for 
cushion. Union can predict monthly volumes on the 
basis of sales figures, but the real secret to daily opera- 
tions at the warehouse is flexibility. Under its new set-up, 
the company can supply orders for high-volume prod- 
ucts on 24-hour notice; filling lines can be shifted in 
minutes. This is not so important for supplying market- 
ing stations (they order on a schedule basis for definite 
shipping days) as it is for the terminal’s other accounts, 
which sometimes order the same day they want product. 

(Continued on p. 110) 
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Empty drums arrive in trucks, go directly to conveyor. 
Most drums received at the terminal are reconditioned 


? Stencil booth is key control point in 
routing drums for filling lines 


Lubricant drum fillers handle up to 240 drums per hour. 
Lube oils are pumped to fillers at rate of about 90 gpm 
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Pusher-bar conveyor carries drums to correct 


Drums containing specific products roll down collector lines. 
collector line. “Memory-timer” is inside box 


Filler operator selects lines by remote control 
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Fork-lift truck picks drums off collector lines, take 
them to assigned storage area for stacking 





Mobile lift trucks are workhorses in shipping operations. 
Pre-assembly zones are located inside loading dock doors 
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Union uses pallets for small drums and cans. A. F. Van 
Nest (right), assistant terminal supervisor, looks at inventory 


(Continued from p. 108) 

Flexibility was not the only criterion in planning and 
developing the terminal and warehouse. Union also had 
other targets: 

e Maximum productivity from men and equipment; 

e Low plant maintenance costs; 

e Allowance for market growth over 50 years; 

e Sound safety practices and fire prevention. 

Union, starting from the ground up, seems to have hit 
all the targets. A trip through the warehouse shows how. 


Step 1: Packaging 


Basically, the warehouse is a four-compartment build- 
ing, with space for receipt and storage of empty contain- 
ers; packaging equipment and conveyors; warehousing of 
packaged products; and preassembly and shipping. But the 
sequence of plant operations breaks down into two basic 
steps, and the first is packaging. 

Receiving—The majority of drums that come into the 
terminal are reconditioned. They arrive in 200-drum 
cooperage trucks. New drums come in by rail or truck; 
the receiving dock is convenient to both track and road. 

Drums are unloaded directly onto a receiving conveyor 
feeding four parallel accumulator conveyors, with storage 
capacity equal to a full truckload. Conveyors are belt- 
driven live rolls mounted directly on the floor, and their 
speed is 40 ft per minute. Drums are inspected on the 
conveyors; inspection lights attached to cable reels and 
cable guides eliminate long, unwieldy extension cords. 

When possible, drums go directly to the stencil booth. 
Otherwise, they go into a 10,000-sq-ft storage area adja- 
cent to the drum dock, where a minimum inventory of 
two or three days’ supply is kept. A three-line conveyor 
system with cross-connecting laterals traverses the area at 
60 ft per min (the step-up in speed spreads out the drums 
and stops jamming). Drums are stored on their sides, no 
more than 15 ft from the conveyor edge. 

Stencilling—The 10-ft-long stencil booth is the major 
centrol point for barrel-filling. Union uses a dry-type, dis- 
posable-filter stencil system. The booth has no side-walls 
to restrict the stenciller’s motions; high air velocity pulled 
across the drums catches spray. Union reports its opera- 
tors favor this booth to the conventional enclosed type. 

Drums are stencilled in fours—Union calls its method 
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Blending is done in building outside warehouse. Desk panel 
gives levels in 62 tanks; Cornell homogenizers are in rear 


“batch-continuous.” A batch of 40 drums (corresponding 
to the capacity of the accumulator conveyor in front of 
each drum filler) is run through, and stencils are then 
changed to route drums to the next filler. The cycle con- 
tinues in rotation for the four fillers. The large accumula- 
tion capacity allows stops for cleaning up, changing 
stencils and handling of other jobs by the stenciller. 

Filling—From the stencil booth, drums go to a com- 
bination belt-drive and gravity-dispatch conveyor that 
feeds the accumulator lines in front of four lubricant drum 
fillers. Remote-operated diverters on this line are operated 
from the stencil booth. The four fillers are semi-automatic 
type, weight-filling, with top fill on lube-oil products. One 
operator normally handles two machines. 

Lube oils are pumped to the fillers at about 90 gpm. 
Commodity piping is manifolded by three-way plug cocks, 
which minimize the possibility of unintentional product- 
mixing by operators. Union is especially pleased that 
elimination of the usual hoses has cut handling problems. 

Dispatching—From the four lube-oil conveyors, full 
drums move through short individual roller sections onto 
a common, chain-driven, live-roll conveyor. This carries 
them about 100 ft into the warehouse storage area, where 
they pass onto a 60-ft pusher-bar conveyor. Five double 
lines and three single lines of gravity collector conveyor 
are perpendicular to the pusher-bar conveyor; the double 
lines have 60-drum capacity and are used for live storage 
of fast-moving commodities, while the 20-drum single 
lines route products to floor storage. As a drum passes its 
proper collector line, a pusher-bar diverts it onto that line. 
All the lines have end pick-up sections that permit side- 
grab lift trucks to take one, two, or four drums off at a 
time, and move them into storage. 

The control mechanism that guides a drum from filler 
to lift truck is Union’s pride and joy. It is also an ex- 
tremely complicated apparatus. Briefly, the filler selects a 
collector line for the commodity he is filling. He presses 
a button that sets up a memory-type impression in a timer; 
although drums of more than one commodity may be 
passing through the 100-ft conveyor to the storage area, 
the timer is able to unscramble them on the pusher-bar 
conveyor by means of hair-trigger time-memory. It then 
actuates the proper pusher-bar, which diverts each drum 
onto the correct collector line. 
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Laboratory is incorporated in warehouse. All products that 
warehouse processes are subjected to continual checks here 


This process is a high point of automation in a plant 
that may well be an oil industry pace-setter in automated 
packaging. Other operational control spots, in addition to 
those at the drum fillers, are located at the clean drum 
unloading zone, the entry to the drum storage area, and 
the stencil booth. These key locations have complete 
switching to control drive motors, remote stops, diverters, 
and signal devices. 

Canning—The single canning line in the warehouse can 
turn out 300-350 cans a minute. Cans arrive in carload 
lots from the spur track along one side of the building, 
and ride a conveyor to the canning line of filler, sealer, 
caser and gluer. An automatic palletizer then stacks 40 
cases—of 24 quart cans each—four-high on a 40x48-in 
pallet. Pallets can then be carried by lift truck to storage. 

Other containers are filled in similar operations—two 
semi-automatic weight fillers handle quarter-barrels, five- 
gal. pails, and delivery buckets. These are manually 
stacked on pallets and stored. 


Step 2: Warehousing 


The floor storage area of the warehouse measures 270 
x 216 ft. This area is a function of at least three variables: 
(1) number of different items (several hundred), (2) 
throughput (anything from several to several thousand 
pallets and drums a month), and (3) lead times and lot 
size for receipts and shipments (Union sometimes has a 
lead time of almost zero, ships in lots that vary from a 
case of quart cans to a truckload of drums). 

Storing—All containers but drums are palletized. Union 
finds the most economical way to warehouse its drums is 
staggered vertical stacking, drum-on-drum, three-high. 
Two pallet types are used. One is the special can type 
used for the automatic palletizer; all others are 40x44 in. 
Generally, stack heights for drums and pallets vary from 
about 8 to 12 ft. 

The bulk of the storage area is laid out in basic floor 
modules 17/2 ft wide by 20 ft deep. Each module ac- 
commodates 216 drums, with three-high staggered stack- 
ing, or 20 pallets at floor level (pallets are stacked two, 
three or four-high, depending on the commodity). One 
section of the floor is made up of half-modules, which 
give flexibility for storing miscellaneous low-volume prod- 
ucts that vary widely in size. 
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Terminal gets fire protection from 20,000-gal. water tank 
(behind loading rack) reserved exclusively for emergency 


Pallet-loads of fast-moving case goods, on the other 
hand, are kept along the entire front of the storage area, 
adjacent to pre-assembly zones. This “supermarket” sec- 
tion facilitates quick, easy assembly of small orders. 

The main working aisles in the warehouse are 13 ft 
wide. Three cross-access aisles, of the same width, cut 
lengthwise across the working aisles. Fire and inspection 
aisles 2.5 ft wide completely surround each floor module. 

Moving—Mobile lift trucks play the starring role in 
over-all warehouse operations. Although roller conveyors 
do the work on fixed and partially continuous operations, 
Union is convinced that for long, irregular hauls, stocking, 
preassembly and loading, the lift truck is here to stay. 

Union uses three truck types in the warehouse. Fork- 
lifts handle the pallet goods; trucks with side-grabs that 
can handle up to four drums take filled barrels off collec- 
tor lines and into floor storage; lighter trucks with one or 
two-drum side-grabs are used in pre-assembly and truck 
loading. Spare side-grabs and fork-lifts are carried to make 
trucks interchangeable. 

Shipping—Thirteen loading doors open from the stor- 
age area onto the loading dock. Inside each door is a 16 
x 20 ft pre-assembly area that will accommodate most 
truck loads. Office facilities are at the center of the line 
of pre-assembly areas. 

The loading dock is 20 ft wide. It has a cantilevered 
canopy with a 7-ft overhang for rainy-weather protection. 
The dock is fitted with 11 hydraulic dock ramps that are 
centered on the door openings (the last two spots on the 
dock have no ramps and are designed for handling side- 
loading vans). On the other side of the building there are 
five boxcar doors. Portable, light-alloy ramps provide 
access to railroad cars. 

The Safe Side—About 8% of the total warehouse is 
taken up by the low-flash area, where all refined products 
other than lube oils are packaged and stored. This area 
has maximum-fire-resistive building construction, explo- 
sion-proof electrical equipment, fog-deluge fire protection, 
and automatic shutoff on commodity piping. 

Basic fire protection for all of the terminal is provided 
by an underground piping grid fitted with hydrants and 
permanent hose cabinets. The warehouse also has an 
ordinary-hazard wet-sprinkler system installed in com- 
pliance with code requirements. % 
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== bulk plants and terminals 


Are They Stealing 


if en SUPERVISOR lay bound and 
gagged in the bulk plant Office. 
Outside in the moonless night, a dozen 
masked men drilled holes in each stor- 
age tank, caught the flow in mobile 
vats, and filled their unbranded black 
transports with stolen gasoline. .. . 

No, that’s not the way it works. But 
someone may be stealing your gaso- 
line. The number of thefts from mar- 
keters has been substantial in recent 
years, according to V. R. Draper, who 
is Pittsburgh manager of Price Water- 
house, specialists in oil accountancy. 

Draper’s study of the matter reveals 
that as much as 50,000 gal. a month 
has been stolen from one plant by col- 
lusion of as many as seven employes. 
Small thefts are frequently committed 
through petty cheating devices by out- 
side drivers and dealers. They often 
add up to big losses. 

The most embarrassing thing to oil 
people is that the thefts frequently go 
undetected for long periods of time, 
only to be discovered accidentally by 
outsiders who have tipped off the vic- 
tims. 

Gasoline thefts receive little public- 
ity. One reason is embarrassment; the 
other is oil companies’ anxiousness to 
avoid raising the question of whether 
the stolen product is subject to state 
tax. Some state laws say it is not; most 
leave the issue in doubt, but at least 
one considers stolen gasoline to have 
been sold and therefore taxable. 

States usually provide credit for gas- 
oline losses only by percentage allow- 
ance for shrinkage or allowance for 
casualty losses, and frequently demand 
proof of the amount of the latter. As 
distributors must generally pay state 
taxes based on purchases from refin- 
eries, they obviously lose plenty of tax 
money on undetected theft losses. If 
shrinkage is the only loss for which the 
state gives credit, they pay on detected 
thefts as well. 


How It’s Done 


Most larger thefts involve collusion 
between two or more company em- 
ployes. The probability of collusion is 
higher in gasoline marketing than in 
most industries, because those in a 
good position to defraud seldom hold 
responsible, highly paid positions and 
are in constant contact with each other. 

This kind of stealing usually requires 
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Your Gasoline}? 



































tampering with meters or by-passing 
them. It’s easiest at bulk plants adja- 
cent to refineries. Deliveries from re- 
finery to storage are often not metered 
at all, the company relying on bulk 
plant sales records to make refinery 
billings. 

In one such case, the refinery billed 
the marketing department on the basis 
of quantities shown on loading-rack 
meters. A night plant man removed 
the lead-and-wire seal on one meter 
and moved the register enough to keep 
it from operating. Then he loaded a 
truck for a co-operative driver, ad- 
justed the register and replaced the 
seal so cleverly that later inspections 
did not show it had been cut and re- 
joined. The 50,000 gal. a month stolen 
in this way was so small a percentage 
of refinery throughput that no unusual 
shortage turned up in quantity control 
records. 

Ignoring meters is another good way 
to steal gasoline; loading-rack em- 
ployes often rely on the gallonage in- 
dicated on the truck rather than on 
meter readings. One dealer got an 
extra 500 gal. per load from his sup- 
plier, just by changing the indicated 
capacity of his tank truck with a paint- 
brush. Another put “old tires and other 
junk” in the bottom of his truck tank 
before having it calibrated by the dis- 
placement method. As a result, his 
rated capacity was far below its actual 
size after the rubbish was removed. 

One company driver was caught 
loading a truck compartment to what 
he said was the 500-gal. marker. When 
it was noted that the meter read 509 
gallons, he merely said the meter was 





wrong, but a check of the loading 
authorization slip showed it was for 
510 gallons. The loading rack drew di- 
rectly from refinery tanks, with cus- 
tomers billed from copies of the load- 
ing authorization slips; this driver was 
stealing from customers rather than 
the company. 

A driver did the same thing at an- 
other place in a much simpler way. 
He’d pull in fast to a service station, 
throw the brakes on hard and stop 
short. This set up a wave action in the 
gasoline; he would quickly stick the 
tanks and show the dealer a stick read- 
ing that had been raised by the height 
of the waves. He was paid for a lot of 
non-existent gallonage. 


How to Stop It 


Draper feels thefts can best be pre- 
vented by installation and use of 
proper metering equipment. He says, 
“Motorists accept without question the 
accuracy of station pump meters, and 
rightly so. It is remarkable that meters 
have been accepted 100% in retail 
operations but have not been utilized 
to a comparative degree in wholesale.” 

He recommends centralized control 
metering systems (NPN—Jan.’56, p38). 

In one such system, when the 
driver is ready to load, the control 
operator places a ticket in the master 
meter duplicator, which automatically 
releases the pressure valve at the load- 
ing rack. The driver fills his own truck 
and the stock flow is automatically 
shut off by a predetermined setting 
device. It’s hard to steal when the 


(Continued on p. 114) 
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Gorman-Rupp “0” Series 


CENTRIFUGAL PUMPS THAT PRIME 


figure more importantly in the 


fuel servicing of United States military 
aircraft than any other pump. 


e whether the plane be turbojet or propeller driven 
e whether the fuel be aviation gasoline or jet fuel 


e whether the plane be on arctic tundra or tropic isle 
the pump on the job more often than not will be a 


GORMAN-RUPP “‘O” SERIES 
Dependability « Safety * Simplicity « Performance 
of “O” Series Pumps with 
STRAIGHT-IN SUCTION AND NO CHECK VALVE 


are as important in civilian handling of petroleum 
products as in the military. 


THE GORMAN-RUPP CO. 


305 BOWMAN STREET @¢ MANSFIELD, OHIO 





You can rely on 
DEPENDABLE TOKHEIM VALVES 
with the foolproof poppet 


Proof of any valve is in the poppet—and 
every valve in this broad line features the 
famous TOKHEIM poppet—twice-tested at 
the factory against leakage—use-tested and 
proved in thousands of installations! Both 
single and double-poppet types. A new, 
easy-to-get-at vertical check valve. Several 
sizes. All valves equipped with strainer 
screen. Self-cleansing. Won’t stick, leak 
or impede flow. Call your Tokheim repre- 
sentative for a// the facts! 








Model 1092— Angle Check 
Valve. Double poppets lift 
out easily. In 1%” and 2” 
sizes. Also: 770, with single 
poppet. 


Model 1095 — Horizontal 
Check Valve. Single poppet. 
Cast brass cap with O-ring 
seal. In 1” and 2” sizes. 


Model 1091 — New Vertical Check Valve. Easy to 
inspect, service, Cover and poppet assembly lift out 
9 one unit. in 114” and 2” sizes. 


OKHEIM 


Buy TOKHEIM— 
there's no better value 
in any valve! Model 1094 — Foot Valve 


General Products Division ites Medel Feo), on 


TOKHEIM CORPORATION 1094A, with pressure relief 
Designers and Builders of Superior Equipment valve; 1093 (1%2”), with 
1650 Wabash Ave. Since 1901] Fort Wayne I, Ind. double poppet. 

Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 











The 1956 - 57 


National 


Petroleum FACTBOOK issue 


News 
will be published this month 


All NPN subscribers will receive copies. 











3 bulk plants 


(Continued from p. 112) 


meter not only registers the flow but 
controls it. 

Better records and quantity control 
to make theft detection easier is 
Draper’s other recommendation. One 
reason stealing goes undetected is the 
difficulty of keeping accurate track of 
overages and shortages. 

Many bulk plants receive product 
on a net 60-degree basis, but ship it on 
a gross basis. In areas with widely 
varying temperatures, this factor alone 
will cause substantial overages and 
shortages. Companies develop a “nor- 
mal” standard of operating loss for 
such places, but it is important to keep 
those standards up to date. 

The rule-of-thumb used to be that 
for each 10-degree change in tempera- 
ture, a 1% volumetric change oc- 
curred. Now the ratio is approximately 
1% for each 6 degrees. A plant oper- 
ating on the old rule would have no 
real conception of its “normal” loss— 
or gain—and would be fair game for 
a gasoline thief. 

Other things to watch for in con- 
trolling overages and shortages are 
storage and handling equipment that 
permit excessive leakage and evapora- 
tion; overloading on receipts and ship- 
ments; inadequate storage, and trans- 
fer systems from refinery to bulk plant 
that make it difficult to check small 
amounts of product. 

If your eyes are open for unusual 
losses, and your meters closed for un- 
authorized flow, you can catch your 
gasoline thief before he starts. a 


Tanker Loading Arm 


M@ The loading arm principle has been 
applied to tanker service by Chiksan Co. 
of Brea, Calif. The arm, mounted about 
10 ft. from the water’s edge, eliminates 
the tangle of hose characteristic of old- 
style tanker loading. Chiksan says a single 
operator at a remote station can place 
the flange end aboard the largest existing 
tanker is less than one minute. Free- 
wheeling enables the hydraulically con- 
trolled arm to follow ship motion. 
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WHAT IS 


Oil Marketing? 








Moving oil to market, from the refinery product 
terminal to the customer, takes a lot of men, 
money and imagination. Today’s oil marketing 
machine is comprised of 1,200 terminals with 
529,200,000 barrels of storage capacity, 30,000 
bulk plants with 90,000,000 barrels of storage, 
27,155 miles of product pipe lines, 152,000 tank 
cars, 162,000 trucks, 188,000 primary service sta- 
tions and over 200,000 secondary gasoline outlets. 

Present ample availability of crude, refining 
capacity and transportation facilities add up to a 
supply situation that puts a tremendous respon- 
sibility on the marketing division of the industry. 
The oil industry will spend well over $500,000,000 
on capital expenditures for marketing facilities 
this year. Competition at the marketing level 


is keener than ever before. 

Of the 1,830,000 people employed in the oil 
industry, 1,100,000 of them are in marketing. 
Their activities are coordinated by the marketing 
management group in the major oil companies 
and by 15,000 wholesalers and independent 
jobbers. These men buy most of the equipment, 
direct the building, maintenance and operation 
of all facilities, and select the brands of non- 
petroleum products sold in service stations. 

Only National Petroleum News covers all the 
important buying phases of oil marketing edi- 
torially. Let us help you in planning your sales 
strategy to oil marketing and let National Petro- 
leum News carry your advertising message to 


support and increase those sales. 


THE McGRAW-HILL MAGAZINE OF OIL MARKETING 





IN ational 


[2etroleum = ie | atic) 


TRANSPORTATION MERCHANOISING 


iews 330 WEST 42ND STREET, NEW YORK 36, N.Y. * LONGACRE 4-3000 


PUBLISHED MONTHLY «+ ESTABLISHED 1909 « MEN FEACTBOOK PUBLISHED AS A t3TH ISSUE tN MAY 
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$17.85... the MAGIC NUMBERS 
that Create New Profit Opportunities 


For D-X jobbers... 


What's the magic word in advertising? “FREE”— 
of course! 


What's the magic combination of numbers? This 
year it’s $17.85 —the value of the upper-cylinder 
lubricant D-X customers get during a year’s driving 
with D-X Lubricating Gasolines — BOTH Regular 
and Ethyl! 


Here’s a big-money gift that will bring customers 
to your driveway, to ask for the free upper-cylinder 
7 ~ lubricant sample and take advantage of the free gift 
, a , they get in every gallon of D-X gasolines. And it’s 

Imagine this kind of selling EXCLUSIVELY for D-X jobbers and dealers. 
power behind the 


gasoline you offer — 





D-X jobbers and dealers are getting the most 
powerful advertising campaign (built around this 
exclusive D-X “FREE $17.85” gift) in history. If 
you want more gallonage, more sales, more profit— 
you want this campaign, too! 





Compare What Upper-Cylinder Lubrication 
Costs From These Leading Oil Companies... 





Amount | Cost per| Cost per 
recom- 15 gol. 


| percan| ofcan| vecom, | 1S 90h} ger Television! Posters! Newspapers! Point of Sale! 
a i ar | Teon | 9 : f san Direct Mail! Painted Bulletins! Radio! Farm Maga- 
| aR s. . zines! Every form of communications is driving 
home this “$17.85 FREE GIFT” selling story to mil- 
lions upon millions of American motorists! 


Price Size 


BRAND A 


BRAND B 25¢ | | + ic | 97.5¢ | 2.5 


| | | 1 can to 
BRAND C | 36¢ ' | 10 gals. 54 ¢ 


———— 


, | | | l can if 
BRAND “a } 20¢ 3 per tank 20 ¢ | 


——-——- } | ac oe Here it is: a profit opportunity of a lifetime for 
syle Uta ead “look alive” jobbers and dealers. 


_per tank 


} —— _ t 
| | 1 can | 
BRAND F ‘. | ‘35¢ 402z per tank 35 ¢ 2.3¢ 


ox | eree | [sass] FREE| FREE 


4 
Here’s Your Plus: (ite Gl. it / 
It’s the “proof positive” FREE sample tube y 


of upper-cylinder lubricant D-X advertises, 
and supplies to jobbers and dealers to Contact your D-X representative now, or write to: 
build driveway traffic. Mr. N. B. Ingram, 

D-X Sunray Oil Company, 

Box 381, Tulsa 2, Okla. 





4 
: 
| 

















D-X SUNRAY OIL COMPANY —- Tulsa, Oklahoma 
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NEW SUBSCRIPTION ORDER 


Please enter my subscription to NATIONAL PETROLEUM NEWS 


for ONE YEAR at $5. 
[-] Check here if you prefer THREE YEARS at $10. 


[] Payment enclosed [_] Bill me later 


Position 


NEW SUBSCRIPTION ORDER 


Please enter my subscription to NATIONAL PETROLEUM NEWS 
for ONE YEAR at $5. 
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Name...... Rees Sana Fe ea ee Ree aa Position 
Address: SocinessC) | Mae TRC ae 

ROW, isco. ns chakisinncablpivdannedgeacbas ear’ 

Company 


Nature of Business 
Foreign Rates (1 Year) — Canada $6—Latin America $10 — All Others $15 2NP-5-s6 
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increase sales, 
improve efficiency, 
cut maintenance costs 
.. With 














LUSTERLITE Service Stations 


of Gleaming PORCELAIN ENAMEL! 


e 


Increase sales by improving appearance...inside and 
out. Your LUSTERLITE Service Station will at- 
tract customers—and help you keep them! 


Improve efficiency by better station layout and better 
use of space. All plumbing, heating and electrical 
facilities are enclosed within the walls. 


Cut maintenance costs with surfaces that never need 
painting, and can be kept bright and new with soap 
and water. 


Your stations are your only continuing contact with your 
customers. Make sure they have as much customer-appeal 
as your name, your trademarks, and your products— 
with LUSTERLITE Porcelain Enamel Service Stations. 








LUSTERLITE Sery 


FLEXIBLE DESIGN 
LUSTERLITR’s modu 
tted to your 
FAST CONSTRUCTION 
uce ay 
a 28e, erage Construction time 
SOUND ENGINEERING 
eel walls an 


ice Stations 


d roofs. 
“Warm in winter 


FI 
any textures — 


ou establish ‘fa,.4,,22Y Color. 
—a big Bales advantage" mPlance” 
MOVABLE 
* ha @ LUSTERLITE 
quickly, economically 


WU STERUIE 


PORCELAIN ENAMEL SERVICE STATIONS 
quality-designed and quabity-built by 


CHICAGO VITREOUS CORPORATION - CICERO 50, ILLINOIS 























Sell batteries that are protected 
against vibration damage! _ 











i 


The automotive battery takes a lot 


of vibration and jarring, causing 
the plates to damage the ordinary 
battery separator—resulting in 
shorts and battery failure. But 
this doesn’t happen when the 
separators are U.S. Peerless. These 
rugged separators stand up under 
vibration, give longer service than 
any other separator. They are 
known as battery savers. 

U. S. Peerless has other big ad- 
vantages: it cannot be harmed by 
battery acid, heat or plate pres- 


in service. High mechanical 
strength prevents cutting by 
warped plates or loose plate mate- 
rial. Peerless even outlasts the 
plates. It assures more economical 
operating costs. In cold weather, 
it gives 20% faster cranking speed, 
10% more power. Protect your 
battery business and the good will 
of your trade by making sure the 
batteries you stock and sell have 
Peerless Rubber Separators. 


Electrical Wire & Cable Dept. 


United States Rubber 
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EVERY SERVICE STATION 3 
SHOULD HAVEA 


SELECTIVE VENDER are 


| Selective Vender 
IS best for 


Service Station Use 


© World's Bi 
selective yen, 
h 


99est Line of 


choose ders from which 


lt It attracts 25 to 40 percent more traffic © Dependable 
under ever wits 


than a single flavor vendor. condition 


%) © Selective. 


(4 Five flavors are needed to satisfy 85 sales volume for big plus 


percent of motorists. © Trouble-Free,._¢; 
ow in Maintenance on” 


% 
83 It substantially boosts total dollar ° Console Design won't 
* Oo . a n’ 
volume and unit sales ~sTuct station windows 
© Biggest Sales 
f, ‘ ‘ rganizatij 
A It gets motorists out of their cars... assist You 


makes it easier to sell them TBA 


Ideal Mode! 300-8 
8 Flavor Vender 


al 
| 


Ideal Model 85-B Ideal Model 65-B Ideal Model 450-B 


6 Flavor Vender 5 Flavor Vender 4 Flavor 
Fully Automatic Vender 


Wire, phone, or write for complete information about 
IDEAL'S “Profit-Making” Vending Programs. 


— 


DISPENSER CO. ax 


\o 
bad 
> 

. 











Z 
Dept. 1505 Bloomington, Minois “77; * 
Factories in Bloomington, Illinois; Columbus, Ohio 
in Canada: ideal Venders Company of Canada, Ltd., Montreal, Quebec 


IDEAL the BIG NAME in cold bottle vending 


May, 1956 » NATIONAL PETROLEUM NEWS 








Du Pont FOA-2 








ashless stabilizer and dispersant 
for economy diesel fuels 


Du Pont FOA-2 can help you make 
more economy grade diesel fuel from 
your existing stocks. This is possible 
because you can use FOA-2 to stabi- 
lize your cracked distillates and over- 
come the incompatibility between 
blends of cracked and straight-run 
stocks. 


Good filterability 
Since Du Pont FOA-2 is an excellent 
dispersant, it can be used in high tem- 
perature operation with excellent re- 
sults in overcoming filter-plugging 
and injector-sticking problems. It’s 
economical to use because it is effective 


in extremely low concentrations. 


Sales Offices: 


LOS ANGELES 17—612 So. Flower St. 
NEW YORK 20—1270 Ave. of the Americas 
PHILADELPHIA 2—3 Penn Center Plaza . 


eoccee RAndolph 6-8630 
os0enees CApitol 5-1151 


Ashless 
Being nonmetallic and ashless, Du 
Pont FOA-2 does not contribute to the 
sparking tendency sometimes noted 
in connection with the exhaust systems 
of diesel locomotives. 
In heating oils 

The ashless feature of FOA-2 also of- 
fers advantages in heating oils. Since 
it leaves no deposits on burner elec- 
trodes it does not contribute to igni- 
tion failure. For the same reason, it 
does not interfere with the efficient 


operation of stack-controlling mecha- 
nisms. 

Free samples and more detailed in- 
formation on DuPont FOA-2 are 
readily available from any of our 
sales offices listed below. 


86. u. 5. pat.orf 
Better Things for Better Living 
- « « through Chemistry 


Petroleum Chemicals 


MAdison 5-1691 
COlumbus 5-2342 
LOcust 8-3531 


E.1. DU PONT DE NEMOURS & COMPANY (INC.) © Petroleum Chemicals Division ® Wilmington 98, Delaware 


CHICAGO 3—8 So. Michigan Ave. ..........- 


PITTSBURGH 19—Room 510, Alcoa Bidg. ..........000. ATlantic 1-2933 
HOUSTON 2—705 Bank of Commerce Bldg. .... 


SAN FRANCISCO 4—Room 626, 111 Sutter St. ......... EXbrook 2-6230 
SEATTLE 3—Room 215, 4003 Aurora Ave. ....... 
TULSA 1—P. O. Box 730 


. MElrose 6977 
. LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—Wilmington 98, Del.—OlLympia 4-5121, Ext. 2962 
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Carry 500 to 600 Gallons more with 


- ' DALE 
[° UNEP UU Transports 














NOW in elliptical 
or New cylindrical 


design 








Boost Payloads 500 to 600 gallons 


LWS (light weight steel) is the new look — the 
more profitable look in Butler steel transports 
today. It means payload increases of 500 to 600 
gallons per LWS transport over units three to 
five years old. In some states where there have 
been recent weight limit revisions or where 
older jobber equipment is being replaced, LWS 
has made payload increases as large as 50%. In 
dollars and cents, LWS means extra revenue 


HAULERS REPORT.... 





“... drivers say it tracks well and handles easily. We get 
600 extra gallons bonus payload over 3-year-old units 
and have cut maintenance to about two hours a month.” 
John C. Spencer, Jr., President, Spencer Bros. Co., Chi- 
cago. 


every trip that adds up to thousands of dollars 
more income per transport in a year’s time. 

But increased payload is only part of the 
LWS profit story. In case after case, haulers 
report lower maintenance with their Butler 
LWS Transports. And they say their Butler 
units track better, are easier to pull and handle. 
All this means savings in time on the road and 
in the shop. 


MAR cores 


acme 
GASOLINE 


“"... 500 gallons of bonus payload compared with other 
units that operate in the same states.’ Fred R. Suddarth, 


President, Kaw Transport Company, Sugar Creek, Mo. 


ORONO INL TRONS OAT i! 


“ 


. we recently purchased 40 Butler LWS Transports 
with capacities of 6,000 gallons and replaced older units 
varying from 4800 to 5800 gallons. These new LWS units 


earn us extra income and cost less to operate.” H. C. 
Groendyke, Owner, Groendyke Transport, Inc., Enid, 
Oklahoma. 





lighter, 





£™ 


=S 


Cylindrical transport is nar- 
rower for better visibility, 
elliptical design has lower 
over-all height. Butler makes 
both types. 


pe Most Cfficiens 
transport: ©ver buils! 


Now, you can get Butler LWS Transports in the 
shape that best fits your operations. Butler’s new 
cylindrical design has been added to Butler’s already 
famous line of elliptical LWS units to broaden your 
selection of bonus payload Butler Transports. 

This new cylindrical design requires the least 
amount of metal per gallon of tank capacity, boost- 
ing payload from 1 to 2% over elliptical LWS units. 
Structurally, it is the strongest shape that can be 
used for a transport vessel, assuring years and mil- 
lions of miles of service. Visibility is improved by 
the narrower tank width and liquid side surge is 
lessened. 

Some haulers may find the advantages of Butler 
Elliptical LWS units are better suited to their opera- 
tions. Generally, elliptical transports are slightly 
lower in height than cylindrical units of approxi- 
mately the same capacity. Regardless of which 
shape you choose — cylindrical or elliptical —- you can 
now get it in money-making Butler LWS. 





This is Butler 


eeothe extra that 
gives you bonus 
payloads with 


Lighter weight steel is only part of the full story of 
the payload advantage of Butler LWS Transports. 
There’s another chapter — and a mighty important 
one. It starts in the Butler engineering department 
where your transport requirements are carefully 
analyzed and incorporated into production drawings. 
It’s right here that Butler applies all of its years of 
transport design experience to strip away every ounce 
of dead weight. Butler’s shop, with its up-to-date 
welding techniques and years of metal fabrication 
“know-how” continues the “payload engineering” 
story, building your transport for maximum strength 
per pound of steel used. The result is a transport that 
is hundreds of pounds lighter and millions of miles 


strong. 


At right are specific examples of how Butler “pay- 
load engineering” in LWS pays off for you. 


761 pagwwe” 


BUTLER MANUFACTURING 
COMPANY 


7454 East 13th Street; Kansas City 26, Missouri 

954 Sixth Avenue, Mi polis 14, Mi ta 

913 Avenue W, Ensley, Birmingham 8, Alabam 

Dept. 30, 103 Park Avenue, New York 17, N.Y. 
Dept. 50, 624 South Michigan Avenue, Chicago 5, Illinois 





Factories at Kansas City, Mo. @ Minneapolis, Minn. @ Galesburg, Ill. 
Richmond, Calif. © Birmingham, Ala. @ Houston, Tex. 
Burlington, Ontario, Canada 


Form 1432-4-56 Printed in U.S.A. 





Frameless body of cylindrical unit cuts weight per gal- 
lon of capacity to the bone. Mountings for tandem, land- 
ing legs and fifth wheel are strong, yet not massive and 
heavy. 


Lightweight Reyco or Hutchens tandem reduce 
overall weight of unit. Other tandems, including wide- 
spread types, are also available as optional extras. 


Welded steel piping and simplified manifold reduce 
weight to about one-half of conventional piping systems. 
All pipes are lightweight steel tubing. 


Deep-dished bulkheads give maximum rigidity and 
best control of liquid surge per pound of steel. 





on 


RES—BATTERIES—ACCESSORIES 


Tubeless Repair: a 13-Company Survey 


What's the right technique for repairing a tubeless 


tire puncture? 10 major companies say ... 


Take the tire off. Two companies say outside repairs 


will do temporarily on small punctures. One endorses 


all tubeless repair methods. 


Here’s what TBA managers think about repairs and 


the way dealers should handle a puncture in them: 


“WE BELIEVE a puncture of a tube- 
less tire—or any tire, for that matter 
—should be thoroughly examined and 
a correct repair made by removing the 
tire from the wheel.” That’s a typical 
statement from one TBA manager. 

“We continue to advocate dismount- 
ing the tire and repairing from the in- 
side only,” says another. 

“At the present time we do not 
subscribe to the ‘outside-in’ or gun 
technique,” says a third. 

Many companies recommend repairs 
only by application of a hot or cold 
patch. And patches can only be put 
on from the inside of the tire. One 
company, Gulf Oil Corp., has its own 
exclusive repair kit. It’s a one-piece 
coinbination plug and patch that only 
goes on one way: from the inside. 
Says L. W. Frizzell, Gulf’s TBA mana- 
ger, “Unfortunately some of the meth- 
ods produced for tubeless tire repairing 
have not been fully effective. As a 
result, there has been a loss of con- 
fidence on the part of some dealers, as 
well as the tubeless tire consumer, 
when such repairs fail to form a per- 
manent seal.” To meet that situation, 
Frizzell explains, Gulf developed its 
own methods and materials. 

Skelly Oil Co., first to put tubeless 
tires into a TBA line, issues a repair 
manual for its dealers. After locating 
the leak, dealers are unmistakably in- 
structed on their next step: “Remove 
Tire from Wheel.” 


Hot or Cold? 


Six oil companies surveyed recom- 
mend the hot patch. Two recommend 
cold. Five recommended both types. 
But there’s general agreement on one 
thing: whatever patch you use, it won’t 
stick unless it’s laid on a clean surface. 
Some are emphatic in pointing out 
that the biggest single cause of tube- 
less repair failures is sloppy work. 


“The chief problem in repairing 
tubeless tires, whether with hot or 
cold patch,” observes a TBA official, 
“is in the preparation of the repair 
area. Tire manufacturers are using a 
wide variety of air-bag lubricants and 
liner rubbers. The patch failures we 
have observed have resulted from poor 
cleaning and/or buffing of the liner. 
Our revised instructions will therefore 
highlight the need for cleaning and 
buffing to secure a good surface to 
which the patch will adhere.” 

“Biggest problem we are confronted 
with in tubeless tire repair,” comments 
John Peck, Standard Oil Co. (Ohio), 
“is the ‘short-cutting’ that the average 
station man employs. Once instructed, 
the station man is prone to find easier 
and quicker ways to do things. There 
is a tendency not to properly buff and 
clean the repair area. When the repair 
fails on the road it causes inconven- 
ience and lack of confidence in the 
tubeless tire itself, as well as in the 
repair method.” 

Standard Oil Co. of California’s in- 
struction manual states: “Some diffi- 
culty was experienced with patches not 
sticking; however, this was found to 
be caused by insufficient cleaning of 
the liner. Many tubeless tires contain a 
heavy coating of bag lubricant and 
carbon black. Bag lubricant may con- 
tain silicones, graphite, mica, soap, 
etc., which if not thoroughly cleaned 
not only make buffing difficult but 
prevent adhesion of patch to liner.” 

In voting for hot or cold patches (or 
both), most TBA managers merely ex- 
press a preference, and let it go at that. 
There are a few exceptions, however— 
all among the hot-patch advocates. 

Says John K. Howe, Skelly Oil Co.: 
“Actually, the repairing of a puncture 
or other injury that is repairable on a 
tubeless tire is just as easy, if not 
easier, than on a tube type tire. The 
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basic fundamentals that the rubber in- 
dustry have proven out through the 
years still apply. A good grade of tube 
gum should be inserted clear through 
the hole in the tire; the hole in the in- 
side of the tire should be covered with 
the proper amount of tube gum, and 
then correctly cured by heat vulcaniza- 
tion.” 

Leo Spanuello, TBA manager, Pure 
Oil Co., comments: “The plug-and- 
gun technique is good, but dealers do 
not use it. Too much work and they 
can’t charge any more for it. They use 
either the cold patch, which works 
satisfactorily, or the much preferred 
and accepted practice of putting a hot 
patch in a tubeless repair job. Our 
experience is all in favor of the hot 
patch, whether it is electric or flame.” 

Even more emphatic is Harry I. 
Holbrook, Union Oil Co. of Califor- 
nia: “As a company, we have recom- 
mended the hot patch with the C- 
clamp as the only positive method of 
puncture repair. We believe that ex- 
perience has borne out the soundness 
of this policy.” 

Along the same line, another TBA 
man declares: “We recommend that 
punctures in tubeless tires be vulcan- 
ized either by the electric hot plate or 
the burn-on hot patch.” 

Or this comment, from another 
TBA manager: “Repair by the hot 
patch method from the inside is no 
doubt the most satisfactory type of 
puncture repair.” 

Those who recommend both kinds 
of patches are content to say that 
either method is satisfactory. “In our 
service training we submitted both 
cold patch and Dill hot patch meth- 
ods,” says Paul Hawk, Standard Oil 
Co. (Indiana). “I think our dealers 
are pretty well divided between these 
two systems, and they seem to be 
getting along pretty well with them. 
The more service a dealer renders on 
tubeless tires, the more he becomes 
convinced there is no real problem, 
and it is simpler than repairing a tire 
and tube.” 

The two companies that recommend 
the cold patch method only are Gulf 
and Standard of California. They offer 
no comments on the relative virtues 
of the hot patch and cold patch meth- 
ods. 


Has Poor Service Hurt? 


It has to some extent, but not so 
much as dealer reluctance to push 
(Continued on p. 124) 
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MERCHANDISING DISPLAYS THAT SELL — 
Cartons for Globe dry-charged batteries have 
plenty of eye appeal .. . lend themselves to 
striking displays. Even the most casual store 
or station traffic is ‘‘stopped"’ . . get a 
friendly but insistefit reminder that it’s time 


ONE COMPACT, “‘ALL-ITEM’ CARTON — 
When a Globe dry-charged battery is delivered, 
one carton contains *‘the whole ball of wax"’ 
— battery, electrolyte containers and safety 
sleeve for handling electrolyte bottles. There's 


STRONG, BUT LIGHTWEIGHT ACID BOTTLES— 
Much lighter in weight than glass bottles. 
Globe plastic containers have greater shock 
or impact resistance. There's little if any 
chance for them to break. And they cost less 


no need to cross-check inventory . . . look up 


to have his battery checked. various items in different storage areas. 


to ship... are easier to handle and pour than 
most other types of disposable containers. 


13 of Globe-Union’s strategically-located 
battery plants assure fast, efficient, low- 
cost delivery of dry-charged batteries. 
Atlonte, Ga. 
Dallas, Texas 
Emporia, Kansas 
Houston, Texas 


Memphis, Tenn. 
Milwaukee, Wis. 
Mineral Ridge, Ohio 
Philadeiphia, Pa. 
Lovisville, Ky. Reidsville, N. Corolina 
Medford, Mass. San Jose, Calif. 

‘ Hastings-on Hudson, N. Y. 


Los Angeles 
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better merchandising job with 
B U : LT dry-charged batteries! 


Today's newest, finest dry-charged batteries are a 
better buy for both you and your customers... 


Now from Globe-Union — makers of the world’s 
finest and most dependable batteries — here’s a 
“dry-charged” that’s as easy to activate as it 
is to sell! 

Naturally — this new line of batteries helps 
you carry a complete inventory...a battery 


UWE | 


to meet the needs of any petroleum-powered 
automotive or farm equipment. 

But more than that—NEw GLOBE-UNION DRY- 
CHARGED BATTERIES OFFER YOU EASE OF HANDLING 
AND STOCKING THAT’S UNMATCHED BY ANY OTHER 
BATTERY PACKAGE! 


... sparks sales 
...makes activation safe 
... easy... quick 


PRE-MEASURED, READY-TO-POUR ELECTROLYTE 
Electrolyte for Globe dry-charged batteries is 
closely controlled for exact specific gravity. 


SAFE AND EASY TO HANDLE — Though cau- 
tion is urged, Globe's practice of including 


NO NEED TO STORE OR RE-FILL BOTTLES — 
Globe plastic containers for electrolyte are 


Also, metered filling of bottles insures the cor- 
rect amount for each battery. Merely cut off 
spout at line indicated and bottle is ready to use. 


reminder, activation 
printed on each sleeve. 


Wherever you are, there’s a Globe battery 
plant nearby. You’re assured of prompt help 
with any battery problems... quick, inexpen- 
sive delivery on battery shipments. Plants 
circled are those equipped for dry-charged 


an acid bottle handling sleeve in each carton 
lessens chance for spillage and damage. As a 
instructions are also 


disposable. 


used for other purposes 


Globe dry-charged batteries are now avail- 
able! The way they’re built, the way they're 
packaged is further demonstration of Globe- 
Union’s dynamic and creative engineering. 
For complete details, contact your Globe sales 


Merely rinse out and destroy. 
There's no re-filling, no empties to store, no 
chance for old acid bottles to be mistakenly 


battery production. representative or write direct. 


Giose-UNION INe. 


MILWAUKEE 1, WISCONSIN 
if it’s petroleum-powered, there’s a GLOBE-BUILT BATTERY right from the start 


May, 1956 * NATIONAL PETROLEUM NEWS 123 





==) tires—batteries—accessories 


tubeless tires. Some feel this dealer 
opposition can be overcome, or is rap- 
idly disappearing. Others think it will 
take time. 

“It seems to me our biggest problem 
is in securing acceptance of the tube- 
less tire by dealers generally,” says 
Paul Hawk, of Standard of Indiana. 
“Most of them haven’t stopped to think 
of the fact that they could reduce in- 
ventories just as soon as we get the 
change-over from tube-type accom- 
plished. And a lot of them still seem 
to be disturbed by hearsay reports of 
troubles with tubeless tires.” 

Hawk observes that his tire adjust- 
ments have gone down with the advent 
of the tubeless tire. He believes that 
motorists have much less emergency 
trouble than formerly, because a car 
with tubeless tires can be driven into 
a service station before a repair is 
required. He notes that in his com- 
pany’s first-line tires, tubeless are out- 
selling tube-type tires, 58% to 42%. 

Bad Beginnings—On the other hand, 
Leo Spanuello feels it isn’t so much 
repair service as improper mounting 
that has held back dealer acceptance. 
“We find too many tubeless tires be- 
ing mounted without the bead seats 
being properly seated,” says the Pure 
Oil TBA manager. 

“Dealers should have a tire 
changer,” he continues, “to properly 
mount and demount tubeless tires. If 
they use the old method of tire irons 
they are bound to put nicks in the 
bead, which will eventually leak. We 
all know that not all dealers have tire 
changers.” 

He also feels it was unwise to put 
tubeless tires on older cars and wheels. 
“When the assembly leaked, whether 
due to improper mounting, or the 
wheel being out of true, or leaking at 
the weld, dealers got leary of tubeless 
tires. 

“Dealers have learned the hard 
way that they had better not put 
tubeless tires on old cars. The market 
is only 1955 and 1956 automobiles. 
It is going to take a little doing to 
build back this dealer confidence.” 

Some dealers exhibit a certain 
apathy toward tubeless tires, thinks 
Frizzell of Gulf. “They are indifferent 
about whether they sell a tubeless or 
conventional tire, and some of them 
put tubes in tubeless tires when failure 
occurs,” . . . thus undermining the 
value of tubeless tires in the con- 
sumer’s mind. 

“We feel one of the big problems in 
the tubeless tire field deals with the 
creation of a more favorable sentiment 
on the part of the retailer and the 
consumer,” says Frizzell. He feels that 
“there are some distinct driver safety 
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features that are not fully realized,” 
and notes that his own tubeless tires 
have performed very well, with no 
more service problems than with con- 
ventional tires. 

“Such a situation,” he remarks, “is 
a highly favorable one and probably 
will lend as much influence as any 
other factor for enthusiastic sales re- 
sponse. We have found satisfactory 
performance of the product to be a 
most important element in the creation 
of sales.” 

Happy Endings? —Here’s another 
slant from Frizzell: “Perhaps the big- 


gest problem in the tubeless tire pro- 
gram is the need for education of the 
potential user on the advantages of the 
tubeless tire, and the facts concerning 
its repair and service on a satisfactory 
basis. We believe that dealer accept- 
ance is continually growing.” 

Union of California’s Harry Hol- 
brook, adds: “While it is a little sur- 
prising that tubeless tires have not 
caught on more quickly, we are sure 
that the percentage during 1956 will 
mount very rapidly. As we see it, 
nothing but good can come from the 
change-over.” & 


Selling the Wheel-Balance Job 


An expert calls it a primary factor in solving 
the problems of financially unhealthy dealers 


HOW PROFITABLE is wheel balanc- 
ing? West Coast TBA men heard one 
answer at their San Francisco meeting: 
When a dealer finds a better source of 
profit than wheel balancing, said 
speaker Vernon P. Dapper, “believe 
me, he has a gun in his hand, he is in 
a bank, it is after hours, and he’s on 
his own time.” 

Dapper’s enthu- “== 
siasm is under- — 
standable; he 
works for Bada 
Manufacturing 
Co., a Pasadena, 
Calif, wheel- | 
weight maker. 
But he got instant 
attention when he 
told the TBA 
meeting how 
Sears Roebuck 
and Co, jacked up its wheel-balancing 
profits to a point where they are high 
enough to pay a third of Sears station 
personnel. 

Dapper told how Sears’ wheel-bal- 
ancing volume five years ago equalled 
only 1.5% of tires sold—and today 
stands at 110% (Sears is evidently 
balancing a good share of tires sold 
by oil companies, Dapper remarked). 

Sears, Dapper noted, puts wheel 
balancing under a vice president’s di- 
rect supervision. “Maybe some of the 
oil companies should have a vice presi- 
dent in charge of wheel balancing,” he 
said. 

“I do not say this lightly,” he went 
on, “because such a man could do 
much toward licking one of the big- 
gest problems that faces any oil com- 
pany — keeping dealers financially 
healthy. The dealer who is doing all 


By F. C. Sturtevant 


right financially is always happy to 
see your salesman. In his view your 
products are fine, your policy is right, 
and in short everything is swell.” 

It’s the dealer who is not making 
enough money who is the trouble spot, 
said Dapper. “Your salesman scarcely 
steps on the station lot before the grip- 
ing commences. Your gasoline knocks, 
the oil’s no good, the policy is lousy, 
and he doesn’t like the color of the 
salesman’s necktie. In short, the deal- 
ers got a bum deal, and its all the oil 
company’s fault.” 

Big Profit Step-Up—Wheel balanc- 
ing won’t lick the whole problem, 
Dapper conceded, but he maintains 
it can yield the dealer from $100 to 
$200 net profit a month. Besides, he 
points out, dealers often mount new 
tires on wheels that need balancing. 
Why let a customer go to a competitor 
for the balancing job and risk losing 
business? 

Balancing also cuts down tire ad- 
justments, said Dapper. “The single 
greatest cause of tire adjustment is pre- 
mature tire wear caused by wheels out 
of balance,” he said. “Now, a tire ad- 
justment is a complaint. A complaint is 
trouble. It makes for unpleasant rela- 
tions. And, even though fairly handled, 
few parties to a complaint are thor- 
oughly happy.” 

In fact, Dapper says, it’s not fair 
to sell new tires without balancing 
them. You are taking the motorist’s 
money without giving him full value. 
“If it’s true that a wheel balance job 
will increase tire mileage up to 30%, 
we have not fulfilled our obligation to 
that motorist until we have sold him 
a wheel balance job.” 

Little Things Count— From the 
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standpoint of the distributor or sup- ig will t k } 
plier, the sale of a few hundred dollars : 4 e e 


worth of wheel weights a month is 


relatively unimportant, Dapper admits. e e J 5 
“However, you understand if he took 
this attitude on every single item, he 


would not have any profits or any 
business.” And the distributor or sup- 
plier does stand to gain, because the OUT OF 
financially healthy dealer is a good 
dealer to do business with. “He repre- 
sents a better outlet for all TBA items.” A M f Q : CA N 
Dapper summed up the size of the 
market in a hurry. The most obvious 
market is balancing wheels for which f 
new tires and recaps have been sold. CARS oF q 
But this is the smallest segment of the 
market, Dapper asserts. “Our com- 
pany made a survey of parking lots. 
By actually looking at thousands of | 
wheels, inside and outside, we de- 
termined that 4 out of 5 wheels are | 
without wheel weights. This means | 
that 4 out of every 5 wheels that roll 
into your dealers’ service stations rep- 
resent a market for wheel balancing.” 
How does the dealer’s profit work 
out? He can make a $1 a wheel, and 
he can balance four wheels in from 15 
minutes to a half hour. “That’s $4 
net profit,” observes Dapper, just for 
one Car. 





Build for 


Shortly after this picture was taken, tons of lithium ore 

were processed into lithium hydroxide and sent to the 

grease industry for the production of more lithium base 

multipurpose grease. And this scene will be repeated over 

and over and over again. Foote Mineral’s vast reserves of 

Build with | lithium ore will meet the ever increasing demands of the 
PORCELAIN ENAMEL @ grease industry for many, many years to come. 


PANELS and SIGNS If you have not already discovered the profitable advan- 
by | tages of stocking and using a single lithium multipurpose 
grease, contact your supplier for details. This ONE 

It's good business to dress up your grease lubricates at temperatures ranging 
station with National Porcelain En- from minus 60° to over 300°F.—even in 


amel Panels and Signs. They can’t ra 
fade, will retain their good looks for rN the presence of water. 


years, require a minimum of upkeep.  Fereice 


Porcelain Metal Products Division | CED 


Executive Offices: Manufacturing 
2 Gatewoy ITF 0. | FOOTE MINERAL COMPANY 
Center, . (wationan mevat aie. | 444 Eighteen W. Chelten Blidg., Phila. 44, Pa, 
Pittsburgh, Pa. PRODUCTS COMPANY 

| RESEARCH LABORATORIES: Berwyn, Po. 


® 
PLANTS: Exton, Pa.; Kings Mountain, N.C.; Sunbright, Va. 








Member: Porcelain Enomel Institute 
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Pick YOUR Number 





-Win New Friends For 
Your Business! 


Here is a simple way to make new 
friends for your business—and at 
the same time perform a real service 
for your industry. 

You may ask “does my industry 
need help?” The answer is yes. For 
today it is urgent that the public ap- 
preciate more thoroughly the job oil 
men do. People must continue to feel 
the oil industry can best serve them 
by remaining privately managed, 
fully competitive, and free from ex- 
cessive governmental control. 

You can help in this vital public 
information program by joining 
your local Oil Industry Information 


Committee— made up of oil men 


from your community. Right now, 
33,299 oil men like yourself are ac- 


tive. Aided by the OIIC District 
Office, your group can provide films, 
speakers and demonstrations for 
civic, social and church needs—in 
addition to classroom materials for 
high schools. 

Joining in this effort will mean 
real help for your industry. But you 
will also profit. You'll enjoy the 
great personal pleasure of working 
with other members of your com- 
munity. It will mean winning many 
new friends for yourself—and for 
your business as well. 

‘So pick your number on the map 
above—and get in touch with the 
OIIC District Office in your area to- 
day! Why not do it now while you 
have the address handy. 


AMERICAN PETROLEUM INSTITUTE 
50 West 50th Street, New York 20, New York 








Oil Industry Information Committee 
District Offices 


Rhode Island, Conn., Mass., Vt., 
New Hampshire, Maine 
419 Boylston Street 
Rn M = 


+, 7 


New York, New Jersey 

1270 Sixth Avenue, Room 1913 
New York 20, New York 

Del., Pa., Md., Va., W. Va., 

Dist. of Columbia 

1322 Broad-Locust Building 
Philadelphia 2, Pennsylvania 

N. Carolina, §. Carolina, Georgia, Florida 
26 Cain Street, N.W. 

Atlanta 3, Georgia 

Kentucky, Ohio, Tennessee 

506 Schmidt Building 

Cincinnati 2, Ohio 

Illinois, Wisconsin, Michigan, Indiana 
8 South Michigan Avenue 
Chicago, Illinois 

Missouri, lowa, Nebraska 

1459 Dierks Building 

Kansas City 6, Missouri 

Minnesota, N. Dakota, S$. Dakota 
1110 Rand Tower 

Minneapolis 2, Minnesota 

Texas, New Mexico 

318 North St. Paul Street 

Dallas, Texas 

Arkansas, Louisiana 

Whitney National Bank Building 
New Orleans, Louisiana 

Alabama, Mississippi 

670 Milner Building 

Jackson, Mississippi 

Kansas, Oklahoma 

308 Oil Capital Building 

Tulsa 3, Oklahoma 

Colo., Montana, Wyoming, Idaho, Utah 
526 Farmers Union Building 
Denver, Colorado 

Wash., Oregon, Calif., Nevada, Arizona 
510 W. 6th Street 

Los Angeles 14, California 














NATIONAL PETROLEUM NEWS * May, 1956 





tires—batteries—accessories —£j 


Contest Makes Fresno Tire Sales Roll 


BUDGET-PLAN tire contest for 
dealers triggered a boom in tire 
sales last year for William P. Davies, 
General Petroleum Corp. branch man- 
ager in Fresno, Calif. He wound up 
the year with these results: 
e Tire volume increased 66% over 
the previous year’s total. 
e Tire sales amounted to 157% of 
the sales objective. 
e Tire sales on the budget plan 
came to 18% of the total. 
e Tire sales remained at higher 
levels long after the contest ended. 
Davies’ contest was not the usual 
kind. For every budget sale made dur- 
ing May, June and July, a ticket with 
the dealer’s name went into a sealed 
container; at the close of the contest, 
one ticket was drawn from the box. 
The dealer whose name was on it— 
Harold Jouroyan—won the prize: a 
clock radio put up by Davies. 


Looks Odd to Dealers 


Like others who have tried it, 
Davies found that time-payment sales 
looked like a strange new method to 
many of his 24 dealers. Even so, 10 
of them took an active part in his 
contest—a high percentage as oil 
experience goes. That and the fine sales 
record after the contest have prompted 
Davies to plan a similar program for 
this year, when he hopes to pull in 
more dealers. 

What caused dealer doubts? “Many 
were afraid of selling the plan and 
then not getting credit approval,” says 
Davies. “The service station dealer is 
in a different position from a chain 
store or tire shop. With them it’s a 
one-shot sale, but the service station 
man feels he may lose a gasoline and 
service customer if he has to reject 
his credit. 

“Wherever possible we educated 
dealers to foresee a customer’s needs. 
He can do this while doing a lube job 
or some other car service, when he 
has a chance to note the condition of 
the tires. When he finds a customer 
who may need tires in the foreseeable 
future, he can get budget approval 
before talking to him about his tire 
needs.” 


Branch Office OKs Credit 

To speed up tire deals, Davies ar- 
ranged to clear all credit applications 
through his office by telephone. (Us- 
ually oil companies handle credit at 
a few division offices. The outposts 


too far away to make applications by 
phone are out of luck.) 

Two years ago, Davies got permis- 
sion from General Petroleum to ap- 
prove credit up to $100. Last year, 
with a good record behind him, he had 
the limit raised to $200. He says this 
gives him enough leeway, since a set 
of tires averages from $85 to $180. 

Davies’ office now passes on credit 
applications with local references in 
about 30 minutes. His biggest prob- 
lem is getting dealers to give enough 
credit information on a _ customer. 
Without it, it’s hard to get a quick 
report from the local retail credit 
bureau on someone whose file is not 
current. 

No down payment is required under 
the GP plan. Carrying charge for time 
payment up to three months is $1; for 
three to six months, $1.50. The Fresno 
branch held its credit losses to 1% 
last year, turning down 16% of its 
budget applications. General Petro- 
leum shouldered the 1% loss. 


Contests Have Two Aims 


When a sales manager starts a con- 
test he usually hopes for two benefits. 
He hopes it will pull enough extra 
business to boost volume and profits 
well beyond the costs involved, and he 
looks for permanent benefits as well. 
He’s likely to feel the contest wasn’t 


worthwhile if the steam it generated 
evaporates after its close. 

On this score, Davies is well satis- 
fied, since his tire sales not only went 
up but stayed up for the rest of the 
year. The 18% of total sales repre- 
sented by his dealers’ budget sales is 
above most oil marketers’ levels, espec- 
ially since they were all to non-credit 
card holders. 

Even more important to the Fresno 
manager, the 10 dealers who really 
worked for the contest learned more 
than how to sell tires on credit. They 
had to find a prospect before they 
could practice the budget approach, so 
they kept an eye out to see who needed 
tires. They looked everywhere, know- 
ing that the time plan and no down 
payment made a ready answer to the 
price question. As a result, they found 
plenty of tire prospects—not only bud- 
get buyers, but cash and 30-day credit 
card customers. 

For these results, Davies had to 
spend only enough for the clock-radio 
prize and some brushes and poster 
paint. These were used to paint signs 
on station windows—Tire Sale, Budget 
Terms, No Down Payment, Six 
Months to Pay, and the like. It was a 
small investment, but his drive for 
budget sales brought in all kinds of 
tire business and taught his dealers 
long-lasting tire selling habits. J 


On the Way: Four-Eyed Cars 


Double headlight units 
for automobile fenders 
are a 1957 possibility 


OIL MARKETERS and service sta- 
tion operators may soon be servicing 
passenger cars with four headlights in- 
stead of two. The automotive and 
headlamp manufacturing industries are 
co-operating on development of a four- 
lamp system, using two dual lamp units 
—one unit in each front fender. 

The four-lamp system is designed to 
provide greater seeing distances at 
night, according to the Automobile 
Manufacturers Assn. The new system 
will be similar to those on some of the 
“dream cars” shown at various auto 
shows around the country. 

Actual introduction depends on (1) 
how fast lamp manufacturers can get 
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the new units into production; (2) how 
quickly auto makers can change the 
fender shells on their new models, and 
(3) how soon the laws in some states 
can be revised to permit use of four- 
lamp system. Right now it looks as if 
some 1957 models will sport four 
headlights. 

Most likely to come out with the 
dual headlights are the Eldorado 
Brougham, Continental and maybe 
some lines of the Lincoln and Packard. 
And there may be a few others. 

While the new headlamps will be 
basically the same as today’s sealed- 
beam lights, there will be some differ- 
ences. In each dual set, one lamp will 
be upper beam only, the other lower 
beam only. Because each lamp will 
have only one filament and will oper- 
ate on a constant beam, lamp manu- 
facturers expect the new units to be 
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more effective. In today’s sealed-beam 
light (source of both upper and lower 
beam), compromises had to be made in 
the lens construction. Some of these 
compromises can be eliminated in the 
new lamps, providing better light. 
Because the dual lamp system must 
be built into the car, marketers and 
station operators will have a fairly 


What's New in 


comfortable transition period before 
demands for replacement will hit them. 
However, once the system is adopted 
across the board, it will add another 
set of lamps to be carried in inventory. 

Introduction of the new lamps will 
call for some new training and installa- 
tion procedures for service station 
men. For example, care will have to 





Willard Autex line 


. Of low-priced batteries is being 
promoted as part of an off-season 
campaign to check batteries in the 
spring. Along with a special low cam- 
paign price, Willard points out that 
“many old winter-weary batteries will 
fail in the spring, if not replaced.” 
It’s a mistake, says Willard, to assume 
that a battery can be relied on through 
the spring and summer simply because 
it has lasted out the winter. Actually 
batteries wear out faster in warm 
weather. Object of the Spring Battery- 
Testing Roundup is to spot old batteries 
at, or near, the point of failure. 


Armstrong Rubber 


... has added two new tires to its line, 
one for trucks and one for trailers. 
The truck tire has’ a new, straight-rib 
tread and a tread contour designed to 
make steering easier. The Armstrong 
Mobile Trailer tire has an ozone-re- 
sistant compound that allows trailers 
to stand idle without fear of sidewall 
checking. 


Free flower seeds 


. .. With every lubrication is the special 
offer from American Oil Co. dealers 
this spring. The complete program 
includes a post-card announcement 
of the offer, window streamers and 
banners, plus a package of seeds con- 
taining five individual seed packets 
with a retail value of $1.10. Seeds 
are supplied by W. A. Burpee Co., 
and cost to the dealer is 10.5¢ per 
package. Objective, of course, is to 
sell more motor oil and TBA along 
with the lube jobs. 
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b 
‘Super Mileage’ lug tire 

. is the name of Firestone’s newest 
truck tire, designed especially for dump 
trucks, cement mixers, logging, min- 
ing and quarry trucks. Heavy shoulder 
lugs are claimed to give the traction 
needed for these rougher types of off- 
the-road service. The new tire is being 
made in both tube and tubeless version, 


and is available with an all-nylon cord 
body. 


Giant Super-Air Cushion 


. is a new, extra-large lightweight 
seat cushion for heavy-duty driving. 
The extra size makes it suitable for use 
in trucks, tractors and buses. Made 
by Seatmaster Co., 2635 S. Wabash 
Ave., Chicago 6, III. 


Selling shocks 
. with the aid of demonstrator is 
the purpose of new device developed 


be taken to replace an upper beam 
light with a new upper, so that a low- 
er-beam light is not misplaced there. 

In addition, there will be some 
changes in headlight aiming proce- 
dures. This might call for new aiming 
equipment in stations, something the 
auto and lamp people haven’t com- 
mented on so far. x 


by Monroe Auto Equipment Co., 
Monroe, Mich. A pair of levers per- 
mits the car Owner to compare the 
control exerted by worn shocks with 
new ones. Monroe is offering the unit 
to dealers with its new D-20 assort- 
ment of 20 of the most popular shock 
absorbers, (covering 85% of the mar- 
ket) plus merchandising material and 
a counter display carton. 


Hot engines 


... can’t be ignored, when fitted with 
a new device that starts the horn blow- 
ing when heat reaches the danger 
point. “Signal Bolt” is made in the 
form of a head bolt, can be substi- 
tuted for any of the engine head bolts. 
The bolt contains a bi-metal insert 
that is wired into the horn circuit. 
Manufacturer is Signal-Bolt, Inc., 23 
W. Henry St., Indianapolis, Ind. 


New Fisk Safti-Flight 


. is claimed to have an eight-ply 
rating because of a new kind of strong 
nylon cord. As in previous tires in the 
Safti-Flight premium price line, this 
one has a cross-slitted tread as a non- 
skid feature. 


Pink Sidewalls 


... if you want them, also blue, green, 
red, yellow and white, in detachable 
form, are being sold by Firestone. 
They are described as “slip-on side- 
walls” that fit between the tire bead 
and wheel rim, and are said to stay 
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Back in 1906... when the first Brunner-engineered 
; product was built . . . engineering still depended on 
[ | brawn and muscle for an assist in starting the family car. 
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Brunner manufactures a coms 
plete line of horizontal, vertical 
and Du-Al type Air Compres- 
sors... from “% HP. through 
50 H.P.... to fit any space, for 
every need, ee 








secure at any speed. Can be used 
with new or retread tires, either tube- 
less or conventional. 


Firestone ‘Supreme’ line 


.. . has a new tread design that Fire- 
stone says “virtually eliminates tire 
squeal in turns and sudden stops.” 
Like the previous Supreme line, it is 
a premium-price, puncture-sealing ny- 
lon white-wall tire using an inner 
diaphragm for blow-out protection. 





Easy-to-stack 


West Coast battery plant 


. . of the Battery Products Corp., 
Oakland, Cailf., has been acquired 
by the Nic-L-Silver Battery Co., a 
subsidiary of Sun Battery Co., Santa 
Ana, Calif. It will be remodeled and 
retooled for an opening production of 
150 batteries a day. 


Under the hood 


. . . iS not necessarily the best road to 
TBA and oil change sales. Use a vac- 





| 
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FLAT-TOP 


opening 
UTILITY CANS 


Easy to stack! Easy to ship! Easy to 
store! And the new G.P.&F. Flat-Top 
Utility Cans are money-savers, too... 
eliminating the need for reshipping cartons 
.-.and requiring less space for shipping 
and storage. G. P. & F. Flat-Tops are avail- 
able in both 5-gallon and 40-pound gear 
lubricant sizes... with two openings (for 
pouring and filling). Goose-neck reversible 
spouts available in long and short styles, 


CHOICE OF TWO HANDLES 


G. P. & F. Flat-Top Utility Cans are 
available in a choice of standard, 





center-grip handle...or extra- 
long, center-grip handle for fitting 
over faucets, as shown at right. 


lide he 


FOR EVERY PURPOSE AND PRODUCT 


Included in our complete line is a container 
designed to do a perfect job for your product. 
Lithographed in your design, if desired. Write 
for full information. You may order in straight 
carloads, mixed carloads or smaller quantities. 


GEUDER, PAESCHKE & FREY CO. 


MILWAUKEE 1, WISCONSIN 


425 NORTH 15TH STREET . 
Telephone Division 4-3000 





uum cleaner to get into the car, read 
the door jamb sticker and the mileage 
indicator, says the Pullman Vacuum 
Cleaner Corp., 25 Buick St., Boston 
15, Mass., in its new booklet: “How tu 
sell more oil, oil filters, lubrications, 
TBA items.” 


in an 
*E wane rime col 


Quick whitewall cleaning 


. is the claim for Prest-O-White, 
a new product that comes in a 16- 
oz. bottle with sprayer attached. It’s 
a fast acting compound that can be 
sprayed on and rinsed off immedi- 
ately. Retail price is $1.00. Maker is 
Chemade Products Co., 777 Bayside, 
Detroit 17, Mich. 


Ice cube business 


. is good at Joseph Malec’s Esso 
station in Philadelphia. He has fur- 
nished a testimonial to the manufac- 
turer of the Scotsman Super Cuber 
showing sales for the first year of 
$460, with volume picking up every 
month. Although summer is the peak, 
the dealer reports good ice cube sales 
in every month of the year. 


Tung-Sol guide 

. . . for auto lamps and flashers is 
available in two styles: wall chart and 
catalog page. Only passenger cars are 
covered. Truck specifications will be 
issued as a supplement when available 
from truck manufacturers. The wall 
chart gives the service station dealer, 
in one piece of literature, all the in- 
formation he needs for complete auto- 
motive lighting service. 


Plugs for outboards 


. . » power mowers and other home 
power equipment can be sold from 
Champion’s ‘“50-Pack” assortment. 
Only six types of spark plugs are in- 
cluded, but they’re designed to fit 384 
engine applications. Champion has 
prepared a new handout booklet for 
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dealer use, entitled “How to Take 
Proper Care of Your Small Gasoline 
Engine.” 


New flashlight 

. . . added to Tide Water’s Eastern 
Div. TBA line is the Ray-O-Vac 
Sportsman with a switch in the form 
of a metal ring encircling the entire 
barrel. There’s no fumbling for the 
switch in the dark. A thumb push 
from any position turns on the light. 


Antifreeze sales 

. are tied in directly with spring 
cooling system service by Du Pont. 
Dealers who place advance orders for 
Zerone and Zerex get a red-and-white 
window banner with a big red lantern 
and a message to car owners remind- 
ing them to avoid trouble by draining 
old antifreeze and motor oil now. 


Combination wall chart 

. .and sales promotion piece has been 
designed by Purolator. One side gives 
oil filter refill specifications for late- 
model passenger cars, light trucks and 
some of the more popular foreign cars. 
The reverse side is a cross reference 
between Purolator refills and 13 other 
makes, showing brand name, model 
and dimensions. A large panel at the 
top shows a serviceman holding up a 
Purolator refill, as he says: “Let us 
change your oil filter when we change 
your oil.” 





f 


~ 
Your radiator needs 


spring cleaning ¢ 











Spring clean-out 

. .. for radiators is the target of Dow 
Chemical Co.’s fourth annual cooling 
system campaign. Billboards and radio 
spots are being used to reach con- 
sumers, while Dow antifreeze custom- 
ers have received point-of-sale win- 
dow banners and streamers. 


Personnel... 


Robert O. Hayes has been added 
to the staff of AC Spark Plug Div. of 
General Motors as a sales trainer. He 
was formerly associated with the Sun 
Oil Co. as a territorial sales representa- 








\ 


tires—batteries—accessories ——$ej 


tive in Flint, Mich. In his new post 
he will conduct training courses for 
300 AC salesmen throughout the 
nation. 


e 

Charles A. Eaves has joined the pe- 
troleum sales department of the Good- 
year Tire & Rubber Co. Since 1951 he 
has been with the Mansfield Tire & 
Rubber Co., Mansfield, Ohio, as spe- 
cial accounts sales manager. Before 
that, Eaves served with Sun Oil Co. 
and Firestone Tire & Rubber Co. 


H. F. Murphy, formerly merchandis- 
ing supervisor in Supertest Petroleum 
Ltd.’s Ottawa division, has been moved 
to the London, Ont., headquarters as 
assistant manager of merchandising 
and TBA. He will be in charge of 
the eastern territory, consisting of the 
Toronto, Ottawa and Quebec divisions. 

K. E. Coles is also a new assistant 
manager of merchandising and TBA 
for Supertest. Coles is in charge of the 
western territory, consisting of the 
Hamilton, London and Windsor divi- 


ashoy Starliner “100” 


BEAUTY 
PERFORMANCE 
and ata Zow price! 


/ 
Gashey First Again... 


brings you the beautiful new 
Starliner “100” with the great- 
est advances ever in its field. 
Now, at really low cost, you 
can equip « i 
accounts with a pump having 
important advantages found 
only in high priced pumps. 
High-lighting the many Model 
“100” features is the ROLLER 
REGISTER to provide accurate 
individual readings up to 100 
gallons . . . big bronze lifetime 
meter .. . speedy 14 g.p.m. 
million-proof pumping unit. . . 
AND many other exclusive fea- 
tures making the Starliner the 
outstanding value in consumer- 
commercial pumps. 





r-commerca 


Write for complete infor- 
mation, or better still, let 
us ship you a value-packed 
Starliner today. 


FOR FARMS-FLEETS-INDUSTRY, ETC. 


UNDERWRITERS APPROVED 
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Double-Action Piston Type 
Transfer Pump 


Readily pumped from difficult 
positions — better than 20 gallons 
per minute with ordinary effort. 


Here’s why the Bennett Big ‘‘G’’ can solve 
all your pumping problems: 


@ High vacuum — capable of 
lifting liquids 20 feet — or 
more, when necessary. 


@ No diaphragms to rupture 
and replace. 


© Easier operation and greater 
serviceability. 


@ Automotive piston and ring 
design principle. 

@ Over 20 GPM (Based on 
100 strokes per minute). 


© Perfect operation on any 
length stroke. 


© Self-Priming—no foot 
valve required. 


®@ Working parts resist 
corrosion. 


@ Saves time, energy, 
and money. 





Constant Flow 


Pumps on both strokes—no waste 
motion. Quick, clean, safe transfer 
from drums and skid tanks. 





JOHN Woop COMPANY Bennett Pump Division 


Muskegon, Michigan 


in Canada: Toronto * Montreal * Winnipeg * Vancouver 
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sions. He was formerly merchandising 
supervisor for the London division. 


e 
David A. Fleming, Jr., has been 
named district sales manager for U.S. 
Rubber Co., at Phoenix, Ariz. He has 
been with U. S. since 1950, and comes 
to Phoenix from his former post as 
assistant sales manager at Los Angeles. 
ae 
Sumner Weiss 
will be sales man- 
ager of a new 
chemical division 
of Choldun Man- 
ufacturing Corp., 
New Haven, 
Conn. He _ was 
previously sales 
manager of the 
Cannon Chemical 
Co., Cambridge, 
Mass. He will be 
assisted by Donal Stockdale, field serv- 
ice representative. 


Sumner Weiss 


C. J. McNally E. C. Campbell 


Carl J. McNally and Edward C. 
Campbell are new assistant tire sales 
managers for Dunlop Tire & Rubber 
Corp., Buffalo. McNally was previ- 
ously Buffalo division manager and 
regional sales manager. Campbell has 
been in New York City as division 
and regional sales manager. Both are 
expected to travel extensively through- 
out Dunlop’s expanding field organiza- 
tion. 

4 


Leo W. Dono- 
van, a former Un- 
ion Oil Co. of 
California man, is 
now in the battery 
business as north- 
ern New England 
zone manager for 
Willard Storage 
Battery Co. He 
will headquarter 
in Dorchester, 

L. W. Donovan Mass. In addition 
to his Union Oil connection, Donovan 
was also on the sales staff of the 
American Oil Products Co., Somer- 
ville, Mass., before joining Willard. 8 
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ALL-GLASS front, powerful inside lighting are among new developments, as. . . 


Gulf Unveils 


| gid FEATURES Of Gulf Oil Corp.’s 
newest station prototype are 
“materials that spell out modern de- 
sign.” This year Gulf will have fifty 
of the new outlets—tagged by the 
company as “tomorrow’s station to- 
day”—testing public reaction to in- 
novations like these: 

e All-glass fronts to give a wide- 
open feeling and a better window for 
product display. 

e Strong inside lighting, to shine 
through the glass and eliminate the 
need for floods and spots outside the 
building. 

e Aluminum sstore-front bars to 
provide a fresh, clean look and a 
change of pace from all-porcelain 
fronts. 

Gulf will finance at least two of 
the new stations in each of its seven 
marketing divisions. The rest of the 
outlets will be built on dealer or third- 
party funds. The company is con- 
structing only on a limited basis at 
present, in order to discover possible 
bugs in the design. But developments 
so far have been favorable. New sta- 
tions already built in Toledo, Pitts- 
burgh and Houston are doing gallon- 
ages that double the company’s orig- 
inal estimates. 

Some of the stations will go up on 
new sites, but most will be aimed at 
replacing stations in the same area that 


fe] STATIONS 


Its ‘Station of Tomorrow 


are over 20 years old. Gulf expects this 
program to give established outlets a 
greater share of the local market and 
to help dealers financially. The com- 
pany intends to make the station plans 
available to jobbers, too. 

Vital Statistics—Gulf will build two 
versions of the new design: the R-55, 
for residential areas, and the H-S55, 
for highway locations. Both have 
the same over-all dimensions (48x 
28.8 ft), storage space (15.8x6 ft) and 
two-bay service room (27x28.2 ft). 
But the R-type has a larger salesroom 
than the H-type (11.8x18.6 ft instead 
of 9.8x18.6 ft). And the H station, 
because of its location, has larger 
restrooms. 

The new building now costs $4,000- 
$5,000 more than its $18,000 pred- 
ecessor, the present B-5O station. But, 
says a gulf official, “tas we have more 
experience with this new design, we 
hope to cut the cost.” 

Design Twists—More fluorescent 
fixtures in the sales and service areas 
give the station higher-intensity light 
(more than twice the number of 
lumens as the B-50 has). Overhead 
floods in the service bay are aimed 
at the product display rack on the 
back wall (other accessories are dis- 
played in a glass cabinet). Lights 
for outdoor illumination are recessed 
in the roof’s front and side overhangs. 
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Restrooms are easier to keep clean. 
All fixtures are wall-mounted and 
all-tile walls replace the half-tile, half- 
plaster treatment. For the ladies, wash 
basins are designed like dressing tables 
and have Micarta tops. And if a 
motorist finds the restroom short on 
supplies, there’s even a pushbutton he 
can press to flash the attendant. 

On the equipment side, dealers will 
have a choice of overhead lube reels 
or the conventional type. A work- 
bench-top steel cabinet and a peg- 
board rack are provided for storing 
tools. 

Station exteriors will have por- 
celain panels on the restroom side of 
the building. They will be pale blue, 
not white. There will be variation in 
the glass used on the front; glass can 
conduct considerable heat into a sta- 
tion, and each division will choose 
between standard glass and “Ther- 
mopane”. The Gulf sign, which was 
formerly attached to the roof, will 
appear in free-standing letters across 
the front of the salesroom. 

Fluorescent light fixtures will be 
used at islands. Pumps 58-in. high, 
with stainless steel tops and hose- 
retracting devices, will be the rule. 
Underground, Gulf will install as 
much storage as local ordinances 
allow, and remote pumping systems 
will be used where necessary. * 
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C) AUTOMOTIVE 


Chrysler's Test Run Spurs Turbine Talk 


New York Los Angeles Tryout brings 
forecast of production in eight years 


a agp COMPLETION of Chrysler Corp.’s, 3,020- 
mile test run of its turbine-powered 1956 Plymouth 
from New York to Los Angeles last month left company 
management in a jubilant mood. 

James C. Zeder, vice president in charge of engineer- 
ing said, “This engine had fewer mechanical faults and 
failures than many experimental piston-type engines mak- 
ing a similar cross-country shakedown run.” George J. 
Huebner, Jr., executive engineer in charge of Chrysler 
research, predicted that automotive gas turbines would 
be in full-scale production in eight years. 

The turbine-powered Plymouth averaged 40-45 miles 
per hour on the New York-Los Angeles run and got 
about 13-14 miles per gallon of regular grade unleaded 
gasoline. 

Chrysler engineers termed the gasoline mileage 
“phenomenal for this type of an engine.” Regenerator 
efficiency was rated at about 86-87%. 

Huebner said Chrysler decided to make the test only 
10 days before the run began. “We felt it was time to 
take off the diapers and put on the running pants and 
let it go.” 

He said the present turbine engine and transmission 
were 215-lb lighter than a piston engine and transmis- 
sion. He added that Chrysler has every hope that per- 
fected production techniques will make the turbine en- 
gine less expensive to manufacture than the present piston 
engine. 

Huebner listed these major developments since Chrysler 
first introduced its turbine two years ago: 

(1) Development of a new set of reduction gears; (2) 
Considerable work done on plain bearings instead of the 
more expensive types of anti-friction bearings; (3) Sub- 
stantial reduction in engine friction; (4) Steady improve- 
ment in the combustion system; (5) Development of en- 
gine controls (Originally, only speed could be controlled. 
Now there is automatic control of temperature, idling and 
top speed, making it possible for a driver to operate the 
turbine car just as he would a present-day car); (6) Con- 
siderable progress in development of cheaper alloys for 
turbine components. 

Huebner added, “We realized that some day we were 
going to have to get the infant out 
of the laboratory and have it do the 
things that any good automotive power 
plant is expected to do. We actually 
had to find out what kind of changes 
we had to make in our thinking to 
design a prototype automotive power 
plant. 

“This trip gave us the answers we 
were seeking, so that now we can de- 
sign a turbine which is not a labora- 
tory development instrument, but an 
actual automotive power plant.” 

To find out more about the answers 
Chrysler was seeking, NPN Automo- 
tive Editor Holger Ridder quizzed 
Huebner in an exclusive interview after 


(Continued on p. 136) points to hotter 
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TURBINE engine in stock model Ford 


competition ahead 


But development of new, cheaper alloys 
is an obstacle that’s holding things up 


ROAD-TEST made news last month, but behind the 

scenes, engineers continued their efforts to clear a 
big hurdle in the way of a mass-produced automotive gas 
turbine—development of alloys less costly than those now 
used to make aircraft turbines. It’s a hurdle that is already 
shrinking. 

At the University of Michigan, Dr. R. A. Flinn 
described a new low-cost process for developing heat 
resistant metals in a vacuum furnace. He says the finished 
nickel base alloy has 38% greater tensile strength at 
engine temperatures than the cobalt ally now used in gas 
turbine engines for airplanes. And it’s cheaper, he adds. 
Donald N. Frey, associate director of Ford Motor Co.’s 
scientific laboratory, thinks continued work along this 
line should produce materials meeting the high-tempera- 
ture alloy requirements for the mass-produced automotive 
turbine of the future. Large scale commercial production 
of these new alloys has not yet been accomplished. 

Once in large scale production, says Frey, a 300 horse- 
power gas turbine would have alloy costs of about $97.30, 
using the new materials. Such a unit would weigh about 
202 Ibs. 

The biggest saving is the use of new alloys instead of 
the very costly austenitic high-temperature forging and 
casting alloys used in aircraft turbines. If these were to 
be used in the automotive gas turbine, it would add about 
$76 to the cost of each unit. 

Frey’s estimates are aimed at maximums, indicating 
that he entertains hopes of even lower costs. 

Ford Motor continues to play it cozy with any details 
of its own turbine research, despite the existence of a 
picture (below) showing a turbine in a Ford. Spokesmen 
had no comment on reports that Ford was about ready to 
conduct its own highway test of a turbine. 

But one spokesman told NPN, “I wish we could run 
a test of our own the same as Chrysler. I think their 
test has advanced turbine development substantially.” 

And Ford engineers did say, “In the aggregate these 
advantages (of a turbine over a piston engine) appear to 
be so great that it is imperative that the gas turbine engine 
be developed to the fullest possible extent, not only on 
a functional basis but on an economic manufacturing 
basis as well.” 

At Chevrolet Division of General 
Motors, E. N. Cole, chief engineer, 
says higher compression ratios, fuel 
injection systems and extensive use of 
light-metal engine parts will be de- 
veloped before the industry makes any 
basic switch to the turbine-powered 
cars now undergoing intensive experi- 
mentation. 

“Adoption of a fuel injection for 
tomorrow’s cars is a major question 
being pondered by the industry’s engi- 
neers,” Cole says. First, however, fuel 
injection must overcome obstacles of 
high cost, noise and clogging of fuel 
parts. Today’s research hopes to find 
the answers, & 
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the test runs. A transcript of that in- 
terview follows: 


Q.—Did you encounter any car- 
boning up in the regenerator, com- 
bustor or compressor? 

A.—No. We did a complete tear- 
down after the trip. Everything was 
very clean. 

Q.—What did you learn about air 
cleaner needs for the turbine? 

A.—We came through a small dust 
storm without any apparent ill effects. 


Any trouble would have developed in 
the regenerator. 

Q.—Did the test show the need for 
oil filters? 

A.—We used a conventional type 
oil filter and it worked quite well. 

Q.—How does the Sun Oil multi- 
grade fuel system fit into the turbine 
picture? 

A.—It should be a natural if the 
low grade is an unleaded gasoline. In- 
sofar as octane rating is concerned, the 
turbine needs no octane. 

Q.—What type of oil was used in 














These pumps were spe- 


cifically designed for installation on 

tank trucks. They provide economical 
installation and operation with their un- 
rivaled features of compact size, lightweight, 
and full-rated, smooth flow delivery at idling 


engine speeds. 


Maintenance time and expense is reduced to a minimum with “sliding 
vanes” which are “self-adjusting for wear,” and heavy-duty anti- 
friction bearings. The wearing parts can be replaced easily and 


economically. 


Choose pumps for your trucks from the complete Blackmer line. 


Sizes available: 114” thru 4”. 


liquid materials handling ® 


BLACKMER 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK ¢ ATLANTA ¢« CHICAGO e GRAND RAPIDS »« DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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the turbine? 

A.—We used a commercially avail- 
able low detergency oil. We have used 
both detergent and straight mineral 
oils. The detergent oil worked very 
well on the test run. The oil reservoir 
in the turbine car supplies oil to both 
the engine and the transmission. 

Q.—Does the gear box run in oil? 

A.—yYes. There is a pressure sup- 
ply of oil from the main reservoir. 

Q.—In the present turbine, if the 
battery runs down so it will not kick 
over the turbine, can the car be pushed 
for a start? 

A.—No. Not on the present car. But 
maybe that can be worked out. 

Q.—Does this test run advance the 
timetable on production of turbines 
ahead of what we discussed about a 
year ago? 

A.—Very definitely. Right now it 
looks as if assembly line production of 
an automotive gas turbine will come 
in about eight years. It is reasonable to 
assume we may have some sooner than 
that. But to tool up for full-scale pro- 
duction, I’d say about eight years. 

Q.—As a production item, about 
what per cent of present piston engine 
tooling would be eliminated in turbine 
production? 

A.—More than 100%. It would 
mean starting all over again. There are 
no similar components. 

Q.—What is the total cost of a tur- 
bine engine now? 

A.—Plenty. 

Q.—What kind of changes will you 
have to make in your thinking to de- 
sign a prototype automotive power 
plant? I mean as a result of your find- 
ings in this test run. 

A.—There will be some definite 
changes, but nothing fundamental. To 
tell what those changes will be would 
be like giving away a couple million 
dollars at this stage. * 


GM Gets in the Act 


While Chrysler officials were excited 
about their turbo-car, General Motors 
Corp. announced the development of 
a “free-piston” engine used in com- 
bination with a turbine unit. GM says 
the engine will operate on almost any 
fuel (including peanut, vegetable and 
whale oils). Ford Motor Co. is also 
known to have a free-piston power 
unit. 

Chief advantages of GM’s new en- 
gine are said to be fuel economy and 
the fact that it doesn’t require strategic 
metals. Smaller size and less weight 
are among the turbine’s major advan- 
tages. The turbine’s fuel economy will 
improve with further development, 
says a Detroit official. 
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Bright, clean stations like this 


get extra drive-in appeal with DULUX ! 


Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 
Enamel gives pumps and buildings the long-last- 
ing eye appeal that attracts customers. 


DULUX Enamel is chemically formulated to 
resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh ‘ai Y \ 
and bright . . . gleam anew after every wipe-down. is fs as r ae Ve. 


Why not let DULUX work for you? Make sure DULUX Tank White Beats the Heat 
your stations get the extra drive-in appeal, the 


: “hc Bulk-storage stations like this need the heat reflectance of new 
extra protection of a Du Pont DULUX Finish. DULUX Tank White Enamel to reduce evaporation losses, 


improve appeasance. New DULUX is a durable, white enamel 
: E. I. du Pont de Nemours & Co. (Inc.) that reflects sun’s rays with maximum efficiency . . . keeps tank 
Finishes Division, Wilmington 98, Delaware interiors cooler, cuts evaporation losses. Send for the free, inform- 
ative, illustrated booklet BEAT THE HEAT. It tells you how 
Du Pont DULUX Tank White Enamel can help save you money. 
Write: E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, 

Department NP-65, Wilmington 98, Delaware. 
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Petroleum Industry Finishes 








Du Pont has the right finish for every petroleum-industry need 
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BETTER THINGS FOR BETTER LIVING, . . THROUGH CHEMISTRY 





Fuel Oil Distributors Take 


WO-WAY RADIO is an expensive 

proposition, but for more and 
more oil heat men, it’s paying off in 
higher efficiency, better business, new 
prestige. 

In some areas, there’s a real rush for 
air space. Take Long Island, N.Y., 
where over 20 local distributors have 
gone on the air in the last two years. 
Oil-Heat Institute of Long Island now 
has a frequency co-ordinating com- 
mittee to keep airwave applicants out 
of each other’s hair. Or take Ohio, 
where Standard Oil Co. (Ohio) is 
getting set to expand its radio opera- 
tions in Cleveland (65 Sohio trucks 
there have sets), Toledo (25), and 
probably two more cities 

What’s the big attraction? To most 
radio users, it’s the fact that continu- 
ous, two-way contact between truck- 
drivers and dispatchers cuts operating 
costs and saves time. It helps distrib- 
utors control their men more closely, 
and offers improved service to ac- 
counts. 


Five Strong Points 


Some specific ways that two-way 
radio can put more into the average 
heating oil operation: 

e More stops per truck—A dis- 
patcher working through radio keeps 
close touch with his fleet, and can 
deploy and re-deploy it for maximum 
efficiency. Slomin’s Inc., a Seaford, 
L.I. distributor, got five more stops 
per truck per day that way. “In the 
first year,” says vice president Ray 
Slomin, “we saved $10,000—the cost 
of our radio equipment—because we 
were able to handle a rise in volume 
of a million gallons without adding 
to our eight trucks. We’ve gone up 
again this year, and still no new 
trucks.” 

Before radio, Slomin’s troubles 
used to begin after a driver had made 
his final afternoon phone call. “If we 
had nothing for him,” Slomin says, 
“we'd call him in. Then the will-calls 
and COD’s would want oil. But we 
had to wait until the driver got in to 
tell him about these deliveries. And 
he’d go out, usually at overtime, to 
make these drops. With radio, we can 
get in touch with the driver while he’s 
still in his area, get the deliveries 
made, and save time.” 

Another distributor uses radio to 
marshal his trucks at the end of the 
day and direct them to areas where 
they can get rid of their loads. A 
third was able to take a truck off late 
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afternoon standby duty and put it on 
regular delivery, thanks to radio. 

e More burner calls—The same 
principle works (and sometimes even 
better) on burner and_ installation 
work. T. R. Loizeaux Fuel Co. of 
Plainfield, N.J., used to get five or six 
calls a day out of its servicemen; 
with radio, it gets up to 10. Com- 
mander Oil Co., Oyster Bay, L.I., had 
the same kind of success with radio 
and spells it out this way: “Say you 
have 10 burner men and each does 
two more calls a day. That’s 20 more 
per day, equal to two more men on 
your force. With mechanics getting 
$100-$125 weekly, you can see what 
the saving is over the year.” 

Commander’s burner men_ take 
their trucks home with them—most 
work in areas where they live, and 
they can go directly to a job without 
losing time checking in at the office. 
Radio enables the dispatcher to make 
sure the men are off and running 
when the day starts. 

Calls themselves are upgraded, too. 
Burner mechanics don’t have to sit 
and stew over a tough problem or 
waste time hunting up a phone to ask 
the service manager’s advice. With 
radio they can get instructions fast— 
and, often, advice from another serv- 
iceman who is more familiar with the 
burner in question. 

e Less lost time—Two-way radio 
is slashing lost time 60%-70% for 


to the Air 


Loizeaux Fuel (“We hardly see our 
men in the office any more”). Says an 
official of another Long Island firm, 
“Radio keeps our men out of diners 
in the daytime and out of the taverns 
at night. There’s no more need to go 
looking for phones in those places.” 
A third jobber adds, “It does away 
with excuses from the men that they 
couldn’t get us because the lines were 
busy. And it cuts phone bills.” Sohio, 
in fact—with its much bigger opera- 
tion—figures its phone costs are down 
66%. 

e Backstop for drivers — Dis- 
patchers with radio can come to the 
aid of mixed-up drivers fast, whether 
the matter is serious or minor. “In 
cold weather,” says one jobber, “that 
really means something, because 
you're switching drivers around, tak- 
ing them out of their own areas. 
With radio you can take these drivers 
by the hand and lead them to the 
fill-pipe.” 

It helps on breakdowns, too. A 
driver in difficulties in a remote area 
can let the office know immediately. 
Help can come in the form of radioed 
advice, a mechanic can be sent to the 
scene, or a nearby company truck 
can be directed by the dispatcher to 
help. 

And radio backstops drivers on 
ticklish credit problems. Says a job- 
ber, “You have a COD delivery to 
make because the customer hasn’t 


The Two-Way Radio Story 





Low Frequency 


Air space 27-49 megacycles 


Licensing 


Limitations 
pop. or more 


Initial Costs 


FCC license required, applica- 
tion period about two months 


Not approved in cities of 50,000 


Base station with tower, $1,300; 
tower alone, $500; mobile sets, 


High Frequency 
460-470 megacycles 


FCC license required, applica- 
tion period about two weeks 


For cities where low band can- 
not be used 


Base station with tower, $2,000; 
tower alone, $500-$800; mobile 


$525 each; remote sets, $250 sets, $700 each; remote sets. 


each 


Maintenance 


$2.50 each 


each; 


Rentals 
(monthly) 


Range 


$17 each1 


Base station, $11; mobile sets, 
remote 


Base station, $281; mobile sets, 


Normal: 20-25 mi. (more with 
higher antenna). Reception af- 
fected by “skip” interference 


$250 each 


Base station, $15; mobile sets, 
sets, $8.25; remote sets, $2.50 each 


Base station, $292; mobile sets, 
$21.75 each! 


Normal: 9-10 mi. (more with 
higher antenna). Clean recep- 
tion, unaffected by “skip” inter- 
ference 


1. Includes maintenance. 2. Maintenance $15 extra. 


All prices are average, and vary with localities. 
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fuel oil —) 
CROUSE-HINDS 
paid. Your man gets there and the a 
account argues and says he mailed 
the check and it ought to be at the 
office by now. Your man just makes 


a radio call, in the privacy of his cab, 


and gets the thing cleared up on the | 8 
spot.” | 
© Good public relations—Radio 


impresses the customer. Distributors 


rs & 
ecrcss Service Station Need 


after the customer calls. “Once in a | 
while,” says one, “our men get there || 
while the account is still on the | 
phone. That really floors them.” Serv- | 
ice like this leads to valuable word-of- 
mouth advertising. 

Many distributors take advantage | 
of the progressive look that radio 
gives to their firms, and capitalize on 
it in mewspaper ads, direct-mail 
pieces, and envelope stuffers. 





It Costs a Lot, But... 

To oil men who have it, two-way 
radio seems to be worth the $6,500- 
$10,000 initial price. Users often 
spend thousands more the second year 
to equip all trucks. 

The case of Slomin’s, Inc., is fairly 


typical. Two years ago, the company 


spent $10,000 for a base station and j Explosion-proof ing, or the Class I, Division 2 area surrounding 
: : unction Condulets 7 “f+? . 
mobile sets for its five oil trucks, five it . . . or even if it’s only a washrack or lubri- 


service trucks, the service manager's torium . . . youll find the lighting fixtures, 
station wagon and the vice president’s < : ; ; voile | , 
private car. junctions, unions, switches, seals, etc. you neec 


“We felt that local oil delivery and among Crouse-Hinds Condulets. 
“s e *4 99 Explosion-proof = 
burner trucks could do without it, Seal Condulets 


Ray Slomin says. But last year sets Take our explosion-proof hand lamps and 
went into three more delivery trucks ’ 
and two more burner service trucks. : 
Now all road vehicles are radio- me items . . . but mighty important on many jobs 
equipped. ‘ee ... and they take a lot of banging around. Yet 
“And for next year, we plan to put 
in a remote set at our night telephone- | ; 
answering service, so that the opera- even in a vapor-filled pit or corner. 
tor there can get in touch with our 
night servicemen,” Slomin says. All Let our long experience help you select 
rool A see eek, ne and recommend the safest equipment . . . and 
Buy or Rent?—Some oil men own untangle knotty questions in the National Elec- 
their radio equipment. Others lease it, tric Code. Just mail the coupon. 
because they can get newer equip- . 
ment as it goes on the market. But i *Registered 
rental charges after five years usually cuntenion. ee ne ner an a eee - 
equal the outright purchase price, and proof CROUSE-HINDS CO. 
those who buy say their sets have a aan eee Lampe Dept. NPN4, Syracuse 1, N. Y. 
respectable trade-in value. si 
Either way, there usually is a Cy Send me your free Bulletin #2673 on Crouse- 
monthly maintenance contract. On me Hinds Condulets for all Service Station applications. 
leased equipment it’s part of the over- f. 
all charge. During the off-season, sets NON ha ee oe — 
can be dropped from the maintenance 5 | Ee Pee Fe 
schedule at a saving. One distributor > Ws 
with a ham radio operator on his staff Company. 
hopes to have him licensed to losion- proof Street________ 
maintain his equipment, thereby sav- percent 
J Floodlights 
ing even the regular maintenance 


charge. id — 


Whether it’s hazardous pump-island wir- 


portable floods, for example. They're small 


they're safe after months and years of service — 


4 
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What to Do With Bad Accounts 


Mid-Hudson Oil tries this get-tough policy: 


Make them good accounts or get rid of them 


NEW YORK STATE heating oil 

company has high hopes for its 
newest project: a watchdog plan in 
the credit department. On the basis of 
this season’s experience, Mid-Hudson 
Oil Co. of Poughkeepsie is looking to 
an eventual roster of 100% blue-rib- 
bon accounts. 

The watchdog plan is the outgrowth 
of a get-tough policy. That, in turn, 
was the outgrowth of dissatisfaction 
with a bad-account record that “could 
eat up the profits on a vast volume of 
business,” according to credit manager 
John Corcoran. 

Putting poor payers on COD serv- 
ice had been no solution. Such de- 
liveries were costing Mid-Hudson an 
extra $5-$6 per call in overhead. 

This season the company got tough. 
It sharpened its credit-rating system 
and crossed 142 delinquent COD ac- 
counts off the books. Those accounts 
made up about 3% of the company’s 
dollar volume. About 40 are left on 
COD service, out of an over-all total 
of 5,000, and credit manager Corcoran 
is determined to reform them or cut 
them off. 

Mid-Hudson now screens all ac- 
counts scrupulously, turns them down 
if a check-up produces any sign of a 
bad-credit history. So far, it has said 
no to 2.7% of new credit applicants. 

Mid-Hudson’s strict credit policies 
work because the credit department 
has control over all accounts. “Our 
credit record” says Corcoran, “gives 
an up-to-date picture of every account. 
If John Jones gets behind on payments, 
we can determine what chance we have 
of collecting. We know what job he 
has, can estimate his salary and how 
much he needs to live on and to pay 
his other bills. Most important, we 
know what kind of reputation he has 
for paying bills.” 

With this information, the credit 
manager can decide whether to sug- 
gest a budget plan to help Jones catch 
up, put him on a COD basis, or cross 
him off the books. 


Mid-Hudson’s Method 


All the credit information on a 
customer is on one card, which is filed 
with the account ledger card. A time 
limit and a dollar limit, determined 
by the credit manager, are marked on 
a card. This makes it easy for the 


140 


credit department to keep control. 
Each month when bills go out, ac- 
counts that are close to the limit, or 
over it, are turned over to the credit 
manager. 

He calls or writes these customers 
to ask diplomatically why payment has 
not been made. He will suggest a 
budget plan, weekly payments, or a 
lump-sum payment to bring the ac- 
count back within limits. 

Control of deliveries—All customers 
who are behind in payments go on the 
watch-credit list. This means that the 
credit department must okay deliveries. 
The degree-day card clerk checks de- 
liveries against the watch-credit list 
and sends order cards for delinquent 
accounts to the credit manager. If 
efforts to get the customer to pay up 
have met with some success, he will 
usually approve the delivery. If it looks 
as if the customer is making no effort 
to clear up his bill, Corcoran informs 
him that further service must be COD 
and that an additional $5 charge must 
be made for deliveries requested after 
3 pm or on Sundays and holidays. 

Mid-Hudson doesn’t like COD serv- 
ice any better than the customer does. 
But it keeps a COD-only list for de- 
liquents it still has some hope for. 


New Accounts 


Mid-Hudson believes that it can 
avoid most of the troublesome ac- 
counts by screening new business. 
Formerly new business came in by 
telephone, from the company sales- 
men, or from the drivers, and credit 
checking was perfunctory. 

Salesman’s Role—Now, one of the 
company’s four salesmen calls on 
every new customer. It’s his responsi- 
bility to get the information needed 
for credit investigation. At the same 
time, he explains the company’s budget 
plan and pushes a burner service con- 
tract. He also notes the kind of heat- 
ing equipment, the size of the tank 
and the location of the fill-pipe. He 
puts the company’s best foot forward 
while getting the information needed 
to service the account. 

The credit department investigates 
every new order. “It used to be”, Cor- 
coran says, “that when a new account 
became delinquent, all we knew was 
that he owed us money. We didn’t 
know what he did, how much he 


earned, how he spent his money or 
how much he owed to other creditors.” 
The credit information that the com- 
pany did have was incomplete and 
hard to dig out of the files. Now, Mid- 
Hudson verifies the standing of every 
new account with the local credit bu- 
reau, banks, stores and finance com- 
panies. If the prospect has just moved 
to town, the company asks for a 
credit bureau check in the city where 
he formerly lived. 

Guideposts—In accepting or reject- 
ing an acount, and in setting limits on 
it, Corcoran weighs paying habits— 
with the emphasis on payments for 
clothes and household appliances rath- 
er than on a mortgage and car pay- 
ments. He is more interested in how a 
prospect pays for marginal purchases 
than for necessities. He also considers 
his standard of living in relation to 
his income. If Jones is trying to set the 
standard in his neighborhood on a low 
income, the chances are he won't 
always have ready cash for the oil bill. 

Credit limits—No accounts are ac- 
cepted for the COD-only list—nor any 
that are likely to end up there. The 
usual limits are $75 dollars and 60 
days, which are marked on the card to 
be filed with the account. Corcoran 
says Mid-Hudson’s credit operation 
differs from most others in the two 
limits and in the constant check. “They 
give us two ways to approach an ac- 
count. We can tell the customer that 
his credit limit has been reached or 
that his account isn’t current.” 

Mid-Hudson finds the money limit 
important during the heating season, 
because it can be reached within the 
time limit and checked. The time limit 
is important at the end of the heating 
season, when some accounts become 
slow in paying. 

Corcoran believes that a good 
credit manager should keep his fingers 
on the local economic pulse: “If a 
local plant loses a good contract, you 
can expect layoffs. You know who 
works there—it’s in your file—and you 
watch those accounts.” 


The Price Tag 


Mid-Hudson’s_ credit department 
costs $17,000 a year in salaries for 
four full-time employes and one part- 
timer. They take care of accounts re- 
ceivable, special billing and invoices, 
too. The credit bureau gets about $750 
a year in fees and an attorney is paid 
$1,000 for collection work. 

Costs are up $3,000 dollars over last 
year. But Mid-Hudson feels it has bet- 
ter control over accounts receivable. 
Management knows that every account 
is either on the blue-ribbon roster or 
being groomed for it. i 
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Gas Looks Ahead 


And the picture isn't 


pleasant for oil heat 


OIL HEAT will have a tougher battle 
with gas in the next three years. 
American Gas Assn. says 3.8-million 
new home-heating units will be added. 

Over the nation, 62% of the units 
will go into new homes. But AGA 
adds that conversions will exceed new- 
home units in New England, where 
the growth will be 85%; part of the 
North Central area, 38%; Mid-At- 


lantic states, 28%. 

Here is AGA’s estimate of gas heat 
installations (add 000): 
Present °56-’57 


New England 


Conn. 
Mass. 
N. H. 
mE. 


34 
106 
14 


Mid-Atlantic 


N. J. 
N. Y. 
Pa. 


208 
656 
917 


South Atlantic 


Del. 
B.C. 
Fla. 
Ga. 
Md. 
on € 
Ss. C. 
Va. 


8 
63 
133 
317 
176 
34 
15 
120 


W. Va. 265 
North Central 


Ill. 
Ind. 
Iowa 
Kan. 
Mich. 
Minn. 
Mo. 
Neb. 
Ohio 
N. D. 
Ss. D. 
Wis. 


601 
195 
227 
414 
STI 
249 
402 
174 
1,366 
16 
35 
118 


South Central 


Ala. 
Ark. 
Ky. 
ES. 
Miss. 
Okla. 
Tenn. 
Tex. 


220 
211 
239 
510 
198 
484 
171 
1,713 


Mountain 


Ariz. 
Colo. 
Mont. 
Nev. 
N. M. 
Utah 
Wyo. 


191 
234 
83 
8 
124 
95 
45 


°57-’58 58-59 


Every Dro of 


11 11 


meee! §=6Canfield Premium 
HDM Motor Oil is 


Urn & 
Uow 


NNR 


AHhOLLOWN 


— 


IT’S YOUR BEST BUY IN SOLVENT 

REFINED ADDITIVE TYPE MOTOR OIL 

Write, Wire or Phone Now for the Complete 
Quality and Profit Story. 


West Coast 
Calif. 3,403 
Ore. 8 
Wash. 11 19 


NOTE: States not listed (Maine, Vermont, 
Idaho) and those with blank spaces in tables 
have less than 500 projected installations each. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tene 
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Functional... 


PIO ELC 
and Protitable 





Here are two big reasons why you’ll be out front with Thermoid: Redi-Curv 
Radiator Hose, made with Neoprene Tube and Cover . . . and Thermoid 
Neoprene Covered Fan Belts! Both are functional, expendable, easily installed 
and tailored for top TBA profits! Thermoid backs these products with 
specialized marketing and merchandising experience that helps you sell more! 


Let us show you in detail why it’s good business to do business with Thermoid. 


Thermoid makes many products for the Oil Industry... 
from Rotary Drilling Hose—to Gasoline Pump Hose. 


hermol 


Special Sales Division, Trenton, N. J. 
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The West 


Straighten Up and Fly Right 


STEP UP and meet a man who hopes 
to stabilize the volatile Los Angeles 
Basin gasoline market. John Touhey, 
executive secretary of Southern Cali- 
fornia Service Station Assn., has told 
Los Angeles newspapers that the pub- 
lic can expect a gasoline price rise, 
because station operators are finally 
convinced they can’t live on less than 
a 6¢ gal. margin. This is something 
like saying that Santa Anita Racetrack 
will close down because horseplayers 
have decided they can’t win. 

Touhey’s announcement came on 
about the first birthday of the SCSSA, 
an organization made up mostly of 
major-company dealers in the Los 
Angeles area. Although Touhey claims 
the largest membership of any dealer 
organization in the country, he does 
not reveal the number. President of the 
group is Eugene Pittaluga, a dealer 
active for many years in dealer or- 
ganization and a tireless campaigner 
in the organization drive over the past 
year. Touhey and a secretary to 
answer the phones at Pittaluga’s sta- 
tion make up the paid staff. 

Reaction . . —When Touhey pre- 
dicted the increase, even estimating a 
possible price as high as 38¢ gal. for 
premium, the reaction among the mar- 
keting fraternity in Los Angeles was 
varied only in degree. Comments 
ranged from “he’s uninformed” to 
“he’s flipped.” 

. - - But results—Shortly after Tou- 
hey’s announcement, however, SCSSA 
dealers all over the city began to take 
price signs in off the sidewalks and 
move prices up from price war levels 
—without the usual “after-you-my- 
dear-Alphonse” courtesies extended to 
the competitors down the street. 

To date, Touhey reports, not a 
single dealer who chose to move up 
has defaulted. He ascribes this unusual 
fortitude to the fact that the associa- 
tion’s campaign has been entirely based 
on convincing the individual dealer 
that it’s his responsibility to get a mar- 
gin that will earn him a living, and 
that if he tries to get together with the 
rest of the dealers in the neighborhood 
to raise price, (1) it won’t work, and 
(2) it’s illegal. 

. . « And Education—Touhey says 
the group’s entire aim has been to 
show the individual dealer how much 
it costs him to pump gasoline. “It’s 
been an educational campaign,” he 
says. “Since last July we have con- 
ducted a continuing cost survey of 50 


stations in the Los Angeles area rang- 
ing in volume from 10,000 to 50,000 
gal. per month. Our latest survey 
shows dealer costs 

of 5.7¢ gal. after 

rent. These costs 

have never fallen 

below 5.5¢ gal. 

for any month 

and have never 

varied as much as 

a half-cent during 

the entire survey, 

although the sur- 

vey station profits 

By Richard Elwell have made wide 
variations due to price depressions.” 
This is the story Touhey estimates 
he has told to some 10,000 dealers in 
the L.A. basin and neighboring mar- 
kets, in hundreds of meetings over 
the past eight months. Says Touhey, 
“I’ve been telling the dealers that the 
important thing in their operation is 
how much money they take home. I 
know I’m in competition with about 
900 major company merchandisers 
who are trying to tell them it’s volume 


The Midwest 





Ci REGIONS 


that’s important, but I think the dealers 
will listen to us.” 

Triumph—The SCSSA dealers’ ac- 
tion has definitely resulted in clean- 
ups in some badly depressed areas. 
Although Touhey insists that the self- 
serve dealers’ prices should not even 
be taken into consideration by major 
dealers in establishing price, some self- 
serve Operators took advantage of the 
opportunity to improve their own mar- 
gins, thus contributing to the over-all 
easing of tension. Most self-serve 
operators were facing an increase of 
about 1¢ gal. in the cost of their 
gasoline (laid in) at the time of the 
SCSSA dealers’ move. 

One unofficial poll estimates that 
600 major dealers were displaying 
price signs before Touhey’s announce- 
ments, and that two weeks later this 
number has been cut in half. 

No one knows how long it can last. 
One major marketer says, “If this lasts 
a month I'll click my heels together 
and fall over in a dead faint and order 
up a round of drinks for all hands.” 

Regardless of the outcome, Touhey 
has already shown that one man can 
make his mark on Los Angeles gaso- 
line marketing. Time will tell whether 
he is to be known as a Hercules or a 
Don Quixote. 


Gasoline: Blue Skies Ahead 


MOST private brand marketers in the 
Midwest had a good year in 1955, and 
think this year looks even more prom- 
ising. Some possible reasons: sound 
management, increased public accept- 
ance, and perhaps more conservative 
marketing practices. 

A good example is Clark Oil & Re- 

fining Co. of Milwaukee, which last 
year had a sales 
volume of nearly 
$60-million, with 
net earnings up 
167% over 1954. 
Clark’s stockhold- 
ers were paid 
$1.53 per com- 
mon share on 
stock that more 
than doubled in 
value. 

Having added By Frank Holman 
41 service stations to its chain. Clark 
now has 367 flying its “Super 100” 
banner in nine Midwest states. Pros- 
pects for continued growth are good, 
according to Emory Clark, company 
president. 

Clark, who is probably one of the 


May, 1956 * NATIONAL PETROLEUM NEWS 


industry’s most publicity-shy men, 
started out in 1933 with a single sta- 
tion. Today his firm operates two 
refineries, a 17,000-bbl. lake tanker 
and a 61,000-bbl. river tow. The com- 
pany plans to spend $1.75-million this 
year On improvements, and is likely to 
expand its sales volume more than the 
5% that Clark modestly says is the 
prediction of oil industry authorities. 

Gaseteria isn’t doing badly, either. 
This company started out in 1928 with 
one trackside station in Indianapolis. 
It now markets through almost 300 
retail outlets in eight states (including 
111 Johnson Oil & Refining stations 
purchased in January) and has 38 bulk 
plants and a 1,500-person payroll. 

In 1956, Gaseteria will spend 
around $750,000 on extensive im- 
provements, remodeling and lighting in 
its stations. Russell Williams, Jr., 
company treasurer, and Gene L. Wil- 
liams, vice president, say their major 
efforts this year will be directed toward 
integrating the former Johnson stations 
into Gaseteria’s “Bonded” operation. 

Martin Oil Service is another inde- 
pendent marketing outfit that is going 
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Keep payloads moving 
faster ... at less cost! » 


© speed liquid handling with the 


iN G E 


MOTOR OUMP 


Pumping costs go down—oil keeps on the move— 
payloads reach your customers with dependable 
regularity—when you put Ingersoll-Rand Motor- 
pumps to work. 


R$ O tL tL - R AWN OD 


They're rugged and extra powerful for their compact 
size and stay on the job far longer without mainte- 
nance attention! Installation is easier because no 
special foundation or alignment is needed—they 
mount and operate in almost any position with 
equal efficiency. 


Sizes from 4 to 75 hp . . . 5 to 2800 gpm capacities. 
Straight centrifugal motorpumps as well as self- 
priming types handle practically all oil moving 
needs, faster and more profitably. Get the latest 
Motorpump catalog describing the full line or see 
your nearest Ingersoll-Rand Oil Equipment Jobber. 


Ingersoll-Rand 


1] Broadway, New York 4, N.Y. 





strong. It splintered from the Martin 
Oil Co. of Carbondale, Ill., in 1948. 

Today, Martin Oil Service operates 
three terminals: one at Blue Island, 
Ill.—near Chicago—with a capacity of 
700,000 bbl.; one at Peoria of 125,000 
bbl., and a newly completed terminal 
near Dearborn, Mich. (on the Wolver- 
ine pipe line) with a 110,000-bbl. 
capacity. 

The company last year not only 
added to its storage facilities, but also 
bought two integrated barges with a 
combined capacity of 46,000 bbl., and 
added five service stations to its chain, 
which now totals 59. 

Harold Martin, president of Martin 
Oil Service, predicts more stability for 
private-brand operations in 1956, 
though he’s not known to dodge a 
fight when one confronts him. Joking- 
ly, he says this stability may come as 
private branders “grow old and are 
more conservative. But a lot of it,” 
he hastens to add, “comes about be- 
cause there is less squeezing of mar- 
gins. Margin-squeezing always meant 
that we had to go for gallonage to 
make our profit.” 

Martin doesn’t really think that suc- 
cess and expansion bring a need for 
conservative practices to protect an 
investment. “It’s not that we’re carry- 
ing a bigger load with more to pro- 
tect,” he says. “Improved marketing 
practices follow almost automatically 
our ability to have freedom of opera- 
tion, good sources of supply and 
quality products available. It all lends 
to a feeling of security.” 


Fuel Oil: Cloudy? 


FUEL OIL CO. of St. Louis, after 
being in business for 30 years, recently 
sold out to its principal fuel oil sup- 
plier. After paying a “substantial six- 
figure sum,” Sinclair Refining Co. has 
been busy taking over its purchase of 
the company’s office, four bulk plants, 
15,000 customers and the “Quickheet” 
brand name. 

William Schierholz, Sr., who headed 
the company for its entire life, says, 
“There’s never just one reason for 
selling out,” but the impact of inheri- 
tance taxes on his business seems up- 
permost in his thinking. 

“My primary reason for selling,” 
Schierholz comments, “is that when 
a man’s estate consists of his invest- 
ment in his business, and that business 
needs all of its working capital to 
operate, his executors might be faced 
with a problem in obtaining sufficient 
cash to pay the inheritance taxes. The 
situation would be especially critical 
if the money can’t be taken out of the 
business and the business has scarcely 
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enough working capital to continue 
operating.” 

William, Jr., the man who would 
have had to worry about the estate 
taxes, is moving meanwhile to estab- 
lish himself in the petroleum solvent 
and chemical business, the company 
having retained that part of its opera- 
tions after the sale to Sinclair. 

The security of employes who have 
been with the company for many years 
is almost equally important in a trans- 
action like his with Sinclair, according 
to William, Sr. He keeps getting back 
to the financial reasons for the sale, 
however, saying that it is more difficult 
as time goes on “to obtain cash for 
capital improvements when the busi- 
ness doesn’t make money fast enough 
to provide that cash.” 

Unless things change, Schierholz be- 
lieves, all small businesses will be faced 
with the same problems that resulted 
in the sale of “Quickheet” to those able 
to provide money for capital improve- 
ments. 


Litter to Bag to Barrel 


SOCONY MOBIL Oil Co. has joined 
a civic venture “To Keep Detroit 
Beautiful.” On April 1, the company 
began distributing disposable “litter 
bags,” free of charge, to all customers 
at about 450 Mobilgas stations in the 
metropolitan Detroit area. 

The paper bags are printed with the 
Mobilgas shield, instructions for use 
and disposal, and the slogan, “Help 
Keep Our City Clean.” Socony pro- 
vides litter barrels at each station for 
disposal of filled bags, and a new bag 
to replace each one used. 

The barrels are 55-gal. oil drums 
painted red with “Mobilgas Litter Bar- 
rel” lettered in white and blue. The 
city empties the barrels at regular 
trash pickups; the Socony program is 
conducted in cooperation with a May- 
or’s Committee and other civic and 
business groups. 

Individual Mobilgas dealers contri- 
bute to the cost of the bags, with 
Socony shouldering the major part. 
Socony newspaper advertising this 
month will carry a “litter bag” line. 


Stamps Gum Things Up 


SOME dealers in Toledo and Youngs- 
town, Ohio and Dearborn, Mich., 
dropped the use of trading stamp pre- 
miums last month. Their complaint 
was that stamps not only failed to 
increase volume but also ate deeply 
into profit margins. 

The average service station operator 
must 2.25% to 3% of his gross sales 
on stamps. When he first began giving 
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them to customers he could look for- 
ward to a probable increase in gal- 
lonage; now—at least in this area—so 
many dealers handle stamps that no 
one retailer can expect much of a 
rise in sales. 

In Ohio especially, where the deal- 
er’s 4.6¢ margin is below the national 
average, retailers have found the 
stamps such a burden that they would 
have to raise pump prices to cover 
their expenses. 

Ohio dealer associations have been 
conducting “educational” campaigns 
against the use of stamps, with a 
weather eye out against anything that 
could be interpreted as action in viola- 
tion of boycott laws. 

As most area associations represent 
a minority of station operators, even 
concerted action would not be overly 
effective against stamps. In Toledo, 
where dissatisfaction seems to be 
strongest, about 60% of independent 
dealers have indicated discontinuance 
of premiums. 

In areas where associations have not 
been active, individual dealers have 
tried dropping stamps as current sup- 
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plies were exhausted. A few have been 
successful, but others have had to take 
them on again because of competition. 

There is talk in both Ohio and 
Michigan to the effect that major oil 
companies make concessions to deal- 
ers who carry stamps or try in other 
ways to compel them to keep on with 
premiums. The Northwest Ohio Gaso- 
line Dealers Assn. is preparing state- 
ments for the Federal Trade Com- 
mission as rumors are pinned down to 
specific suppliers. 

Meanwhile, state governments are 
becoming interested in the stamp com- 
panies’ chief source of profit—unre- 
deemed stamps. It has been asserted 
that under escheat laws, the value of 
these stamps may be claimed by the 
state. Michigan has moved to intervene 
in a New Jersey suit, in an effort to col- 
lect on stamps sold in Michigan by 
New Jersey stamp companies. 

Wisconsin moved into the trading- 
stamp picture in another way recently. 
The state department of agriculture 
obtained court convictions for violat- 
ing the state trading-stamp act against 
two service stations in Eau Claire. 


Florida Utilities Turn From Oil 


OIL MEN are in danger of losing the 
profitable Florida electric utility mar- 
ket to other fuels. 

Most of Florida’s electric power 
generation depends on oil-fueled boil- 
ers. Oil contracts with the utilities 
cover quantities, but not prices, and 
utility executives are looking for 
cheaper fuel sources. 

Tampa Electric Co. made news here 
recently by being 
the first company 
to announce a 
switch from oil to 
coal—to take 
place when its § 
new Hookers 
Point plant goes 
into operation. 
W. C. MacInness, 
president of 
Tampa _ Electric, 
says Coal is quoted 
at 30% less than the equivalent oil 
value. 

Cyrus S. Eaton, whose West Ken- 
tucky Coal Co. will spend $6-million 
to supply the Tampa utility, has also 
been trying to interest the Florida 
Power Corp. of St. Petersburg in coal 
as a boiler fuel. But W. J. Clapp, head 
of the St. Petersburgh utility, seems 
inclined toward natural gas. Company 
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officials said their new Weedon’s Is- 
land plant will “probably use natural 
gas as a fuel source.” 

This is the more significant as the 
Florida peninsula has been the last 
major market in the United States 
without natural gas service. Two gas 
companies have expressed their inten- 
tion to go into the area. 

(As far as home heating is concern- 
ed, neither natural gas nor oil will find 
it easy to overcome the prevalence of 
the all-electric house concept, which 
the electric utilities have pushed hard. 
Residential consumption in Florida 
runs well above the national average 
of more than 2,700 kwh per year.) 

Electric utilities in Tampa, St. 
Petersburg and Miami are also look- 
ing into the development of a 200,000 
kw nuclear power plant, with 1962 
mentioned as a readiness date. 

Florida oil suppliers are aware that 
they have real competition now, but 
have not yet indicated how they plan 
to meet it. 


Roosevelt: Still Digging 


JACKSONVILLE, Fla, was the 
scene for another hearing conducted 
by Rep. James Roosevelt (D., Calif.) 
and his small business subcommittee. 
Sixteen witnesses, mostly gasoline re- 
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tailers, testified at the one-day session 
late in March. 

The witnesses’ chief complaint was 
—again—alleged coercion by major oil 
companies. One distributor said ma- 
jor pressure was so great his dealers 
had to hide stocks of his independent 
proofing oil. “Customers come in and 
ask for our product, so Joe buys a case 
and puts it in his car trunk to keep the 
business.” Hence the name “trunk 
stops.” 

A dealer told the committee he 


leased a major-company station in 
1947, and later bought it. “According to 
my lease,” he testified, “I was supposed 
to get another rack, but the [company] 
salesman told me I couldn’t get it un- 
less I sold [specific rubber company] 
products exclusively. I never got the 
rack.” 

Automobile parts distributors com- 
plained that majors handicapped their 
sales efforts by “prohibiting” dealers 
from buying parts except from speci- 
fied companies. Charles H. Davis, ex- 
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ecutive secretary of the Florida State 
Assn. of Automotive Parts Dealers, 
said his group may offer interlocking 
legislation in the Florida State Legisla- 
ture if Congress passes a law “with 
teeth in it.” 

Roosevelt stated, after the hearings, 
that he doubted any legislation to pro- 
tect small business would be passed at 
this election-year session of Congress. 


Air-to-Ground Movement 

SOUTHLAND Oil Corp., terminal 
operator at Savannah, Ga., has begun 
marketing to oil jobbers. Since opening 
in 1950, Southland has provided stor- 
age facilities for the Air Force. 

Additional storage space installed 
last year makes possible the new move 
into general marketing. Southland’s 
terminal on Savannah’s new _ state 
docks now has 21 tanks with a total 
capacity of 1,080,000 bbl. The com- 
pany offers gasoline, kerosine, diesel 
fuel and No. 1 and No. 2 distillate. 

Southland’s officers are Norman Mc- 
Gee, president; Herbert L. Pond, vice 
president; Basil Morris, secretary, and 
Arthur Jeffords, vice president and 
treasurer. 


Welcome to Augusta 

SERVICE stations led the hospitality 
parade during the Masters Golf Tour- 
nament in Augusta, Ga., in early April. 
Knowing that more than 7,000 golf 
enthusiasts descend on Augusta at 
tournament time each year, the whole- 
saler’s section of the local Oil Industry 
Information Committee underwrote 
the cost of signs, placards, badges and 
other symbols of “Masters Hospitality 
Week” for Augusta dealers. 


The Southwest 
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RISING gasoline prices in Texas are 
of great concern to a number of major 
brand oil jobbers in the state. 

It’s not that they 
don’t see the need 
for the increases; 


they wonder 
mostly whether 
the buying public 
understands __ it. 
They are espe- 
cially concerned 
over the number 
of people who 
may be persuaded 
to buy private- 
brand gasoline, which usually sells 
slightly under the major brands. 
Some jobbers feel that if the majors’ 
price can be kept under 30¢ (includ- 
ing taxes) for regular, there won’t be 
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too much consumer reaction. Once it 
hits 30¢, they expect the buyer to shop 
around more. 

Here’s how it might go that high: 

Majors have already upped tank 
wagon postings 0.5¢ throughout Texas. 
This was passed on to the public; some 
dealers went up a full 1¢ gal. 

If Congress passes the highway bill 
now under consideration, the federal 
gasoline tax will probably go up 1¢ 
gal. 

Besides those two factors, there is 
talk of a general crude price rise. If 
crude prices advance, the increase 
could ricochet right down to the serv- 
ice station pump. 

That’s why some jobbers are wor- 
ried. The way they see it, retail gasoline 
prices might be 2.5¢ to 3¢ more by the 
end of the year than they were in 
January. 

Independent and unbranded gas- 
oline costs will also go up. They run 
from 2¢ to 4¢ gal. below major brands, 
however. Following the tank wagon in- 
crease, major retail posting in large 
cities with nearby sources of supply 
ran from 27.5¢ to 28.1¢, including 
taxes. That means anticipated possible 
rises would take major brands over the 
30¢ “danger mark,” while private 
brands would stay below it. More 
people might be inclined to switch to 
the cheaper brands. 

Thirty cents for a gallon of regular, 
or 32¢ for premium, might not seem 
high compared to other states with 
greater taxes, but jobbers point out 
that it’s a lot more than Texas buyers 
are used to paying. If the cost increases 
materialize and private-brand jobbers 
don’t bring their prices up closer to 
the majors, there may be some rough 
price wars. 


Weather At a Glance 


One of the features of a new build- 
ing Continental Oil Co., along with 
the Second National Bank of Houston, 
has built in Houston is a_ giant 
“weather ball” on top of the building. 

The ball, which can be seen over 
most of Houston, forecasts the weather 
by turning different colors. One color 
may mean rain, another cold weather, 
and so on, for the next six hours. 

An operator will get weather re- 
ports from the Houston weather bu- 
reau at certain intervals, then flip the 
switches to make the color of the ball 
correspond with the forecast. 


Phillips Keeps With It 


Phillips Petroleum Co. recently 
moved into Dallas (NPN—April, p 
123) after setting up distributorships 
in Ft. Worth, San Antonio and Waco. 


It’s now represented in most of Texas. 

Jobbers in the field say Phillips’ mar- 
gin arrangement and its station build- 
ing program are swinging jobbers over 
to the company. Talk is that Phillips is 
generally willing to build a station and 
lease it to the jobber for every one the 
jobber builds himself. 


Magnolia Jobbers Blossom 


Magnolia Petroleum Co. reports that 
while it still depends largely on com- 
mission agents for its Texas marketing, 
it is using jobbers more in certain 
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parts of the state. 

“Tt all depends on the particular area 
If it is largely jobber, then that’s the 
route we try to take. If it’s commission 
agent, we go the agent route. The com- 
mission agent, we feel, still predomi- 
nates in Texas,” one Magnolia official 
says. 

Magnolia, incidentially, has kicked 
off its second annual drive to “help 
motorists decide what grade of gasoline 
they need.” 

Dealers and their attendants are pro- 
vided with facts and figures on auto- 
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mobile performance according to 
make, model and year. The data was 
compiled by Magnolia’s own research 
department, and the company held 
field meetings for dealers to explain 
the program and how to push it. 
Magnolia recommends that all 1956 
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models use its premium-grade gasoline, 
while 1950 models can get along on its 
regular-grade product. Its extensive ad- 
vertising is built around the theme, 
“Drive into a Mobil station and see 
what grade of gasoline you should use 
in your car.” 


Major Competition in Fuel Oil? 


WHAT’S AHEAD for fuel oil dis- 
tributors? Will they find themselves 
faced with retail competition from 
integrated oil companies, as gasoline 
jobbers have? 

Frank Kundahl, vice president of 
Crown Petroleum Corp., a Richfield 
jobber in Hartford, Conn., thinks, 
“It’s inevitable that at some future 
time some of our 
majors will look 
on retail distribu- 
tion as the only 
method guaran- 
teeing them a 
continued _ stable 
market for the 
fuel oil output.” 

That’s because, 

Kundahl_ says, 

major - company , 
philosophy is tied By Cornelius Brodersen 
to controlled volume. “They have re- 
fining and distribution facilities set up 
for long-term periods and they must 
be able to forecast their refining re- 
quirements over a long period in order 
to operate efficiently. The fact that 
they are content now to control vol- 
ume only through branded dealers is 
no assurance that this policy will con- 
tinue.” 

Kundahl, who recently retired 
after two years as head of the Connec- 
ticut Petroleum Assn., adds “it’s a 
fallacy for distributors to believe that 
integrated companies cannot and do 
not want to distribute heating oil at 
retail.” 

The majors can sell and deliver oil, 
and service burners, every bit as well 
as distributors can, Kundahl main- 
tains. “In Baltimore the two largest 
retail distributors and burner service 
organizations are major companies. 
What they can do in Baltimore they 
can do in New England; the incentive, 
higher consumption, is greater. ” 

Majors won’t lose money servicing 
burners, Kundahl believes, because 
“if they take over, they will get paid 
and paid well for burner service once 
the highly competitive jobber is elim- 
inated.” 

Kundahl says he’s not an alarmist, 
but is only “reading the signs on the 
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horizon.” He feels that fuel oil dis- 
tributors can fight back by joining 
state organizations and working on 
committees, attending meetings and 
serving as directors. 


Tidewater Swells Outlets 


LINCOLN Oil Co. of Mount Vernon, 
N.Y., has been sold to Tidewater Oil 
Co. (formerly Tide Water Associated 
Oil Co.—see p. 104). 

Lincoln was an independent job- 
bership supplied by American Oil Co. 
Tidewater picked up 26 service sta- 
tions, 50 commercial accounts, a water 
terminal, tank trucks and other equip- 
ment by the purchase. Gervin C. Stein, 
Jr., president of Lincoln Oil, will serve 
in an unspecified capacity with Tide- 
water; he has been unwilling to re- 
veal the reason for the sale of his 
firm to the major company. 


Going for the Gals 


BROOKLYN, which has a long tra- 
dition of Ladies’ Days (at Ebbets 
Field), added a new one to the list 
recently, when wives of Shell Oil Co. 
dealers in the Brooklyn district were 
invited to the company’s annual 
dealer meeting for the first time. 

Top executives from the Shell home 
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office came to meet the girls behind 
the men who sell Shell to the public, 
at a dinner in the Hotel St. George 
on April 12. So did Shell jobbers and 
representatives of the Goodyear and 
Firestone managements, whose TBA 
products are sold by Shell dealers. 

This new twist in dealer relations 
was set up as an experiment that will 
be repeated in other Shell marketing 
areas, if considered successful. The 
ladies were given corsages and saw this 
year’s Shell promotion program pre- 
sented in skit form. 

This is a production of the New 
York division sales management, 
which carries its own stage equip- 
ment and materials throughout the 
division. 


Sales Tax Blues 


PENNSYLVANIA heating oil dis- 
tributors are unhappy about the state’s 
new 3% sales tax. They had expected 
all fuels to be included (or excluded), 
but when the tax was finally set up, 
coal turned out to be exempt. 

Oil men say the new tax means the 
average oil account will pay $3-$6 
more per year. In the state’s coal-mine 
areas, where coal is cheaper than oil, 
the new rate widens the cost spread 
between the two fuels. This spread 
will close up some in June, 1957, when 
the sales tax drops to 2% and be- 
comes a permanent part of the state’s 
tax structure. 

The new tax means more paper 
work, for fuel oil distributors (and 
for gasoline jobbers, as TBA and 
lube oils are sales-tax items), in the 
form of monthly reports for state 
Officials. They must also buy stamps 
from banks (at a 2% discount) to 
give their customers as receipts for 
tax payments. 


Oriental Travels Wyoming Trail 


ORIENTAL REFINING CO. of Den- 
ver has opened new stations at Lara- 
mie, Casper and Rawlins, Wyo., to 
market gasoline direct from its Den- 
ver refinery. 

E. M. Stringer, Oriental president, 
started direct marketing last summer 
after losing 16 independent stations 
in the Denver area (NPN—Sept. ’55, 
p82). He sold gasoline through his 
direct outlets at 23.9¢—6¢ under the 
prevailing price—in an effort to keep 
the 6% of the Colorado market he felt 
was his proportionate share. 

Though Stringer now has 12 sta- 


tions in Denver 
and 25 scattered 
through the rest 
of Colorado, he 
reports he has had 
to build service 
stations in “more 
and more towns 
because we 
haven’t been able 
to sell all we 
want in Denver.” 
Hence the Wyo- 
ming invasion. Oriental’s price there 
is 24.9¢ including 8¢ taxes — about 
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7¢ below major brands. 

Oriental’s Denver sales have been 
taking only 9-million gal. of the Den- 
ver refinery’s 12-million gal. annual 
production, less than Stringer expected. 
Price cutting by other private brands 
and majors in the area is responsible 
for the lag, though Stringer denies 
Oriental started the price wars that 
have plagued Colorado since Septem- 
ber. 

The price wars are “the silliest thing 
I ever saw,” Stringer says. “When the 
other fellow sells at that price he’s 
losing money .. . Ill be selling at 15.9¢ 
[ex taxes] ten years from now.” 

Other Colorado dealers cut their 
prices until at one point they were be- 
low Oriental’s. A move by the Petro- 
leum Retailers Assn. of Colorado to re- 
store Denver prices to the September 
1955 level failed; in March only 250 
of Denver’s 900-odd stations were 
back to normal levels (about 31¢). 

Stringer tries to stay ahead of his 
competition by keeping his operations 
simple. He claims he can make a prof- 
it at his low price because he owns his 
own refinery, transports, and retail 
outlets. His stations are also simple: 
most are one-man operations designed 
only for the sale of gasoline, offering 
no lubrication or other services. “When 
the operator gets tired, he closes up 
and goes home,” Stringer says. 

Oriental’s marketing push consists 
mainly of “good signs”—usually huge, 
electrically operated revolving affairs, 
with the price in numerals several feet 
high. Stringer’s comment is, “Good 
signs and good gasoline—that’s our 
program.” 


Probing the Pump Price 


The Montana Trade Commission’s 
investigation of the state’s high retail 
prices for gasoline has begun to move 
from dealers to refineries (NPN— 
April, p178). John Vance, commission 
counsel, hopes to begin querying major 
oil company representatives soon. 

No recommendations for legislative 
action to lower prices have been made 


of operating practices—like majors’ 
insistence that stations stay open late 
at night, when retailers often work at 
a loss. 

They complain about marketing 
practices—they say majors deliver di- 
rect with a minimum of 7,500 gallons 
and insist on cash or 10-day payment, 
which dealers say is a hardship. 

Most of all, retailers complain of 
competition. The implication is that 
there are simply too many gasoline 
stations in Montana, wth oil companies 
encouraging them for the sake of 
volume. 

Significantly, dealers have not had 
many gripes about margins. In most 
places in Montana the margin runs 
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between 6¢ and 7¢—higher than the 
national average. 

Major companies have not volun- 
teered any information to the Trade 
Commission, but are expected to have 
statements for this month’s hearings. 
Dealers who lease from majors have 
been reluctant to testify, which many 
observers interpret as fear of company 
reprisal—few retailers have long-term 
contracts. 

Investigators and members of the 
commission are cautious about drawing 
conclusions and making statements. 
They look upon their work as a “fact 
hunt” and are careful to avoid assump- 
tions and preconceptions, especially 
about oil company profits. 





incorporates the very latest refinements 
in both operating efficiency and rugged 
construction — powerful inducements to 
bulk fuel users to become steadier, higher 
volume customers. Improved service, safer 
fuel handling, assured. No threat of break- 
downs or costly repairs. Built in Tokheim’s 
famous quality tradition to give youdeeper | 
penetration in the consumer market! 


yet, though the final report of the 
investigation is expected to include 
some. The final report will probably 
be issued late this year, a few months 
before the 1957 legislature convenes. 

There has been a good deal of talk 
about service station dealers forming 
an association to bargain collectively 
with suppliers. So far, it’s only talk; 
Montana dealer associations are local 
and considered fairly weak. 

The Trade Commission has found 
gasoline retailers very much at odds 
with the major companies, who lease 
most of the stations. Dealers complain 
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Operations Men Pick Their Targets 


) eee CODE authorities may 
soon be able to draw on the pool 
of technical advice and assistance rep- 
resented by the operations segment of 
the oil industry. That’s the general aim 
of a project sponsored by the Ameri- 
can Petroleum Institute operations and 
engineering committee, under the 
chairmanship of M. M. Beckes, Soco- 
ny Mobil Oil Co. 

Last month the committee appointed 
C. B. Popkin, of Continental Oil Co., 
Houston, to represent the committee 
as liaison man with five building code 
organizations: 

e Pacific Coast Building Officials 
Conference, Los Angeles. 

e Midwest Conference of Building 
Officials, Indianapolis. 

e National Board of Fire Under- 
writers, New York. 

e Building Officials Conference of 
America, New York. 

e Southern Building Codes Con- 
gress, Birmingham. 

The committee’s first aim will be 
to earn the respect and confidence of 
local and state authorities concerned 
with code making and enforcing. It 
will do this by showing how oil men 
can be a reliable source of helpful 
technical information on bulk plants, 
service stations, and related equipment. 

If the committee’s hopes are real- 
ized, it will become accepted as the 
official spokesman for the oil market- 
ing industry. When so established, it 
can be the recognized channel for 
reporting industry-wide experience, 
results of tests, and other data bearing 
on the erection and use of oil market- 
ing facilities. Among other things, it 
can present industry opinion on prac- 
tical capacity limits for underground 
tanks, safe operating practices, station 
and bulk plant locations, reasonable 
protective devices, and the like. 

Nothing like this has been done 
before on an Official industry basis. 
The committee was organized by the 
API marketing division and assigned 
a wide field of industry problems. The 
code project is only one phase of an 
ambitious program the members have 
laid out. Following are some that 
promise early useful results: 

A set of standardized specifications 
on underground tank sizes, openings, 
installation and fittings is needed in 
the industry. The possibility of adopt- 
ing such standards has already been 
discussed with a group of tank manu- 
facturers in the Midwest. The pre- 
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liminary outlook for inter-industry 
approval appears favorable. 

Oil marketers are showing more 
interest in tight-fill connections for 
gasoline deliveries. A subcommittee is 
now making a study of the problems. 

Under consideration is a set of 
recommended practices to be followed 
in abandoning underground tanks, and 
for the disposal of used underground 
tanks. 

There are now enough remote 
pumping installations in use at service 
stations to warrant a review of oper- 
ating experience. A study has been 
made of remote pumping on the West 
Coast, where it is most popular. When 
this report is ready, the committee 
may consider whether it should rec- 
ommend pro-tem ordinance provisions. 

Two other projects of long-standing 
interest to oil operations managers 
are a review of experience with auto- 
matic hose nozzles, and a study of 
bolt hole locations in pump bases. 

Automatic hose nozzles, although 
widely used in conjunction with re- 
lease clips, still lack legal sanction in 
most areas. A subcommittee is collect- 
ing data on which to base future 
action. 

Operations men have long felt that 
gasoline dispensing pumps could be 
manufactured with bases drilled for 
bolt holes on some uniform pattern. 
It would save a lot of trouble and 
expense when pumps are moved from 
one location to another. A subcommit- 
tee is exploring this subject and 
looking for some acceptable standard. 

Both major oil companies and job- 
bers hope that something can be done 
about highly restrictive ordinances 
based on outmoded or unwarranted 
principles. Regulations of that type 
have long been a headache to the 
industry. And the committee notes that 
new ones, equally onerous, continue to 
be developed and enacted into law. 


What's New in 


The condition exists, the committee 
believes, because there has never been 
any organized vigilance or a systematic 
educational program. The operating 
men now propose to do something to 
reverse the trend. They don’t expect to 
do it by themselves, but will lean 
heavily on Petroleum Industries Com- 
mittees in all states. 

Meanwhile, new problems emerge 
from new trends in oil marketing. At 
the API’s Atlanta meeting, May 21-23 
(see p. 92), the operations and engi- 
neering committee will sponsor three 
talks on one of these trends. J. R. Reed, 
Standard Oil Co. (Ohio) will look at 
what’s ahead for stations on limited 
access highways; C. A. Peterson, Pure 
Oil Co., will discuss the history of turn- 
pike service stations; W. E. Splain, 
Socony Mobil, will talk on motorist 
traffic patterns entering and leaving 
service stations. 

Personnel—These men make up the 
operations committee: M. M. Beckes, 
Socony Mobil, chairman; P. W. En- 
gels, Shell, vice chairman; R. A. Niles, 
Standard of Indiana, secretary. 

Carl A. Ballinger, Ohio Oil; K. W. 
Birkin, Sinclair; C. J. Bolton, Jr., Ash- 
land; R. O. Brown, American Oil; 
A. B. Carmitchel, Standard of Ohio; 
Harold Cooper, Union Oil of Califor- 
nia; Morris Crandall, J. D. Streett & 
Co. 

R. E. Davison, Richfield; J. A. 
Hardesty, Signal; Carl T. Hellsten, 
Cities Service; R. W. Hird, Conti- 
nental; I. E. Killian, Esso; A. F. 
Larberg, Skelly; D. R. Longman, At- 
lantic; V. R. McCoy, D-X Sunray; 
J. W. H. Mencke, Tidewater (Eastern); 
J. E. Niland, Humble. 

Also C. F. Reinhardt, Phillips; 
George T. Ryan, Gulf; I. L. Schurman, 
Consumers Petroleum; R. W. Soren- 
son, Utah Oil & Refining; Walter J. 
Talley, Pure Oil Co., and J. A. Winger, 
The Texas Co. * 


Equipment... 





Trip recorders 


. make a chart record of truck 
speed, total travel, running, idling or 
stopping of engine—all synchronized 
with recorded time. Sangamo Tacho- 
graph Model AA records speed in 
miles per hour; Model BB in revolu- 
tions per minute. Daily performance 


data helps fleet operators eliminate 
costly driving habits, lost time, extra 
mileage, unnecessary wear on engine 
and tires, and excessive consumption 
of oil and gasoline. Features of these 
instruments are: durable aluminum 
case, lighted instrument face, million- 
mile odometer, warning light and 
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chart. Automotive Division of Wagner 
Electric Corp., Dept. SPD, St. Louis, 
Mo. 

Circle No. 1 on Coupon, p. 151 


F 


Truck tire changer 


. .. has a power-driven rotating arm 
that mounts and demounts tubeless 
truck tires and conventional tires, on 
all drop center wheels or rims 17.5-in 
to 24.5-in. The machine operates on 
the floor, with the wheel clamped 
horizontally by a self-centering air- 
power chuck. Power arms slide beads 
on and off rims without touching air 
seals. Said to do the work of four 
men operating by hand. Bishman 
Manufacturing Co., Osseo, Minn. 


Circle No. 2 on Coupon, p. 151 


Optional tilting mast 


. . . for three-wheel fork-lift Model 
S-10 Moto-Bug can be tilted 10 deg 
back for better load baiance, or two 
deg forward to aid in picking up or 
releasing a load. Optional double-act- 
ing hydraulic valve permits operator 
to tilt mast and raise loads with one 
hand. Kwik-Mix Co., Port Washing- 
ton, Wisc. 

Circle No. 3 on Coupon, p. 151 


Flame failure control 


. . . device is said to be effective both 
as a flame monitor control or as a low- 
water cutoff, and to be readily adapt- 


able to fire, flame, and smoke warning 
systems. Using a new oscillation prin- 
ciple, the device periodically simulates 
the dangerous or unsafe condition it 
is designed to protect. Any interrup- 
tion of the safe condition, or of the 
monitoring system itself, halts the re- 
quired safe-unsafe oscillation, and 
sounds the alarm or initiates other ac- 
tion. Scully Signal Co., Electronics 
Div., Melrose, Mass. 


Circle No. 4 on Coupon, p. 151 


New Clarklift line 


. of fork-lift trucks has fully auto- 
matic transmissions, 12-volt electrical 
systems, emergency fuel tanks, foam 
rubber seats. Other features (said to 
be never before available on fork 
trucks) include self-adjusting brakes, 
balanced swing-up hood, solid tire 
models with drive and steer wheels of 
same diameter, combination lift-tilt 
controls on the steering column, all- 
purpose deep-tapered forks. /ndustrial 
Truck Div., Clark Equipment Co., 
Battle Creek, Mich. 

Circle No. 5 on Coupon, p. 151 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 


330 W. 42nd St., New York 36, N.Y. 
Your inquiry will be forwarded to the manufacturer. Void after August, 1956 


i? EQUIPMENT 


AE ee 


Tubeless tester 

. is equipped for easy handling of 
mounted truck tires. A tire-handling 
device swings the whole assembly into 
the tank, where it is rotated by means 
of a hand crank. Tire and wheel are 
submerged far enough to check leaks 
in casing, air seals, valve and wheel. 
Bishman Manufacturing Co., Osseo, 
Minn. 


Circle No. 6 on Coupon, p. 151 


Roller conveyor curves 

... help cure slow-downs on conveyor 
lines. Positive chain and sprocket drive 
eliminates slip and consequent jams on 
turns. Transparent, plastic chain guard 
on outside of curve encloses moving 
parts to protect personnel and aid in 
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INDIANA 








Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
! Ai p 1; 4, Indi 











IOWA 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Phone 62-1975 
Member National Oil Equipment Jobber Association 








MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Phone HA-2335 
Member National Oil Equipment Jobber Association 








THERE'S A G bay PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


R. L. FAUBION COMPANY 
2525 Southwest Bivd. Kansas City 8, Mo. 





NEW JERSEY 








EQUIPMENT 
for the 
OIL INDUSTRY 
= 
Rebuilt 
PUMPS—METERS—REGISTERS 
* 
PARTS FOR MOST PUMPS 
* 
TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson 3, N. J. 








NEW YORK 








EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 

STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Brunner Air Compressor, 
Granberg Meters Pumps, ote Lights, 
Adamson Oil Storage Tanks, ECO Tireflators, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 

Tokheim G Bennett Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











— equipment 


visual inspection. Harry J. Ferguson 
Co., Jenkintown, Pa. 
Circle No. 7 on Coupon, p. 151 


Impact wrench 


. .. has a horizontal rib design in the 
external castings, said to make the tool 
virtually slip-proof. Other improve- 
ments are more ball and needle bear- 
ings and a new molded rubber strain 
relief and anti-kink device built into 
the cord connection. Thor Power Tool 
Co., Aurora, Ill. 


Circle No. 8 on Coupon, p. 151 


Two new lights 


. are specially designed to illuminate 
service station signs. Model I (above 
at right) is for round or square signs; 
Model II (above at left) is for rec- 
tangular or oval signs. Specially con- 
structed lenses cause light from an 
ordinary 150-watt lamp to be reflected 
uniformly onto all areas of the sign. 
Crouse-Hinds Co., Wolf & Seventh 
Sts., Syracuse, N. Y. 


Circle No. 9 on Coupon, p. 151 


Safety drum faucet 


. .. for the safe control of flammable 
liquids fits any container with a %-in 
bung opening. Pouring spout may be 
swivelled to any position and tightened 
with a knurled locking nut. The lock- 
ing nut compresses a new type teflon- 
asbestos packing composition to pre- 
vent leakage. Spring-mounter handle 
stops flow of liquid when pressure is 
removed. Hand pressure also com- 
presses a bushing against a plunger rod 
packing compound, to prevent leak- 
age at that point. A brass flame arrest- 
er at the faucet opening serves as a 

(Continued on p. 153) 


NEW YORK 





RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 


Bulk Plant—Truck Tank and 
Service Station Equipment 


Member of National Association 
Of Oil Equipment Jobbers 





OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
G&B Equipment—Buckeye Valves & 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 





WEST VIRGINIA 








SMITH METERS 


H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 





WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 
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If Meter upkeep costs you any amount that seems signifi- 
cant, its costing too much. Bennett All-Metal Meters cost 
virtually nothing to maintain, Simplicity of design and pre- 


cise workmanship result in longer life with fewer reeali- 





brations and minimum wear. Phat. why Bennett invites 
maintenance cost comparison. Your John Wood Repre:. 


sentative can help you set up a program to spotlight 


GaAVACGl EL 


“hidden costs” and show you why 





All Metal Meter Pistons 


Virtually no wear and 
no repair. No cup 
leathers to replace, 
no expander 
springs to corrode. 


Completely Protected 
Water settles away from 
corrosion resistant 
parts — passes out wide open 
bottom. No trapped water, 
no meter freeze-ups. 


Piston Porting System 
Intake and discharge 
through ports. No 
mechanical valves, no 
extra parts to wear out, 
no meter service expense. 


Write for details on the new Bennett RAM System — today’s most efficient remote control fueling units. four 
0 


JOHN WOOD COMPANY - BENNETT PUMP DIVISION - Muskegon, Michigan “ery 








Here you can see but a few of the many Bennett dispensing 
units which are serving at fleet terminals, service stations, 
garages, farms and industrial plants the world over — 
handling petroleum products, alcohol, turpentine and 
similar fluids, dispensing air or air and water. Each of these 
° Bennett products is manufactured with one purpose in 
WUE M0, V1 y mind — to be the most convenient, most durable and most 
serviceable unit of its type. And ALL are built to the world’s 
highest standard of quality. Write for detailed information 


, ( Y \ \ ( ‘ | | about equipment to meet your specific needs. 
JOHN Woop ComPANY 


BENNETT PUMP DIVISION °* Muskegon, Michigan 


Model 248 AWC a 
Islander with cash box sreriaror 


it 


Model 2008G Model 506 Model 100BMF 
“Big G" Transfer Pump Barrel Pump Grease Dispenser 


= JZ 
Model 256 : 
Illuminated ; ‘ 
oil merchandiser 
| Ww 


Model 246 AWTH f i 


Islander Model 656 Model 244 AWT Model 32 
Highboy Islander Hose Reel 


Model 789 

Fleetmeter Pump € 
with ticket printer 

~<« 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * SaltLlake * Seattle * St. Paul * San Francisco 
IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER" 





Model 97 
Tireflator 








City 





strainer, 1s easily removed for clean- 
ing. Protectoseal Co., 1920 8S. Western 
Ave., Chicago 8, Ill. 

Circle No. 10 on Coupon, p. 151 





Davit pole fixture 


for service station lighting is 
claimed to require little maintenance, 
through a combination of long lamp- 
life (7,500-hr average), all-aluminum 
davit, stainless steel hardware and 
plexiglas casing. A hinged base on the 
davit is designed to make installation 
and re-lamping quick and easy. Pfaff 
& Kendall, Newark, N. J. 

Circle No. 1] on Coupon, p. 151 


Pneumatic drum pump 


. has been developed for fast re- 
moval of grease and other viscous 
products from the 400# full open 
head drum. This low-pressure, high- 
voltage pump empties the drum and 
wipes the sides clean. Useful for small 
container re-packaging and in trans- 
ferring reworkable, semi-finished and 
off-test greases into tanks or kettles. 
Barrett Manufacturing Co., P.O. Box 
8096, Houston, Tex. 


Circle No. 12 on Coupon, p. 151 
Low-cost hand pump 


. . is available as a barrel or pedestal 
pump, or with hose-and-nozzle de- 
livery for refueling truck and tractor 
equipment on the job. It is a positive- 
displacement, self-priming, 20 gpm 
piston-type pump with stainless steel 
liner and = shaft, aluminum body 
and piston, corrosion-resistant valves, 
molded plastic bearing and built-in 
strainer. Boswer, Inc., 1300 E. Creigh- 
ton Ave., Fort Wayne, Ind. 


Circle No. 13 on Coupon, p. 151 


Bear’s new balancer 


. can be operated on the floor, on 
a lift or a grease rack. New adapters 





speed up accurate centering, using stud 
holes to center the balancing unit. The 
‘jiggler” balance prover demonstrates 
the need for balance to the customer, 
while showing the operator when the 
Wheel is in balance. Manufacturer is 
backing the new unit with consumer 
advertising and tie-in package of 
posters, ads, and mailing cards. Bear 
Manufacturing Co., Rock Island, IIl. 

Circle No. 14 on Coupon, p. 151 


New fire hose 


. is lightweight and rubber-covered, 
developed for use in oil loading docks, 
refineries and oil fields. “Pinnacle” 
hose is claimed to be 50% lighter than 
conventional rubber-covered fire hose 
and the most flexible in its field. Man- 
ufacturer says it offers better protec- 
tion through the use of more hose in 
less space, with easier, faster handling. 
B. F. Goodrich Co., Industrial Prod- 
ucts Division, Akron, Ohio. 

Circle No. 15 on Coupon, p. 151 
Heavy-duty jack 


. called the “Ten-Tonner” has an 
improved swivel saddle and swivel 
wheels for easy positioning. Extra-long 


Literature ... 


New service manual 


. . . for consumer electric pumps de- 
scribes installation, servicing and cali- 
bration. Included are _ illustrations, 
cutaway views, charts and _ other 
information about consumer pumps 
generally. William M. Wilson’s Sons, 
Inc., Lansdale, Pa. 





Circle No. 19 on Coupon, p. 151 


Centrifugal pumps 
... and valves are described in 20-page 
bulletin, No. 1055. It includes techni- 
cal data, photographs, dimension draw- 
ings, tables and performance curves. 
McNally Pittsburg Manufacturing 
Corp., Pittsburg, Kans. 

Circle No. 20 on Coupon, p. 151 


Engine testing 


. equipment catalog has just been 
issued by Allen Electric. Its 28 pages 
cover Allen’s complete line of units for 
tune-up, analyzing and testing engines, 
distributor testing, regulator and gen- 
erator servicing for both 6- and 12-volt 
systems. Includes 16 brand new items, 
for a total of 60 pieces of equipment. 
Allen Electric & Equipment Co., 
Kalamazoo, Mich. 

Circle No. 21 on Coupon, p. 151 
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equipment —) 


chassis is said to get under overhangs 
faster, and low saddle height of 57% -in 
is said to clear the lowest truck axles. 
Other features are safety lock, wide 
base, full or part stroke lift and a 
spring-balanced handle. Blackhawk 
Manufacturing Co., Milwaukee 46, 
Wisc. 

Circle No. 16 on Coupon, p. 151 
Expansion union 


. compensates for conduit cut too 
short, and eliminates need for spring- 
ing conduit to one side while union is 
installed. Unions are available in 12, 
%4 and 1-in sizes; meet specifications 
for use in hazardous locations; and 
their small diameter permits use where 
conventional unions would be difficult 
to connect. Crouse-Hinds Co., Wolf 
& Seventh St., Syracuse, N. Y. 

Circle No. 17 on Coupon, p. 151 
Cleaning solvent 


called Carbon Met, is said to 
have low toxicity and quick drying 
characteristics that make it superior to 
carbon tetrachloride. The Curran 
Corp., S. Canal St., Lawrence, Mass. 
Circle No. 18 on Coupon, p. 151 


Tank equipment 


. gas control, safety devices, auto- 
matic controls, electronic remote liq- 
uid level gaging and pulse code tele- 
metering systems are covered in 
“Varec” catalog p-7R. A technical sec- 
tion deals with tank storage conserva- 
tion, vapor r&overy and vapor balanc- 
ing systems, supported by numerous 
tables and charts. Vapor Recovery 
Systems Co., 2820 N. Alameda St., 
Compton, Calif. 


Circle No. 22 on Coupon, p. 151 


Industrial fire hose 


. operating data and specifications 
on 11 types of BFG fire hose is con- 
tained in a four-page illustrated data 
sheet. Also described is a new BFG 
chemical treatment for hose called 
“superseal” that protects against mil- 
dew, rotting, moisture absorption and 
freezing. B. F. Goodrich Co., Akron, 
Ohio. 


Circle No. 23 on Coupon, p. 151 


Accounting manual 


. . . for service stations explains good 
business records and sound money con- 
trol for station operators. Entitled 
“Business Tools for Service Station 





153 


—? equipment 


Dealers: Ideas for Record-Keeping,” 
the manual was drafted by Leon 
Serven, Atlantic Refining Co., chair- 
man of the. distributor, jobber and 
dealer accounting group of the API 
Financial and Accounting Committee. 
For sale at $1.50 per copy, discounts 


Personnel Changes . . 


on orders for over 100 copies. Checks 
or money orders should be enclosed 
with orders for $5 or less. Marketing 
Division, American Petroleum Insti- 
tute, 50 W. 50th St., New York 20, 
N. ©. 

Circle No. 24 on Coupon, p. 151 





James M. Menefee has moved up to 
western division manager for Tokheim 
Corp., succeeding the late Paul E. 
Krider. He will be located at Tok- 
heim’s branch office in San Francisco, 
and will supervise district managers in 
San Francisco, Los Angeles and 
Seattle. Joseph E. Hanley replaces 
Menefee as district manager of Tok- 
heim’s Cleveland territory. 

o 


Maj. Gen. Phil- 
lips W. Smith 
(Ret.) has been 
named executive 
vice president and 
a director of 
Bowser, Inc., with 
executive head- 
quarters in Chi- 
cago. He has 
served the busi- 
ness side of the 
military establish- 
ment since his graduation from the 
U. S. Military Academy in 1930. He 
also holds a master’s degree from the 
Massachusetts Institute of Technology 
and graduated from the Harvard 
School of Business Administration in 
1940. His last military post was comp- 
troller of the Air Materiel Command 
with headquarters at Dayton. 


P. W. Smith 


Gerald J. Fa- 
hey has_ been 
named sales rep- 
resentative in the 
Detroit area for 
Vulcan Contain- 
ers, Inc., manu- 
facturer of steel 
shipping drums 
and pails, of Bell- 
wood, Ill. He was 
previously _pur- 
chasing agent for 
the Detroit Adhesives and Coatings 
division of Minnesota Mining and 
Manufacturing Co. 

* 

Bili Purvis is a new account execu- 
tive of the Chek-Chart Corp., Chicago. 
He was previously advertising manager 
of the Battenfeld Grease & Oil Corp., 


G. J. Fahey 


154 


Kansas City. Purvis also spent two 
years with Standard Oil Co. (Indiana) 
in the St. Joseph, Mo., division. 
a 

H. F. Schweit- 
zer has been 
named district 
manager of 
Goodyear’s indus- 
trial products di- 
vision, in Char- 
lotte, N. C. With 
Goodyear since 
1947, he was first 
in St. Louis and 
later became field 
representative in 
Chicago. He replaces R. J. Ario, re- 
cently promoted to manager of the 
Cleveland division. 

a 

M. L. Habzda 
has been named 
supervisor of in- 
dustrial and gen- 
eral account sales 
for the White 
Motor Co.’s Mus- 
tang engines for 
industrial and 
marine applica- 
tions. For the past 
three years Hab- 
zda was in the 
service department, handling warranty 
and field service problems and train- 
ing supervisory maintenance person- 
nel. 


H. F. Schweitzer 


M. J. Habzda 


e 

Thomas O. 
Carson now heads 
Rockwell’s _dis- 
trict sales head- 
quarters at Pitts- 
burgh. He began 
as a water meter 
salesman in 1935, 
and has filled var- 
ious sales posts 
since both in this 
country and 
abroad. 


; a : A é \ 
te Bhs 


T. O. Carson 


e 
D. H. Shoemaker, branch manager 
for Rockwell’s Meter and Valve di- 
vision at Philadelphia, has been made 


district sales manager in charge of 
newly expanded Philadelphia district 
sales headquarters. Shoemaker joined 
Rockwell in 1942, as employment 
manager at the Pittsburgh plant. He 
transferred to sales work in 1946. Pre- 
viously he had spent seven years in 
sales promotional work for the Equit- 
able Gas Co., Pittsburgh. 


Leonard W. 
Staples is new 
president of the 
H. D. Lee Co., 
uniform manu- 
facturer of Kan- 
sas City, Mo. He 
succeeds Benja- 
min E. Kinney, = 
who becomes ff 
chairman of the y 
board. Staples has L. W. Staples 
been with Lee 
since 1928, starting as a stock and 
shipping clerk in the South Bend, Ind. 
plant. He was made administrative as- 
sistant to the president last fall. 


R. B. Whitehill 
is now a vice 
president of 
Shields, Harper & 
Co., petroleum 
equipment distrib- 
utor on the West 
Coast. He will be 
located in Los 
Angeles, in charge 
of Southern Cali- 
fornia and Ari- 
zona. Formerly 
with International Smelting & Refining 
Co., Salt Lake City, Whitehill has been 
with Shields, Harper since 1946, most 
recently in charge of the state of Wash- 
ington. 


R. B. Whitehill 


B. R. Bermann 
is now sales man- 
ager of a new in- 
dustrial division 
of Massey-Harris- 
Ferguson, Inc. He 
was formerly gen- 
eral service man- 
ager of the Fer- 
guson division. 
M-H-F will soon 
put on the market 
a new line of light 
and medium-duty industrial wheel trac- 
tors and allied equipment. 


B. R. Bermann 


Al Underwood has been appointed 
Tokheim Corp. sales representative in 
the southeast Missouri and southern 
Illinois territory. « 
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Illinois Petroleum Marketers 





Jordan Strikes at Divorcement 


A THOUSAND convention-goers (in- 
cluding 185 wives) heard J. G. (Doc) 
Jordan, marketing vice president of 
Shell Oil Co., outline the dangers of 
divorcement of marketing from inte- 
grated oil companies. This 34th annual 
meeting of the Illinois Petroleum Mar- 
keters Assn. was the largest in its 
history. 

Jordan said that it would seem logi- 
cal for regional or national marketing 
companies to appear on the scene as a 
result of divorcement. He character- 
ized such companies as a direct threat 
to independent marketers. 

In an emergency, Jordan added, 
“the government must be able to get 
enormous volumes on short notice at 
widely separated points. Integrated 
companies are well-equipped to meet 
such needs. It is hard to see how ade- 
quate supplies of fuels, lubricants and 
other products could be provided as 
efficiently by an industry that had 
been dismembered.” 

Farm Credit Angles—Mention of 
credit was like a sliver under a finger- 
nail, and brought immediate response 
from jobbers in their closed meeting. 
Some said they had full cooperation 
on farm loans from their local banks; 
others said it looked to them as though 
the association ought to have a pro- 
gram to educate bankers on taking and 
handling farmers’ notes. 

It’s a good idea, according to one 
jobber, to make the farmer realize that 
his credit rating has been established 
as soon as one note with the bank has 
been paid off. 

Another jobber brought up the case 
of a banker who operates a “sundry 
fund.” This fund is set up by the 
farmer with the banker for the esti- 
mated yearly amount of the farmer’s 
oil needs. The jobber then submits a 
ticket for each load of product and is 
paid immediately by the bank. 

Mrs. Margaretha Meyer, a jobber 
from Strawn, was applauded by the 
virtually all-male meeting when she 
said her collections actually were im- 
proved last fall by adopting the prin- 
ciple that an oil jobber is not in the 
banking business. Even though Illinois’ 
corn crop was hit badly by the drought, 
she had bettered her credit position by 
explaining her policy to farmers and 
then adhering to it. 

Mrs. Meyer, a widow who operates 
the Strawn Independent Oil Co., is a 
Sinclair jobber with one service sta- 
tion in addition to her bulk plant. 


Farm trade is 90% of her business, 
and she said she found it easier to ex- 
plain her policy to the young farmer 
than the old-timer. 

Trading Stamp Erosion — Jobbers 
spoke bitterly of the inroads trading 
stamps had made into dealer profits. 
Dealers, one said, are spending from 
$2,000 to $6,000 annually on stamp 
plans. Someone bitingly suggested, 
“Cut the price and squeeze them out. 
There’s no other way to get rid of 
them.” 

Future Policy—Instead of resolu- 
tions, jobbers approved the course 
their association will follow in 1956: 

e Instead of demanding an increase 
in margins, Illinois jobbers asked 
major suppliers, in recognizing their 
own rising costs, to realize that the 


Florida Petroleum Marketers 





v ASSOCIATIONS 


jobber has equal rises in costs. 

e They went on record approving 
sound federal highway programs, pro- 
viding taxes do not unduly burden any 
segment of highway transportation. 

e Illinois marketers like the idea of 
paying their federal gasoline taxes 
when they sell the gasoline, rather than 
when they buy it. They therefore en- 
dorsed the amendment to that effect 
on pending federal highway legislation. 

e The refunding of federal gasoline 
taxes to farmers where product is used 
for non-highway purposes was ap- 
proved, but any form of tax exemp- 
tion was opposed. 

e Price controls on “any product 
we sell or with which we compete” was 
firmly opposed, and the jobbers re- 
affirmed their stand in favor of tax 
equality “with all competition.” 

e Support will be given in 1956 to 
highway safety programs, to educa- 
tional services for association mem- 
bers and to the National Oil Jobbers 
Council. 


The Road Looks Rough Ahead 


AN ASSORTMENT of problems 
nagged jobbers at the annual meeting 
of the Florida Petroleum Marketers 
Assn. in Jacksonville. There were no 
ready solutions, but members finished 
with a clearer—if somewhat grimmer 
—-picture of how the State’s turnpike 
program and the scheduled advent of 
natural gas may affect their business. 

Wilbur E. Jones, chairman of the 
state road board, said that Florida’s 
share of the proposed interstate high- 
way program will be 1,150 miles, all 
limited-access highways in new loca- 
tions. He warned that the oil industry 
must be prepared for the relocation 


PHIL CRIPPEN re-elected Illinois head 
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of service stations, that some people 
may suffer or even be put out of busi- 
ness. But he could offer no solution. 

Although the Florida Turnpike 
Authority offers each turnpike site for 
lease separately, and specifically for- 
bids any one-company monopoly of a 
limited-access highway, oil jobbers 
have found that they are unable to 
compete with the majors. On the first 
station offered for bids on the new 
Miami-Fort Pierce turnpike, Phillips 
Petroleum Co. came out on top with 
a bid of 7.51¢ gal. 

The frustrated jobbers, unable to 
match such bids, voted a protest sug- 


Second term for L. S. STEWART, Georgia 


155 





gestion that no service stations be 
allowed on limited-access highways. 

Natural Gas Threat—Fuel oil deal- 
ers shivered about the scheduled entry 
of natural gas into Florida. A resolu- 
tion of opposition was discussed, but 
as one member put it, “So many 
people in Florida want natural gas that 
I doubt our opposition would carry 
any weight.” 

They received support, however, 
from W. T. Wolfe of the Florida Eco- 
nomic Advisory Council. Wolfe con- 
tended that natural gas would destroy 


a good part of Florida’s $80-million 
annual fuel oil sales, and urged them 
to present a petition of intervention 
to the Federal Power Commission. 
Tourist-Happy Prices — At the 
height of the tourist season, Florida 
was still plagued by price wars. Tampa 
Bay has been an arena for more than 
a year, and at the time of the conven- 
tion, a battle had been in progress in 
Jacksonville for nearly a month. Settle- 
ment of these gasoline price wars was 
held to be a local matter, but the asso- 
ciation did go on record in support of 




















KEEP PETROLEUM END PRODUCTS ON STREAM 


Invader Pumps . .. for petroleum products ranging from 
gasoline to asphalt... keep thousands of streams of 
these products in motion—in bulk plants, on trucks, or 


in transfer service. 


Self-priming and pulsation-free, Invader pumps 
“deliver the goods” because their rugged construction 
enables them to stay in service, virtually without main- 


tenance or repairs. 


Radial thrust bearings keep pump in alignment; 
multiple seals prevent leakage ... protect bearings; ex- 
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Lt wear and power consumption. Invader pumps are field 
proven...under operating conditions thatare really tough. 


Ask for specifications and prices of pumps to 
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considering temporary competitive 
price allowances as normal when a 
price war has been in effect for 15 
days. 

Producers should assume some re- 
sponsibility for the retail price of 
gasoline, said H. H. Ingersoll, assistant 
general manager of domestic market- 
ing, Atlantic Refining Co. “Lawyers 
shush us when we talk about prices,” 
he remarked wryly, “but it is all right 
as long as we don’t agree.” 

Ingersoll believes that the responsi- 
bility for keeping dealers financially 
healthy lies with the major companies. 
Atlantic has formed 29 area-dealer 
groups to discuss policies. “We are 
trying to make sure that relations 
within the industry are right. Adver- 
tising isn’t worth anything if you are 
at war with each other.” 

Tips and Trials—A lively session on 
fuel oil problems brought out some 
handy credit-collecting ideas. One 
member said that he followed up his 
mailed notices with a phone call about 
a week later. In another locality, deal- 
ers with a high percentage of delin- 
quent accounts formed a credit associ- 
ation; dues are $10 per tank wagon 
truck and the association has lowered 
losses by listing all delinquent ac- 
counts. A third member requires his 
customers to pay c.o.d. until credit has 
been established. 

Commercial account competition 
from majors is still a severe problem. 
The group decided that the only suc- 
cessful remedy would be a return to 
the old plan of price differentials on 
tank wagon or commercial deliveries. 

The association stated its opposition 
to any limitation of oil imports, and 
also to the plan in Congress for mak- 
ing gasoline, oil and tires bear the 
largest part of financing the federal 
highway program. 

After taking a look at the problems 
laid out before them during the week, 
the association members made one 
affirmative decision. They backed the 
establishment of management insti- 
tutes in co-operation with the Uni- 
versity of Florida. Florida’s problems 
are not going to be solved quickly. 

(For news of association officers, 
see page 184.) 


Connecticut Petroleum 





Majors Blamed 


A STRONGLY worded protest con- 
demning majors for “raiding” jobber 
commercial accounts was adopted at 


the sixth annual Connecticut Petro- 
leum Assn. meeting. The resolution 
was offered by W. D. Roth of Dahl 
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Oil Co., who accused majors of de- 
stroying jobber-supplier relations. 

“We don’t stand a Chinaman’s 
chance on commercial accounts any 
more,” Roth said. “The problem is 
really serious.” 

At first, Roth declared, majors seem- 
ed content to raid the big-fleet accounts 
—trucking companies and construction 
outfits. Now, he said, they are “going 
after accounts at the 75,000-gal.-a-year 
level. That means the jobber is going 
to be held to undesirable locations— 
small farm accounts—way out in the 
sticks, that the majors don’t want.” 

For Roth, this is the way it adds up: 
“The average jobber does only the 
commercial business the majors want 
him to, because they can undercut him 
on price.” 

Weather-wise—Members were also 
concerned about outside storms. Their 
annual mid-March meeting is still in 
the cold-weather period (the worst 
snow storm in the area in eight years 
hit one day after the convention 
ended), so jobbers decided to meet 
“not later than May 31” next year. 
They hope the warmer weather will 
bring out more convention-goers. 


Oklahoma Jobbers 





Join and Serve... 


A MEMBERSHIP drive has _ been 
launched by the Oklahoma Oil Jobbers 
Assn. OOJA made its first move at 
its Oklahoma City directors’ meeting 
by hiring Harry Hudson, an Okla- 
homa City lawyer, as its new execu- 
tive secretary. 

Present membership of the associa- 
tion runs about 40, and the potential 
is considerably greater than that. Hud- 
son has had experience in organizing 
various associations and clubs. 

The association, at the same meeting, 
also passed a resolution against any 
increase in state gasoline taxes, urging 
all jobbers to fight plans of the Okla- 
homa administration to place new lev- 
ies on gasoline for road building pur- 
poses. 

OOJA’s annual fall meeting will be 
held at Grand Lake in Northern Okla- 
homa. ag 


Georgia Oil Jobbers 





Things are Sunny 

SHIRT-SLEEVE weather and _ pros- 
pects for a good year kept Georgia 
jobbers warm at the semi-annual meet- 
ing of the Georgia Independent Oil- 
men’s Assn. at Albany in March. The 


Georgians were happy about competi- 
tion between suppliers for jobbers, 
and the fact that they have no price 
wars On now. 

The organization, which changed its 
name at this meeting to the Georgia 
Oil Jobbers Assn., faced the issue of 
a proposed state toll road authority. 
It had previously opposed the project 
unanimously. The toll road bill failed 
by three votes at the last session of 
the state legislature, and State Senator 
John Denmark, a jobber, warned the 
meeting that the bill would be back 
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in 1957. Georgia jobbers, in addition 
to fighting the toll road proposal, are 
pushing for a state inspection rule for 
new anti-freeze compounds; they got 
a similar rule—for brake fluids- 
passed last month. 

The Georgians debated the advan- 
tages and disadvantages of increasing 
rents On properties that make more 
money. One jobber said he charges 
his retailers lower rents on more 
profitable stations to give them greater 
incentive. A major supplier's represen- 
tative felt there was a limit to how 
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around. 
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COMPARE _.. AND YOU'LL AGREE — 


Only COLONIAL Fluorescent ‘T” Lights 
Have All These Features! 
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permitting protrusion of extension 
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ALL ALUMINUM Welded construction, with heavy gauge 


center chassis. Twin 15° angle reflectors direct light evenly over 
the pump island and driveways on both sides. 


Genuine acrylic plastic Plexiglas diffusers — AFL Union Made — 
Underwriters’ Laboratories approved for outdoor use. Available 
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Plexiglas diffusers are “free-floating” in recessed channels — not 
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much a station should be charged, 
though the owner is entitled to a “fair 
return” on his investment. 

L. T. White, Cities Service Oil Co., 
told the 150 jobbers present of the 
advantages of borrowing money to ex- 
pand profits, explaining the Small Bus- 
iness Administration’s new “limited 
participation” loan program. He em- 
phasized the point that the interest 


Ohio Marketers 


Smooth Sailing 


THE KEYWORD was contentment at 
the annual Ohio Petroleum Marketers 
Assn. meeting. Cheerful jobbers 
listened to reports on the profitable 
and stable Ohio market, and heard the 
promise of even better business once 
the St. Lawrence Seaway becomes a 
reality. 

Basically, the marketing economy 
is healthy: 

e Jobber-supplier 
smooth and workable. 

e Gasoline volume was up in 1955, 
and it was a good winter for fuel oil. 

e Farm credit gave little difficulty. 
(Ohio, ranking second in industrial 
production, stands seventh in agri- 
cultural income.) 

The future looks even better. Rich- 
ard L. DeChant, manager of the de- 
velopment department, Cleveland 
Electric Illuminating Co., painted the 
St. Lawrence Seaway as a great funnel 
siphoning business into Ohio. The ac- 
companying development and expan- 
sion, he said, will create new markets, 
new job opportunities, a continuation 
of high buying power and a rising pop- 
ulation. He predicted that motor fuel 
sales could increase over 60% in the 
next ten years, and said there would be 
a rich market for petroleum products 
among the ocean-going cargo ships 
sailing the Seaway and the growing 
concentration of chemical plants on its 
shores. 

Bracing for Expansion—Since the 
oil marketing picture in Ohio looks 
bright, jobbers were concerned about 
improving their operations and polish- 
ing up their competitive status. And 
they found some problems to gnaw on. 

The growing network of turnpikes 
has reached Ohio, and the marketers 
worried about the possibilities of pe- 
troleum-sales monopolies on the high- 
ways. The association registered its 
strong support of recommendations by 
the American Petroleum Industries 
Committee that would prohibit com- 
mercial facilities on any state-owned 
right-of-way. Like many other mar- 
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rate 1s immaterial if added profits are 
greater. John B. Shields, of the Ben- 
nett Pump Division of John Wood Co., 
spoke on the expansion of profits and 
sales through better operations. 

The association has scheduled an 
executive development course at the 
University of Georgia in August, and 
a management institute at Georgia 
Tech in September. 


Forecast 


keter associations, they'd like to see 
stations limited to private property lo- 
cated on “feeder” roads. 

The association also adopted a reso- 
lution reaffirming its opposition to sales 
by suppliers to commercial consumer 
accounts “at prices lower than, or the 
same as, those charged to their dis- 
tributors.” 

Other resolutions gave OPMA sup- 
port to (1) federal refund of tax paid 
on destroyed gasoline; (2) “rational” 
financing of a national highway pro- 
gram; (3) a corporate income surtax 
to apply to corporations with an an- 


Wisconsin Petroleum 
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New officers are L. S. Stewart, Stew 
art Oil Co., Union Point, President; 
James H. Swanson, City Oil Co., La- 
Grange, Vice President; and Walter 
McKee, Atlanta, Secretary-Treasurer. 
Directors elected for two-year terms 
are Ike Long, Cordele; Edward A. Lee, 
Atlanta; Crawford Dasher, Lakeland: 
W. Z. McDonald, Savannah, and J. M. 
Herring, Columbus # 


nual net of more than $50,000; (4) 
the objectives of the Oil Industry In- 
formation Committee, with emphasis 
on the Committee’s school program 

Internal Medicine—lIt’s an internal 
lack rather than an external annoyance 
that’s bothering jobbers the most. Ex- 
plained one member: “Many of us 
start out as station operators. Then 
we add some bulk storage, and all of 
a sudden we're jobbers, but without 
any real business know-how. What we 
need are management clinics or insti- 
tutes.” 

Such a program has been receiving 
the serious consideration of the OPMA 
directors (see page 185 for election 
results), for Ohio jobbers intend to 
stay on top of their markets. 


Dampers on Jobber Outlook 


MANY JOBBERS at the Wisconsin 
Petroleum Assn.’s 30th annual meet- 
ing in mid-March were surprised to 
learn their industry is in for another 
investigation. Vernon W. Thomson. 
state attorney general, told the 560-odd 
people who came to Milwaukee—de- 
spite bad weather—that an inquiry had 
in fact been going on for months, with 
hearings to be held soon in Madison. 

Thomson said the state’s oil industry 
was second only to the dairy indus- 
try in number of complaints charging 
violations of the Wisconsin fair-trade 
laws. The state agricultural depart- 
ment, which enforces these statutes, 
is looking into one-year dealer leases 
containing 30-day cancellation clauses. 

To the attorney general, these leases 
seem to make the service station a 
captive of its supplier, especially in 
merchandising TBA. The hearings are 
likely to consider the effect of private 
branding on restricting TBA sales. 
They may also take up the question of 
kickbacks and secret rebates. 

Money Troubles—Jobbers’ conver- 
sations were often as gloomy as the 
weather when people gathered in lob- 
bies and hotel rooms. Though Wis- 
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Wisconsin picks J. |. KAISER for 1956 


consin men are not hit as hard on 
credit as jobbers in one-crop states, 
they find themselves financing distrib- 
utors, dealers and customers with 
longer and longer credit, terms. This 
hits them where it hurts most—in 
their working capital. 

It’s not only slower collections that 
bruise operations, they add. With each 
0.5¢ increase in wholesale costs, they 
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S PECIFY either packed or me- 
chanical seal-equipped Viking 
Truck Mounting pumps for 
highest leak resistant service. 

With either one, you get the 
rugged thrust bearing-equipped, 
compact Viking pump construc- 
tion. You also have the revolv- 
able casing for handy port loca- 
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Mounting Pump 
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valve on head 


tion. Both include a compact 
relief valve on head if desired. 
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Send for complete oil equip- 
ment catalog Gr today. 


VIKING PUMP COMPANY 
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In Canada, it's "ROTO-KING" pumps 
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may have an additional $500 tied up 
in product. These two factors alone 
indicate the need for increased mar- 
gins. 

One independent thought it might 
be time for jobbers to consider serious- 
ly some way of tying margins to wages. 
It would be a good idea, he said, “just 
to noodle it out”; jobbers must com- 
pete in the labor market, as suppliers 
do, but when margins remain static 
and wages rise, it’s the jobber who gets 
squeezed. 

Price War Woes—Two other job- 
bers talked of the effect of heating oil 
price wars on margins. In some areas, 
householders and farmers are getting 
stamps and rebates—after a 1¢ in- 
crease at wholesale this winter was 
followed by a boost of only 0.5¢ at 
retail. “Stunts like this,” they said, 
“make it hard to convince suppliers we 
need more margin.” 

The same two men were highly 
critical of oil companies who seem 
determined to undermine Standard 
Oil Co. (Indiana)’s new price policy 
on commercial accounts (NPN—Jan., 
p32). They feared that Indiana Stand- 
ard would be forced to rescind the 
policy to meet competitive price-cut- 
ting. 

On the same _ subject, Wisconsin 
jobbers generally are finding that an 
allowance of 0.25¢ is not enough when 
the jobber services the consumer 
transport contract—nor is 0.125¢ 
enough where the jobber gets the 
business and the supplier does the 
servicing. 

The association chose these officers 
for 1956: John I. Kaiser, Golden Rule 
Oil Co., Eau Claire, president; Don 
Neverman, Neverman Oil Co., Mari- 
nette, vice-president; A. C. Breuch, 
Pennsylvania Oil Co., Madison, secre- 
tary-treasurer. 

Elected directors for three years 
were Rufus Brown, Oshkosh; Roland 
Parcel, Centuria; Leslie F. Boeck, 
Racine. 


Mississippi Jobbers 





Squeeze Play 


CAUGHT in a price war squeeze, 
Mississippi oil jobbers are trying to 
fight their way out of it. A resolution 
adopted at the Spring business meeting 
of the Mississippi Oil Jobbers Assn. 
urged members to use “every proper 
and lawful means” to remedy the situ- 
ation. 

The association aimed some salvos 
at suppliers. The resolution suggested 
that “(1) participation of the oil job- 
ber in unreasonably depressed prices 
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because of competition be limited to a 
period of not more than 30 to 60 days; 
(2) the supplier avoid, whenever pos- 
sible, unreasonably depressed prices in 
its product for a period of at least 12 
months following a period of such 
prices; and (3) each supplier try to 
keep his jobbers in a competitive po- 
sition with all major oil prices.” 

Mississippi's next meeting will be 
held in Biloxi in October. The Ala- 
bama association has been invited to 
make it a joint meeting. 


Texas Jobbers 





Expansion Ahead 


SCATTERED price quavers and the 
threat of higher federal taxes brought 
some frowns at the Texas Oil Jobbers 
Assn.’s annual meeting in Dallas, but 
they couldn’t dampen the general 
mood of serenity. Texas jobbers, on 
the whole, are enjoying good profits 
and good relations with their suppliers. 

Members hashed over expansion 
plans rather than problems outside the 
meeting rooms, and few voiced any 
pessimism about the future. Marshall 
Traylor is a typical example. A few 
years ago he had to pull in his horns 
and consolidate his operations, but 
now he’s planning “two or three super 
service stations” in Lufkin. 

Many gave credit for improving 
jobber-supplier relations to Phillips 
Petroleum Co.’s drive to get good job- 
ber representation in Texas. “Phillips 
has done more for the Texas jobber 
than anyone else in the past 50 years,” 
said one jobber. “It has made our other 
suppliers talk straight and deal fast. | 
don’t know how long this will last, but 
as long as Phillips remains as agressive 
as it is now, we can get decent working 
arrangements.” 

Spotty Prices—Reports showed up 
some weak price regions, and the 
blame for the situation varied from 
area to area. 

“We’re having trouble in East Texas 
because independent refiners are sell- 
ing gasoline so cheaply to unbranded 
jobbers and commercial accounts,” 
complained one jobber. “We’ve had an 
off-and-on retail war in Kilgore for 
some time now, and commercial prices 
are very low.” 

But in the central part of the state, 
jobbers placed the blame on major 
companies. 

A committee on jobber contracts 
tackled part of the problem by request- 
ing suppliers to quit selling below cost 
to commercial accounts. The same 


committee also asked that “inequities” 
in margin allowances by various com- 
panies be corrected, and then aimed a 
volley at price reporting agencies sug- 
gesting that their systems didn’t seem 
to come up with “true price condi- 
tions.” 

Hugh Dryer of Lubbock, reporting 
for the taxation and legislation com- 
mittee, came out against any increase 
in federal gasoline taxes, urging all to 
oppose the federal highway bill. Most 
agreed with Dryer that any tax in- 
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crease, local or federal, would up retail 
prices and hurt major brand jobbers. 

Association Plans—TOJA itself is 
feeling cheerful. Re-elected president 
O. N. (Bob) Pederson, Pederson Oil 
Co., Kilgore, will head a record 450 
members. With a tidy cash reserve 
socked away, the association is con- 
sidering both a permanent building of 
its own and the services of a public 
relations firm “so we can make sure 
everybody knows what our problems 
are and what we are doing.” * 
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AND PRICES 


Marketers Get Set for Change of Season 


tee TREND toward lower refinery 
runs that got underway in 
March was very much in evidence last 
month. Runs to still began dropping 
from their late winter peak of 8,093,- 
000 b/d, and in early April were 576,- 
000 b/d below that level. 

This trend was highlighted by an- 
nouncements from at least six major 
companies of planned reductions in 
crude runs for the second quarter. 
Combined reduction amounts to ap- 
proximately 110,000 b/d. Also of 
significance is the fact that four re- 
fineries, with a total crude capacity of 
132,000 b/d, were shut down as a 
result of labor difficulties. 

With the industry between seasons, 
heating oil demand began tapering 
off and prices were reduced in several 
primary districts—but not before an 
about face in weather conditions sent 
many marketers, especially in the East, 
scampering around for product to fill 
their customers’ needs. 

On the Mid-Continent, light oil 
prices were shaved 0.25¢ gal., while 
on the Gulf, No. 2 oil quotations 
moved lower by the same amount. 
Suppliers in the Midwest also made 
light oil price reductions. 

For the first time this year, concern 
over high gasoline inventories was 
expressed in the industry. In reply 
to a Texas Railroad Commission ques- 
tionnaire on estimates of desirable 
stocks, major company officials said 
gasoline inventories on April 1 
should be in the 160-million to 190- 
million-bbl. bracket. Although stocks 
in early April moved lower for the 
first time since last October, they 
still were some 7-million bbl. above the 
recommended level. 

Despite high inventories, marketers 
are expecting great things for gasoline 
this year, with higher octanes provid- 
ing a strong inducement for what is 
hoped to be a banner sales year. 

Gasoline got off to a good start. 
On the Gulf, 98-octane premium and 
92-octane regular appeared on the 
market, representing an increase of 
one and two octane numbers respec- 
tively. And price increases are slated 
for higher octane gasoline (96-octane 
premium and _ 88-octane regular) 
scheduled to move out of the Great 
Lakes Pipe Line. 

Only dull spots in the bright gaso- 
line picture at mid-April were costly 
price wars concentrated in the eastern 
sector of the nation. While tank 
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wagon prices increased as much as 
8.2¢ gal. in depressed portions of 
Florida, a move to restore prices to 
normal levels in several New England 
areas was short-lived, and _ prices 
dropped back as much as 1.9¢ gal. 
Also short-lived was an attempt by 
a New Jersey dealer group to close 
service stations in a protest for stabi- 
lized profit margins. 

Other price highlights in April mar- 
kets: 

Pennsylvania-grade crude prices 
moved up another notch, with South 
Penn Oil Co. making an advance of 
20¢ bbl. Increases ranging from 0.5¢ 
to 1.5¢ gal. on lubricating oils shortly 
followed the crude hike. With the 
latest increase, Bradford district crude 
at $4.20 bbl. is within 80¢ of postwar 
high of $5 paid by buyers of crude 
in 1947. 

Natural gasoline prices also were 
down another 0.5¢ gal., with Grade 
26-70 quotations at 4.5¢, FOB Group 
3 and 4¢ gal., FOB Breckenridge. 


DISTRICTS 


Gulf Coast 


Interest for heating oils tapered off 
and quotations for cargo lots of No. 2 
moved 0.25¢ lower to 8.75¢ gal. Late 
cold spells in the East however, and 
lower refinery runs kept “distress” ma- 
terial from appearing on the market. 

At mid-April, sources described 
prices as being firm, despite rise in 
transportation costs, with shading of 
new quotation no longer prominent. 

Gasoline-buying interest continued 
active, although actual trading slowed 
up somewhat from late March, when 
closings approximated 2-million bbl. 

Increasing trend to higher octane 
gasolines was pointed up by initial 
quotations by one refiner of 13.375¢ 
gal. for 98-octane premium, and 11.- 
625¢ gal. for 92-octane regular. Octane 
increase represents a gain of one and 
two octane numbers on premium and 
regular, respectively, in scale of Gulf 
quotations. 

The early rise in demand for gas- 
oline tended to firm up prices for pre- 
mium grades. 


Atlantic Coast 


A late-winter cold snap, accom- 
panied by snow storms in the north- 
east, found many marketers, who had 
been letting their heating oil invento- 
ries run down, faced with supply dis- 


locations. Swapping of material, spot 
purchases and uneconomic barge hauls 
became the rule as marketers strove to 
meet the upsurge in demand. 

Colder weather, coupled with an up- 
surge in ocean transportation costs, 
tended to forestall anticipated reduc- 
tions in heating oil prices. Wholesale 
prices generally held firm at mid-April, 
although some suppliers were reported- 
ly giving “quiet discounts” to barge 
buyers at New York harbor. In the 
spot market, offerings of spot No. 2 
below barge quotations dwindled from 
0.25¢ to 0.15¢ gal. 

Higher transportation costs prompt- 
ed a 5¢ bbl. increase in low-sulfur No. 
6 at New York harbor, and tended to 
tighten supplies of regular grade ma- 
terial. Several marketers advanced 
tank car and barge postings to $2.78 
and $2.75 bbl, respectively. Regular 
grade material became increasingly dif 
ficult to locate in open market. 


Midwest 


Shading on heating oils gave way t 
general price reductions ranging be- 
tween 0.25¢ and 0.3¢ gal. Heavy fuel 
was steady, while gasoline prices 
moved 0.25¢ gal. higher in the Twin 
Cities market. 

At Chicago, No. 1/range oil was 
offered 10.225¢ lower at 11.125¢ gal., 
and No. 2 quotations were down 0.35¢ 
gal. to 10.25¢ gal. A drop of 0.25¢ 
brought No. 1/range oil and No. 2 
fuel in Twin Cities area down to 
11.125¢ and 10.5¢ gal., respectively. 

Gasoline prices edged higher in the 
Twin Cities market as suppliers ad- 
vanced 94-octane premium and 86- 
octane regular by 0.25¢ gal. to 14.25¢ 
and 12.75¢ gal., respectively. With 
the arrival of higher-octane gasoline 
scheduled for April and a continued 
increase in demand, sources said fur- 
ther increases may be in the making. 


Mid-Continent 


Burning oil and gasoline demand 
moved in opposite directions in April, 
reflecting seasonal influences. In-be- 
tween-season lull kept open market 
activity at a minimum. 

Light oil prices generally moved 
0.25¢ gal. lower. Gasoline demand has 
been rising steadily and the heavy 
farm call is expected this month. 

While there was some _ indicated 
easiness in high sulfur heavy fuel, 
prices generally held unchanged. On 

(Continued on p. 175) 


NATIONAL PETROLEUM NEWS « May, 1956 





PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including California. 








fe] prices REFINERY AND TERMINAL 


(March 19 prices unchanged from March 12 except as noted.) 
MOTOR GASOLINE 


Okla. (Okla. shpt.) 


Apr. 16 


Gulf Coast Cargoes 
98 oct. prem... 
97 oct prem 
95 oct prem 


Apr. 16 
13.375 
» (4)18-18. 5 


9.875-10.125(2) 
9.75-9.875 


9.5-9.75(2) 
Albany, N. Y. 

17 .5(3) 
91 oct reg 15(4) 
Baltimore, Md. 
97 oct prem 16.2 
12.8-13.5 
Boston, Mass. 

14.3-17.1(2) 

13.3-14.6(3) 


18(2) 

15. 5(2) 
Charleston, $. C. 
96 oct prem...... 
89 oct reg 


Chicago, tt. 


14.3-15.45(2) 
12.8-12.95(2) 


(7)14-14.8 
(3)13.75 
89 oct reg (7)12.5-13.3 
86 oct reg (4)12.25 
Corpus Christi, Tex. 
3.5-14 
11.6-12.5 
Houston, Tex. 
96 ect prem...... 13.75-14.25(3) 
89 oct reg 12. 25(3) 
Jacksonville, Fla. 
14.6-14.9(5) 
13. 1-13.4(7) 


96 oct prem 14.9 

89 oet reg 13.4 

Mple-St. Paul, Minn. 

94 oct prem. 7 25(5) 

86 oct reg 2.75(5) 
**March 19 prices: 4 oct. prem 

Mobile, Ala. 

96 oct prem 

89 oct reg 


New Haven, Conn. 


14.6(3) 
13.1(3) 


17(3) 
14. 5(3) 


15.7 
13.2 


14 
12.5 


14.5-16.3 
13-13.7 
Pensacola, Fla. 
96 oct prem.... 14.7(2) 
13. 2(3) 
Philadelphia, Pa. 
97 oct prem 
91 oct reg. 
Pt. Everglades, Fla. 
96 set prem 
89 oct reg. 
Pertiand Me. 


16. 2(2) 
13.7-14.3 


14.9(3) 
13. 4(5) 


17. 2(3) 
14,7(3) 


17. 1(3) 
14.6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14.8(4) 
12.8-13.3(5) 


13.9-15.35(2) 
12.35-12.85(2) 


Apr. 9 


(2)12-13 


(2)11.5-12 


11-i1.5 
aad bit 


9. B76.10. ~~ 
9.75-9.875 


gies 


9.5-9.75(2) 
17 .5(3) 
15(4) 

16.2 
12.8-13.5 


14.3-17.1(2 
13.3-14.6(3 


18(2) 
15.5(2) 


14.3-15.45(2) 
12, 8-12.95(2) 


(7)14-14.8 
(3)13.75 
(7)12.5-13.3 
(4)12.25 


13.5-14 
11.5-12.5 


13.75-14.25(3) 
12.25(3) 

14.6-14.0(5) 
13. 1-13. 4(7) 


14.9 
13.4 


14.25(5) 
12.75(5) 
255, 


Apr. 2 


(git is.6 


12-13 


(2)11.5-12 


i1-11.5 


(2)10.5-12 
10-10. 


6 
9.875-10.125(2) 
9.75-9.875 
9.5-9.75(2) 


17.5(3) 
15(4) 


16.2 
12.8-13.5 


14.3-17.1(2) 
13.3-14.6(3) 


18(2) 
15.5(2) 


14.3-15.45(2) 
12.8-12.95(2) 


13.75-14.25(3) 
12. 25(3) 


14.6-14.9(5) 
13. 1-13. 4(7) 


5); 86 oct. reg. 


~ 
13.1(3 


17(8) 
14.5(3) 


15.7 
13.2 

14 

12.5 
14.6-16.3 
13-13.7 


14.7(2) 
13. 2(2) 


16.2(2) 
13.7-14.3 


14.9(3) 
4(5) 


17.2(3) 
14.7(3) 


17.1(3) 
14,6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14.8(4) 
12,8-13.3(5) 


13.9-15.35(2) 
12.35-12.85(2) 


14.6(3) 
13.1(8) 


17(3) 
14.5(3) 


15.7 
13.2 

14 

12.5 
14.5-16.3 
13-13.7 


14.7(2) 
13.22) 


16.3(2) 
13.7-14.3 


14.9(3 
13.4(5 


17.2(3) 
14.7(3) 


17.1(3) 
14.6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14.8(4) 
12.8-13.3(5) 


13.9-15.35(2) 
12.35-12.85(2) 


Mar, 26 
(4)i8-13.5 
12-13 
(2)11,5-12 


1i-11.5 
(2)10. 5-12 


10-10.5 
9.875-10.125(2) 
9.75-0.875 


9.5-9.75(2) 
17.5(3) 
15(4) 

16.2 
12.8-13.5 


14.3-17.1(2) 
13.3-14.6(3) 


18(2) 
15. 5(2) 


14.3-15.45(2) 
12.8-12.95(2) 


(7)14-14.8 
(3)13.75 
(7)12.5-13.3 
(4)12.25 


13.5-14 
11.5-12.5 


13.75-14.25 
12.25(3) 


14.6-14.9(5) 
13, 1-13. 4(7) 


14, 25(5)** 
12.75(5)** 


14.6(3) 
13.1(8) 


17(8) 
14, 5(8) 


15.7 
13.2 


14 
12.5 


14 
14.7(2 
13. 2(2 


16.6(2) 
13.7-14.3 


14.9(3) 
13. 4(5) 


17.2(3) 
14,7(3) 


17.1(3) 
14.6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14,3-14.8(4) 
12.8-13.3(5 


13.9-15.35(2) 
12.35-12.85(2) 


86 octreg....... (6 
60 oct M & below 10.5-11.25 
Okla. Group 3 (Northern shpt.) 

94 oct prem (4)12.75-13.5 
86 oct reg 
60 oct M & below x10.25-10.75 


(6)11.25-11.5(3) 


MOTOR GASOLINE 
Apr. 9 


Apr. 2 


aii (2)12.75-13.5(4) (2)12.75-13.5(4) 
11.5-11.75(2) 


Mar. 26 


(2)12.75-13.5(4) 


(6)11.5- - 743) (6)11. er -75(2)  (6)11.5-11. “ey 


10.5-11 


(4)12.75-13.5 


(6)11.25-11.5( @) 


10.5-10.7 


10.5-11.25 


(4)12.75-13.5 


10.5-1 


(4)12.75-13.5** 


(6)11.25-11,5(3) (6)11.25-11.5(3)** 
5-1 10.5-10.75 


0.75 


**March 19 prices: 94 oct. prem. (4)12.75-13.5; 56 oct. reg. (6)11,25-11.5(8). 


N. Tex. (Tex. & New pre — 

97 oct prem 

95 oct prem. 

86 re * i 

84 oc 75-12.5 

60 = M & below td: 75-11.8 

W. Tex. (Tex. & New 7 and 
14.8 

95 oct prem.. 3 Tes 125 

92 oct prem 

86 _ 

84 oc’ 

60 be M & below il, rd 75 


E. Tex. (Truck wees” lots) 


(tt. 25 
12-12.75 


12-12.5 
11.25-11.5(2) 


86 oct reg..... ae 
84 oct reg 
60 oct M & below 


Cent. W. Tex. (Truck oe, lots) 


86 oct reg 
Ark. (For shpt. to ns 4 - ) 
t 


Kans. (For Kans, (otacion only) 
(4 


3-13.25(2) 
‘ (OIL. 5-11.75 


11 
80 = M &below 10.5-11 
Western Penna. Bradford-Warren: 
94 oct prem 14.75 
13.5-14.7 


Oll City: 

94 oct prem 13.75-15 
12.5-13.5 
Pittsburgh: 
94 oct prem 15.4 


13.65 


14-15.3 


13.375-14.7 


(2)12-13 
11,75-12.5 
(2)10.75-11.8 


14.875 


13.75-14.125 


13.25 
12.25-12.75 
12. 25(2) 

(2)11,5-11.75 


14 
(2)14-14. 25 

12-12.75 

12-12.5 


11.25-11.5(2) 


13.75 
12 


12.75 
12.25 
11.25 
il 


(4) 13-13. 25(2) 


(5)11.5-11.75 
1 


10.5-11 


14.75 
13,5-14.7 


13.75-15 
12.5-13.5 


15.4 
13.65 


14-15.3 


13.375-14,7x 


(2)12-13x 


11.75-12.5 
(2)10.75-11.8 


14.875 
13.75-14.125 
13.25 
12.25-12.75 


12.25(2) 


(2)11.5-11.75 


14 
(2)14-14.25 

12-12.75 

12-12.5 


11.25-11.5(2) 


13.75 
1 


(4)13-13 . 25(2) 
(5)11.5-11.75 


il 
10.6-14 


4.75 
13. 5-14.7 


13.75-15 
12.5-13.5 


15.4 
13.65 


Se ae of 8: - Ohio for eae te Ohio points: 
88 oc 14 


came Michigan 

94 oct prem. . (5)14.75-15 
88 oct (5)13.25-13.5 
California Los Angeles District: 
Rack: 


15.4(4) 
14-14.25 
(3)12.9-13.15 


15.4(2) 


96 oct prem 
93 oct prem 
84 oct reg 
Tank Car: 
96 oct prem 
93 oct — 14(2) 

84 oct r 12.9(3) 
Tank Truck (400 gals. : 

1 


(5)14.75-18 
(5)13.25-13.5 


15.4(4) 
14-14.25 
(3)12.9- 13.15 


15. 4(2) 
14(2) 
12.9(3) 


19.4 
16.4 


19.9 
16.9 


(4)14.75-15 


(4)13.35-13.8 


x15.4(4) 
14-14 


25 
(3)12.9-13.15 


x15.4(2) 
14(2) 
x12.9(3) 


19.4 
16.4 


19.9 
16.9 


DISTILLATES & FUELS 


Gulf pe — 16 
+ ee .75(2) 


ii) . (5)9. ey : 
il. (5)9.125-9.375 
(4)9-9.25 
No. 4 fuel, ro t. 
Bunker C fuel. . 
Bunker C fuel, 
max 1% sulfur. 
Albany, N. Y. 
Kerosine/No. 1... 


Diesel oil, shops, 
nts 


$3.00 
. (4)$2.10-2.15 
(2)$2.20-2.35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 
No. 6 fuel, no sulf. 


guar 
No. 6 fuel, max. 


1%, sulfur $2.95 


Apr. 9 
9. 5. "75(2) 
5-9.5 
(9. 25-9. 5 
(5)9.125-9.375 
(4)9-9.25 
$3.00 
(4)$2.10-2.15 
(2)$2.20-2.35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2.80(2) 
$2.95 


pr. 
(7)9.5-9.75(2) 


x8.75-9.5 
(5)9.25-9.5 


(5)9.125-9.375 


(4)9-9 .25 
,3.0 
(4)$2.10-2.15 
(2)$2.20-2.35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 
$2.80(2) 
$2.95 


14.875 
13.75-14.125 
13,25 
12.25-12.75 
12. 25(2) 


(2)11.5-11.75 


14 
(2)14-14.25 


12-12.75 
12-12.5 
11.25-11.5(2) 


13.75 
1 


(4)12-13 .25(2) 
(5)11. 5-11.75 


11 
10.5-11 


14.75 
13.5-14.7 


13.75-15 
12.5-13.5 


15.4 
13.65 


14 


(4)14.75-15 
(4)13.25-13.5 


x15.1-15.4 
x14-14.25 
x(2)12.9-13.15 


x15. 15-15. 4x 
x14(2) 
x12.4-13.1 


19.4 
16.4 


19.9 
16.9 


Mar. 26 
(7)9.5-9.75(2) 
(9)9-9.5 
(5)9.25-9.5 
(5)9.125-9.375 
(4)9-9.25 


,3.00 
(4)$2.10--2.15 
(2)$2.20-2.35 


11,4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2.80(2) 
$2.95 





Refinery ~ 4 terminal prices herewith are evetome from Platt’s Oil- 


gram Price Service, a 


laily publication associated with } 


Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 


terminal operators, 
speci 

"Folosiae types of prices 
therefore are not incluc ed in 
off a specified price; 


are not for 
price tables: 


“market-date-of-shipment” 


prices; 


for current sales and shipments, except as otherwise 
“open spot” transactions and 
Prices arrived at by discounts 
prices named in 


contracts; prices arrived at in accordance with arrangements made prior 

to date of sale. Prices made to brokers, and prices in inter-refinery trans 

actions, also are not considered in the tables except as noted below. 
Prices shown are for quantities in bulk such as tank car lots, or truck 


transport lots or barge lots. 


164 


Prices applying only to barge lots, or cargo 


lots, 


sign ($) is shown, in 


not include taxes or inspection fees. 
Prices are for crude oil and products lawfully produced and trans- 


ported; 


or truck transport lots, are so designated. Prices are in cents per 
gallon, except wax and Ps nage in cents per 


a and, where dollar 
llars per barrel of 42 


S. gallons. Prices do 


reported as received by Oilgram and Nationa Petroceum News 


but not guaranteed; for subscribers’ private use only and not for resale 


or distribution or publication. 


Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to arte tanker terminal operators. 


Gasoline octane ratings are by A 
except where letter 
ASTM Motor Method. 


mum ratings, 
rating is by A 


“mM” 


TM Research Method and are mini 
is used to indicate the octane 


Parenthetical figures indicate number of Companies quoting when two 
* price 


or more quoted the price shown. Letter. ““X” 
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REFINERY AND TERMINAL 


(March 19 prices unchanged from March 12 except as noted.) 
DISTILLATES & FUELS 


DISTILLATES & FUELS 


Baltimore, Md. Apr. 16 
11.1(9) 

10. 85(5) 
10.6(12) 
10.35(5) 


$2.65(5) 
$4.47(4) 


$4.12(3) 
$2.65(4) 


Heavy Diesel, 


BunkerC. bunkers 
Baton Rouge, La. 
Kerosine/No. 1.. 10.3 
No. 2 fuel 9.75 
Diesel oil, shore 

eT ts 10.1 
$2.77 


$2.23 
$2.20 


$4.03(2) 

$3.62 
BunkerC, bunkers $2.20(2) 
Boston, Mass. 
Kerosine/No. 1... 11.2(14) 
.7(15) 


Light Diesel, 

unkers $4.51(3) 
BunkerC, bunkers $2.69(5) 
Buffalo, N. Y. 
Kerosine(a)...... 
Diesel fuel(a).... 


No. 5 fuel. 
No. 6 fuel 


(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than 


prices shown. 


**March 19 prices: Kerosine 12.15(5); Diesel fuel 12.05(3); 


Charleston, S. C. 
Kerosine/No. 1... 11.1(6) 
10.7(6) 
— oil, shore 


pla 
“= 6 foe, no sulf 
- $2.60(2) 
$2.57(3) 
Light Diesel, 
$4.39(2) 


BunkerC,bunkers $2.57(3) 


Chicago, HI. 
Range oil/No. 1. .x/ 
No. 2 fuel. .. 


Games wand 

- . 
6 fuel 9.3 

oo delivered Cleveland. 

Corpus Christi, Tex. 
No. 6 a no sulf. 


uar.. $2. 2 


a $2. 
BunkerC, bunkers $2. 50- 2. 25(2) 
Dotrolt, Mich. 


No. 6 fuel 


Houston, Tex. 
ay ong ms 5(2) 
* «9. ye - 
3 .5-9.75 
9-9.5 
2. 10-2. 25 
. 10-2. 20/8) 
$2.20 
$2.20 
$4.03(6) 
bunk $3 .62(5) 
Bunker C, bankers = (11)$2.20_9.25x 


May, 1956 + 


(3)7 


Apr. 9 
11.1(9) 
10. 85(5) 
10.6(12) 
10.35(5) 


11(5) 
$3.69(2) 


$3.63 
$3. 30(2) 
$3 .24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(3) 
$2.65(4) 


10.8 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4 .03(2) 

$3.62 

$2.20(2) 
11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


12. 15(5) 


11.1(6) 
10.7(6) 


10.8(3) 


$2.60(2) 
$2.57(3) 


$4.39(2) 
$2.57(3) 


(3)8.95-9.5 
(2)8. 15-8 .25 


-9-8.5 


10* 
9.35° 


$2.23 


$2.20 
$2. 20-2. 25(2) 


12.55-12.7 

(2)12.55-12.7 

(2)11.55-11.7 
6(2 


8.6(2) 


10.5(2) 
(2)9.5-9.75 

9.5-9.75 

9-9.5 


3-9.5 


$2.10-2.25 
$2. 10-2. 20(8) 


x$2.20 
«$2.20 


$4.03(6 
$3 .62(5) 


$2.20(12) 


(2)12 
(2)11. 


Apr. 2 


11.1(9) 

10.85(5) 
10.6(12) 
10.35(5) 


11(5) 
2. -— 


33. 30(2) 
$3.24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(3) 
$2.64(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4, 03(2) 


$3.62 
$2.20(2) 


11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


11.1(6) 
10.7(6) 


10.8(3) 


$2. 60(2) 
$2.57(3) 


,4.39(2) 
$2.57(3) 


(2)8.95-9.5 


(2)7.9-8.5 


$2.23 


$2.20 

$2. 20-2, 25(2) 
12.55-12. 

55-12. 

55-11. 


9.6(2) 
8.6(2) 


5(2) 


(29. yy 75 
9.5-9.75 


9-9.5 
9-9.5 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 
$3 .62(5) 


$2. 20(12) 


NATIONAL PETROLEUM NEWS 


No. 2 fu 


(2)8. 15-8 .25 


Mar. 26 


11.1(9) 

10.85(5) 
10.6(12* 
10.35(5) 


11(5) 
$3 .69(2) 


$3.63 
$3 .30(2) 
$3. 24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(2) 
$2.65(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4.03(2) 
$3.62 

$2. 20(2) 
11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


12 
12 
11.65¢ 
hy 65 
9.7(2) 
11.65(5). 


11.1(6) 
10.7(6) 


10.8(3) 


$2.60(2) 
$2.57(3) 


,4.39(2) 
$2.57(3) 


(2)11.35-12.2 
0.6-11.1 
9 
(2)8.95-9.5 
(2)8.15-8.25 


(2)7.9-8.5 


10° 
9.35° 


$2.23 

$2.20 

$2. 20-2. 25(2) 
12.55-12. 


(2)12,.55-12. 
(2)11. 55-11. 


10.5(2) 
(2)9.5-9.75 

9.5-9.75 

9-9.5 


9-95 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


44.03(6) 


$3. 62(5) 
$2. 20012) 


Jacksonville, Fla. 
Kerosine/No. 1... 
No. 2 fuel 
Diesel oil, 

plants 
No. 6 fuel, no sulf 


do barges...... 
Light Diesel, 

bunkers. . 
Hunker C, bunkers 


Miami, Fla. 


Kerosine/No. 1... 

Diesel oil, shore 
plants 

No. 6 fuel, no sulf 
guar 
do barges 

Light Diesel 
bunkers j 

Bunker C, bunkers 


Apr. 16 


11.8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 

11.1(3) 
$2.52 

$2.49(3) 
$4.578(4) 
$2. 49(3) 


Mpls-St. Paul, Minn. 
Range oil No. 1.. (3)11. 


sulfur. 
Mobile; Ala. 
Kerosine/No. 1... 
No. 2 fuel 
No. 6 fuel, no sulf 
guar. 
do barges 
Light Diesel 
bunkers... 
Bunker C, bunkers 


New Haven, Conn. 

Kerosine/No. 1... 

No. 2 fuel 

Diesel oil, shore 
plants 

No. 4 fuel. 

No. 6 fuel, no ‘sulf 


do barges...... 
Light Diesel 

bunkers 
Bunker C, bunkers 


New Orleans, La. 
Kerosine/No. 1.. 


Diesel oil, shore 


do barges..... 
Light Diesel 

bunkers. ... 
Heavy Diesel 

bunkers. ...... 
Bunker C, bunkers 


New York Harbor 
Kerosine/No. 1... 
do barges.... 

No. 2 fuel 
do barges...... 
Diesel oil, shore 


11.1(4) 
10. 5(2) 


$2.38 
$2.25 


$4. 284(2) 
$2.25 

11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) 
$2.67 


$4.49 
$2.67 


10.3(4) 
9.75(3) 


10.1(3) 
$2.77 
$2. 23(2) 
$2. 20(2) 
$4.03(4) 


$3.62(3) 
$2.20(3) 


11. 1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 


11(7) 


~ (12)$3.66-4.09 


o barges..... 
No. 6 fuel, no sulf 
guar. 
do barges 
No. 6 fuel, max. 
% sulf. 


Light Diesel, 
bunkers. . 

Heavy Diesel, 
bunkers...... 

BunkerC, bunkers 


Norfolk, Va. 
Kerosine/No. 1... 
No. 2 
Diesel oil, 
plants 
No. 5 fuel. 
No. 6 fuel, no sulf 
guar. 
do barges...... 
Light Diesel 
bunkers. .. 
Heavy Diesel, 
unkers 
Bunker C, bunkers 


Pensacola, Fla. 
gy | 


(12)$3. 63-3. 99 
$3.18 
$3.15 


$2.68(14) 
$2.65(15) 


x(2)$2.78 
x(2)$2.75 


$4.47(4) 
$4. 12(4) 
$2.65(11) 
11. 1(7) 

10.6(6) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4. 47(4) 
$4.12(3) 
$2.61(5) 
11. 1(2) 
10.5(4) 
10. 5(2) 


Apr. 9 


11.8(11) 
10.9(8) 


10.9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 

$2.54(6) 
11.8 
11.1(3) 


$2.52 
$2. 49(3) 


$4.578(4) 
$2. 49(3) 


x(2)11.125-12.3 


x(2)10.5-11.5 


9.4(4) 
8.7(4) 
11. 1(4) 
10.5/2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 


11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) 
$2.67 


$4.49 
$2.67 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 


$2. 23(2) 
$2.20(2) 
$4.03(4) 


$3 .62(3) 
$2.20(3) 


11. 1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 


11(7) 


(12)$3. 66-4. 09 


(12)$3.63-3.99 
$3.18 
$3.15 


$2.68(14) 
$2 65(15) 


$2.73-2.78x 


$2.70-2.75 
$4.47(4) 
$4. 12(4) 
$2.65(11) 
11.17) 
10.6(6) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4.47(4) 
$4. 12(3) 
$2.61(5) 


11. 1(2) 
10.5(4) 


10. 5(2) 


Apr. 2 


11. 8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 
11. 1(3) 


$2.52 
$2. 49(3) 


$4.578(4) 
$2.49(3) 
(5)11.375-12.3 
(5)10.75-11.5 
9.4(4) 
8.7(4) 
11.1(4) 
10. 5(2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 
11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) 
$2.67 


$4.49 
$2.67 


10. 3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2.23(2} 
$2. 20(2) 
$4.03(4) 


$3 .62(3) 
$2.20(3) 


11.1(20) 

10. 85(20) 

10.6(18) 

10.35(19) 

11(7) 
(12)$3.66-4.09 
(12)$3.63-3. 99 

3.18 

$3.15 


$2. 68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.47(4) 


$4. 12(4) 
$2.65(11) 


11.1(7) 
10.6(6) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4.47(4) 
$4.12(3) 
$2.61(5) 
11. 1(2) 
10.5(4) 
10.52) 


Mar. 26 


13.8(11) 
10.9(8) 


10.9(5) 


$2. 57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 

11. 1(3) 


$2.52 
$2. 49/3) 


$4.578(4) 

$2.49(3) 
(5)11.375-12.3 
(5)10.75-11.5 

9. 4(4) 

8.7(4) 

11. 1(4) 

10. 5(2) 


$2.38 
$2.25 


$4.284(2 
$2.25 
11.1(9) 
10.6(11) 


11(4) 
$3.80 
$2.70(3) 
$2.67 


$4.49 
$2.67 


10.3(4) 
9.75(3) 
10. 1(3) 
$2.77 
$2.33(2) 
$2. 20(2) 
$4.03(4) 


$3 .62(3) 
$2.20(3) 


11. 1(20) 
10. 85(20) 
10. 6(18) 
10.35(19) 
11(7) 
(12)$3. 66-4. 
(12)$3.63-3. 
$3.18 
$3.15 


$2. 68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.47((4 
$4.12(4 
$2.65(11) 
11.1(7) 
10. 6(6) 


11(5) 
$3.21 


$2. 67(3) 
$2.61(4) 


$4.47(4) 
$4.12(3) 
$2.61(5) 
11.1(2) 
10. 5/4) 


10_§°2) 





—fe] prices REFINERY AND TERMINAL 


(March 19 prices unchanged from March 12 except as noted.) 


DISTILLATES & FUELS 


Philadelphia, Pa. 
Kerosine/No. 1... 


No. 2 fuel... . 


Diesel oil, shore 


No. 6 fuel, max 
arges...... 
Light Diesel, 

Heavy Diesel, 


Bunker C, bunkers 


Pt. Everglades, Fla. 


Kerosine/No. 1... 
No. 2 fuel 
7s oil shore 


Light Diesel, 
bunkers. . 
Bunker C, bunkers 


Portland, Me. 


Kerosine/No. 1.. 

No. 2 fuel. . 

Diesel oil, shore 
plants. 


BunkerC, bunkers 


Proviaence, R. 1. 
Kerosine/No. 1... 


Light Diesel, 
Bunker C, bunkers 


Savannah, Ga. 
Kerosine/No. 1.. 


Diesel oil shore 
plants.. 


No.6 fuel, no sulf. 


Bunker C, bunkers 


Tampa, Fla. 


Kerosine/No. 1... 
No. 2 fuel. ...... 
a & shore 


Bunker o" Saaken 


DISTILLATES & FUELS 


Apr. 16 


10.35(6) 

11(6) 
$3. 66(2) 
$3.36(5) 


$2.63-2.68(7) 
$2.60-2.65(5) 


$2.73-2.78(3) 
$2.70-2.75(2) 


$4.47(4) 
$4.12(3) 
2.60-2.65(6) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2. 49(4) 


$4.578(4) 
$2.49(4) 


11.3(9) 
10.8(9) 


11.2(4) 
$2.72(2) 
$2.69 
$2.69 


11.2(10) 
10.7(9) 


11.1(4) 
$3. 64(33 


$2. 69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 
$4.51 
$2.66(3) 
11.8(7) 
10.9(7) 
10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4.578(5) 
2.56(5) 


11.7(8) 
10. 8(6) 


19. 8(6) 


$2 .47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


Apr. 9 
11,1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3. 66(2) 
$3.36(5) 


$2.63-2.68(7)  $2.63-2 
$2.60-2.65(5) $2 


$2.73-2.78(3) $2 
$2.70-2.75(2) 


$4.47(4) 


$4. 12(3) 
$2. 60-2. 65(6) 


Apr. 2 
11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3 .66(2) 
$3.36(5) 


68( 


73-2. 78( 


$4.47(4) 


$4.12(3) 
$2. 60-2 65(6, 


11. 8(5) 
10.9(4) 


10.9(4) 


$2. 52(3) 
$2. 49(4) 


$4.578(4) 
$2. 49(4) 


11. 8(5) 
10.9(4) 


10 9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
$2. 49(4) 


11.3(9) 
10.8(9) 


» 
11.2(4) 11.2(4) 
$2. 72(2) $2.72(2) 


$2.69 $2.69 
$2.69 $2.69 


11.3(9) 
10.8(9) 


11.2(10) 
10.7(9) 


11.1(4) 
$3.64(3) 


$2.69(4) 
$2.66(4) 


$2.84-2,09 
$2.81(2) 


$4.51 
$2. 66(3) 


11,2(10) 
10.7(9) 


11.1(4) 
$3.64(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 


$4.51 
$2.66(3) 


11.8(7) 
10.9(7) 


10. 9(5) 
$3.13 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 


$4.578(5 
$2.56(5) 


$2 .59(5) 
$2.56(6) 


$4.578(5) 
$2.56(5) 


11.7(8) 
10.8(6) 


10, 8(6) 


11.7(8) 
10. 8(6) 


10. 8(6) 


$2.47(5) 
$2.45(5) 


$4.536(5) 
$2. 45(5) 


$2. 47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


60-2. 65/5) 


$2.70-2.75(2) 


Mar. 26 
11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 
11(6) 

$3 .66(2) 

$3 .36(5) 


7)  $2.63-2.68(7) 
$2. 60-2.65(5) 


3) $2. 73-2.78(3) 
$2.70-$(2)2.75 


$4.47(4) 
$4.12(3) 
) $2.60-2.65(6) 


11. 8(5) 
10.9(4) 


10.9(4) 


$2.62(3) 
$2.49(4) 


$4.578(4) 
$2.49(4) 


11.3(9) 
10.8(9) 


11.2(4) 
$2.72(2) 
$2.69 
$2.69 


11,2(10) 
10.7(9) 


11. 1(4) 
$3.64(3) 


$2.69(4) 
$2.66(4) 


$2.84-2,99 
$2.81(2) 
$4.51 
$2.66(3) 
11.8(7) 
10.9(7) 
10. 9(5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4,678(5) 
$2.56(5)§ 
11.7(8) 
10. 8(6) 
10. 8(6) 


$2.47(5) 
$2.45(5) 


$4,536(5) 
$2.45(5) 


has Ohio Apr. 16 
11.65 
11.95-12.65 
10.95-11.65 
9(3) 

8-8. 25(3) 


Wilmington, N. C, 


Kerosine/No. 1... 

No. 2 fu 

Diesel oil, shore 
plants 

Light Diesel, 
bunkers. . 


11.1(7) 
10.7(7) 


10.8(3) 
$4.39(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero.. 
58 & abv. di. 


(3) 10.125-10.625x 


No. 2 fuel 


No. 6 fuel * (3)$2.00-2.20 


Okla. Group 3 (Northern shpt.) 


42-44 w.w. kero. . (2)10-10.5() 
58 .. a di 


No. 1 ia. 


No. 2 _.- 
No. 6 fuel. 


2)9-9.5 
. (3)$2.00-2. 
N. Tex. (Tex. & N(w Mex, shpt.) 


42-44 w.w. kero. . 9.2-10 
58 


No.6 fuel....... $2.00-2.05 

W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero... 9.75-10.75 
No. 6fuel....... $2.10-2.26x 


E. Tex. (Truck transport lots) 


42-44 w.w. _, 9.5-10.5 
58 «& 


Diese! > 8.75-9.75 
No. 6 fuel $2. 00-2. 25(2) 
Cent. W. Tex. (Truck transport lots) 


42-44 w.w.kero.. 9.5 
58 & abr. di 


Diesel.. 
No. 6 fuel 


Kans. (For Kans. destinations only) 
42-44 w.w. kero.. (5)10.25-10.5x 


10-10. 25(2)x 
(5)9.875-10.125x 
= 


9.5x 
55-2.60 


NG. CIO... 600 3° 10-2, 25(3) 


Mar. 26 
12.2 


Apr. 2 
12.2 
11.65 11.65 
11.95-12.65 11.95-12.65 
10.95-11.65 10. 95-11.65 


9(3) 9(3) 
8-8. 25(3) 8-8.25(3) 


Apr. 9 
12.2 
11.65 
11.95-12.65 
10.95-11.65 


9(3) 
8-8. 25(3) 


11.1(7) 
10.7(7) 


10.8(3) 
$4.39(3) 


11.1(7) 
10.7(7) 


10.8(3) 
$4.39(3) 


10.70 
10.77 


10.8(3) 
$4.39(3) 


10.125-10.75 10.125-10.75 10.125-10.75 


9.5-10.5 s) —* ays. a 10.5 

3)9.875- 9. 

’ 10.375(2) ; 10.375(2) 

(3)9.25-9.75 . . (3)9.25-9.75 
(3) (2)$2. 00-2. 20x 


(3)$2.00-2.20 2. 00-2 


x10-10.5(2) (6) 10.25-10.5(2) 


9.25-10.5 *9.25-11 

x9 .625- (6)0.875- 

10, 125(4) 10. 125(4) 
x9-9.5(3) | (5)9.25-9. 5(9) 
(3)$2.00-2.20  (3)$2.00-2.2 


(6)10.25-10.5(2) 
*"9.25-10.5 


10. 125(4) 
ite 25-9. .5(3) 
2)$2.00-2.20x 


9.2-10 


9-10.375 
$2.00-2.05 


9.2-10 


9-10.375 
$2.00-2.05 


9.2-10 


9-10.375 
$2.00-2.05 


9.75-10.75 
9.75-10.25 
9.125-9.5 
$2. 10(2) 


9.75-10.75 
9.75-10.25 
9.125-9.5 
$2. 10(2) 


9.75-10.75 

9.75-10.25 

9.125-9.5 
$2. 10(2) 


9.5-10 5 


8.75-9.75 
$2.00-2.25(2 


9.5-10.5 9.5-10.5 


8.75-9.75 8.75-9.75 
$2.00-2.25(2)  $2.00-2.25(2) 


10.375-10.75 


10.125-10.5 

10-10.375 

9.25-9.75 
$2.55-2.60 
$2. 10-2. 25(3) 


10.375-10.75x 


10.125-10.5 
10-10.375 
9.25-9.75 
$2.55-2.60 
$2. 10-2. 25(3) 


x10.25-10.75 


x10-10.5 
x9.875-10.375 
(3)9.25-9.75 
$2.55-2.60 
$2. 10-2. 25(3) 








NOW 
AVAILABLE 


on 


Hopewell, Va. 
Wilmington, W. C. 
Charleston, S. 
Savannah, Ga. 
Port Everglades, 
Tampa, Fla. 





“TERMIN MINALS 


Panama City, Fla. 
Birmingham, > a. 
Montgomery, 
Columbus, 6a. 
Fla. {Greenville, Miss. 
Knoxville, Tenn. 


Belton, S. C. 


Highest Quality 
Petroleum Products 


e Gasoline 

e Kerosene 

e Diesel Fuel 
e Heating Oils 





ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bidg. 
TEXAS CITY, TEXAS 
Refinery 


NATIONAL PETROLEUM NEws * May, 1956 

















REFINERY AND TERMINAL 


(March 19 prices unchaaged from March 12 except as noted.) 


DISTILLATES & FUELS 
Apr. 16 Apr. 9 Apr. 2 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. kero 10 x10 10.25 
Tractor fuel 10.25 10.25 10.25 
52&bel.di.Diesel 9.375 x9.375 9.625 
58 & abv. di. 
Diesel... . 9.75 x9.75 10 
No. 2 fuel...... 9.375 x9.375 9.625 
No. 4 fuel ..... $2.75 2.75 $2.75 
No. 5 fuel. ...... 2.55 $2.55 $2.55 
No. 6 fuel. ...... $2.40 $2.40 $2.40 
**March 19 prices: Kerosine 10.25; Tractor fuel 10.25 
Western Penna. 
Bradford-Warren: 
Kerosine. . .. 11.5-12 11.5-12 11.5-12 
55 cetane Diesel 11.5(2) 11.5(2) 11.5(2) 
No. 2 fuel....... (2)11-11.25(2)  (2)11-11.25(2) (2) 11-11. 25/2) 
36-40 gravity fuel 10.5(2) 10.5(2) 10.5(2) 
Oil City: 
Kerosine.. .. 12(2) 12(2) 12(2) 
50 cetane Diesel 10.5-11 10.5-11 10.5-11 
No. 1 fuel... ‘ 10.75-11.55 10.75-11.55 10.75-11.55 
No. 2 fuel. .... 10.5-11.3 10.5-11.3 10.5-11.3 
36-40 gravity fuel 10.5 10.5 10.5 
Pittsburgh: 
Kerosine ‘ (2)11.9-12.25  (2)11 9-12.25 2)11.9-12.25 
50 cetane Diesel 11.55-11.8 11.55-11.8 11.55-11.8 
sl 11.8-12.1 11.8-12.1 11.8-12.1 
No. 2 fuel... 11.35-11.55 11.35-11.55 11.35-11.55 
36-40 gravity fuel 11.25 11.25 11.25 
Central Michigan 
46-49 w.w. kero 13.6-13.8 13.6-13.8 13.6-13.8 
Range oil 2 13.1 13.) 13.1 
P. W. distillate... 13.6 13.6 13.6 
No. 2 fuel. . a 12. 1-12.6 12.1-12.6 12.1-12.6 
U.G. 1. gas oil... 10 10 10 
No. 5 fuel. ...... 9.2(2) 9.2(2) 9.2(2) 
No. 6 fuel. ...... 8.45(2) 8. 45(2) 8.45(2) 


Ohio—Quotations of 8. O. Ohio for delivery to Ohio points. 


Kerosine........ 13.1 13.1 13.1 
ae 12.9 12.9 12.9 
No. 2 fuel. ...... 11.9 11.9 11.9 
California - Los Angeles District: 
Rack: 
Stove dist.— 
PS 100 .. 9.25-10.2(2) 9.25-10.2 9.25-10.2 
Diesel fuel 
PS 200 9.3-9.8 9.3-9.8 9.3-9.8 
Light fuel— 
i {2)$2.65 2)$2.65 (2)$2.65 
Heavy fuel— 
er (3)$2.15 (3)$2.15 (3)$2.15 
Tank Car: 
40-43 w.w. kero... 13.8 13.8 13.8 
Stove dist— 
PS 160........ 9.25-13.7 9.25-13.7 9.25-13.7 
Diesel fuel— 
PS 200 9.3-12.2 9.3-12.2 9.3-12.2 
Light fuel— 
3 300.. . (2)$2.65 (3)$2.65 (3)$2.65 
Heavy fuel— 
PS 400... . (3)$2.15-2.30 (3)$2.15-2.30 (3)$2.15-2.30 
Tank Truck (400 gals. or more): 
40-43 w.w. kero... 17.3 17.3 17.3 
Stove dist— 
PS 100..... 14.2 14.2 14.2 
Diesel fuel— 
PS 200 ; 12.7 12.7 13.7 
San Francisco District: 
Tank Car: 
40-43 w.w. kero... 14.3 14.3 14.3 
Stove dist— 
PS 100... 14.2 14.2 14.2 





Paragon 


EV &-4100 














30 €. 40 St., N.Y.C. 























11.5-12 

11.5(2) 
(2)11-11.25(2) 

10.5(2) 


12(2) 
10.5-11 
10.75-11.55 
10.5-11.3 
10.5 


(2)11.9-12.25 
11.55-11.8 
11.8-12.1 
11.35-11.55 
11.25 


x13.6-13.8 
x13.1 
x13.6 
x12.1-12.6 
10 
9.2(2) 
8.45(2) 


13.1 
12.9 
11.9 


9.25-10.2 
9.3-9.8 
(2)$2.65 


(3)$2.15 


x9.3-12.2 
(3)$2.65 
(3)$2.15-2.30 


17.3 


GASOLINE 





Apr. 16 
Diesel fueh— 

PS 200 12.7 
Light fuel— 

PS 300..... $2.70 
Heavy fuel— 

PS 400... $2.35 
Tank Truck (400 gals. or more): 
40-43 w.w. kero.. 17.8 
Stove dist— 

PS 100.... ‘ 14.7 
Diesel fuel— 

PS 200...... 13.2 


Pacific Coast 
Ships’ bunkers, or deep tank lots, 


San Pedro, Calif. 

Diesel—PS 200. $4.83(5) 
Bunker C—PS 400 (4)$2.10-2.20 
San Francisco, Calif. 

Diesel—PS 200. $5.05(4) 
Bunker C—PS 400 (3)$2.15-2.25 
Seattle, Wash. 

Diesel—PS 200. $5. 25(4) 
Bunker C—PS 400 (3)$2.45-2.50 
Portland, Ore. 

Diesel—PS 200. $5.25(4) 





Bunker C—PS 400 (3)$2.45-2.50 
Mexico 

Ships’ bunkers; U.S. dollars per bb! 
Guaymas 

Diesel... . . .-- $6.20 
Bunker C....... $3.10 
Manzanillo 

Diesel enon $5.38 
BunkerC....... $3.10 
Minatitian 

Diesel........... $4.15 
Bunker C....... $2.20 
Salina Cruz 

Diesel........... $5.38 
Bunker C....... $3.10 
Tampico 

aes $4.15 
Bunker C....... $2.20 
Veracruz 

Bunker C....... $2.20 


At most Atlantic Coast points prices of some sellers for distillate fuels to bu!k commercial 
-onsumers are 0.15¢ higher than prices shown. 


NATURAL GASOLINE 


Prices are to blenders on freight basis shown; shipments may originate in any Mid-Coo 


tinent manufacturing district. 
Apr. 16 
FOB Group 3 


Grade 26-70 .. 4.5 (Quotations) 


FOB Breckenridge, Tex. 


irade 26-70 . 4 (Quotations) 


Producers’ contract prices, tank cars. 


Apr. 16 

Propane: 
New York Harbor 9.05-9.3 
Philadelphia, Pa.. 8.8(3) 
Toledo, Ohio..... 8 
Houston, Tex.... 4.5-4.75 
Oklahoma 

(Group 3)..... 4.5(9) 
Baton Rouge, La. 4.675-4.875(2) 
Shreveport, La... 4.75(3) 


New Orleans, La. 4. 875(2) 


DISTILLATES & FUBLS 














Apr. 9 Apr. 2 Mar. 26 
12.7 12.7 12.7 
$2.70 $2.70 $2.70 
$2.35 $2.35 $2.35 
17.8 17.8 17.8 
14.7 14.7 14.7 
13.2 13.2 l 







$4. 83(5) $4. 83(5) $4 
(4)$2.10-2.20 4)$2.10-2.20 (4)$2.10-2.2 






$5.05(4) $5.05(4) $5.05(4 















(3)$2.15-2.25 3) $2. 15-2.25 3)$2.15-2.25 
$5.25(4) $5.25(4) $5.25(4 
(3)$2. 45-2. 50 3)$2.45-2.50 3)$2. 45-25 
$5.25(4) $5. 25(4) $5.25(4) 
(3)$2.45-2.50 3)$2. 45-2. 50 3)$2.45-2.50 
of 159 liters 
$6.20 $6. 2 $6. 2 
$3.10 $3. 1 $3.10 
$5.28 $5.28 $5.28 
$3.10 $3.10 $3.10 
$4.15 $4.15 $4.15 
$2.20 $2.26 $2.20 
$5.38 $5.28 $5.28 
$3.10 $3.10 $3.10 
$4.15 $4.15 $4.15 
$2.20 $2.20 $2.20 
$2.20 $2.20 $2.20 










Apr. 9 Apr. 2 Mar. 26 







4.5 (Quotations) 4.5 (Quotations) 5 (Quotations 






4 (Quotations) 


Quotations) 4.5 (Quotations 










LP-GAS 

Aor. 9 Apr. 2 Mar, 26 
9,05-9.3 9.05-9.3 9.5-9.3 
8.8(3) 8.8(3) §.8(3) 
8 8 ~ 
4.5-4.75 4.5-4.75 4.5-4.75 
4.5(9) 4.5(9) 4.5(9) 
4.675-4.875(2) 4.675-4.875(2) 4.675-4.875(2 
4.75(3) 4.75(3) 4.75(3) 
4.875(2) 4.875(2) 4. 875(2) 











Fluorescent color for 
solvent extracted and 
additive lube oils. 


e 
Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 








Boston 
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HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 








Maine to South Carolina 





630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 






fe] prices REFINERY AND TERMINAL 


LUBRICATING OILS LUBRICATING OILS 
March 19 prices unchanged from March 12 except as noted Apr. 16 Apr. 9 Apr. 2 Mar. 26 


Western Penna, Apr. 16 Apr. 9 Apr. 2 Mar. 26 a Olle—Vis. at na Souls Oats 21(5) 21(5) 
Viscous Neutrals—No. 3 col. Vis at 70° I } "5(5) rH 5(5) = a 22.805) 
200 vis. (180 at 1 i no ; 3 3)23 5-24 (: 
10 ~—y ; — sar ‘“ 23 3(2 93 (3)23.5-24(2)  (3)23.5-24(2) — (3)23.5-24(2) (3) 23.5-24(2) 

~ p.t oy 22(2) 22(2 wale South Texas . : 

<9 p.t. 215 ole ‘ ‘ Vis. at 100° F FOB 8S. Tex. refineries for domestic and/or export shipment 
150 vis. (143 at 100°) 400-405 ft Pale Olls: 

10 p.t 15 1 l 


t yi 


15 p.t 5 20.2 30.5 5 4 col 12. 25(6) 12. 25(6) 12. 25(6) 12 3516) 
25 p.t )19.5-20 3)19. 5-2 319. 5-2 5 i 

13.75(6) 13.75(6) 13.75(6) 3.75(6) 
14.25(6) 14, 25(6) 14. 25(6) 14.25(6) 


Bright Stock 
145-155 vis. at 210’, No. 8 col. 
10 p.t... :. 26 


col 
v . 6 500 vis. No. 24- 
15 p.t . 25 3% col 


~ ‘ 25 i 14.75(6) 14.75(6) 14.75(6) 14.75(6) 
25 p.t - 24(5) 24(5 4(5 5) 750 vis. No. 3-4 
Cylinder Stocks 


15(6) 15(6) 15(6) 15(6) 
600 s.r. filterable 2 ) 17.5-18(2 )17.5-18 


0 I Bicscscccsscs SD 15.5(6) 15.5(6) 15.5(6) 
+4 Beexeaten (3)18. 5-19 18.2 x18.5(4 2000 vis. No.4col.  16(6) 16(6) 16(6) 16(6) 
’ lash : e 20-20. 2 20.5 D( x20(5 
830 fiash..... 3 21(3 3 x21(3) Red Oils: 

100 vis. No. 5-6 : 
Mid-Continent | ER 12. 25(5) 25(5) 12, 25(5) 12.25(5) 
FOBTulsa basis, for domesti ly 10°neutrals, vis i 


at 100° 0-10 p,q sli phic ; 13.75(6) 75(6) 13.75(6) 13.75(6) 
Bright Stock—Conventional WR cscs ai 14. 25/6) 25(6) 14.25(6) 14. 25(6) 


200 vis. D, 
10-25 p.p , { ) col 14.75(6) 75(6) 14.75(6) 14.75(6) 
150-160 vis. D i 
0-10 p.p. 22(2 (2 22(2 »2(2 | 15(6) 15(6) 15(6) 15(6) 
10-25 p.p 5 5 1.5 . No. 
120 vis. D, I. 15.5(6) 15.5(6) 15. 5(6) 15. 5(6) 
0-10 p.p. | 9 1 
Bright Stock—Soivent col : pe 16(6) 16(6) 16(6) 16(6) 
150-160 vis., 
0-10 p.p., 95v.i.(4)24-25 


Neutral Oils—C ionalPale Oil AVIATION GASOLINE 
eutral Oils onventional—Pale Oils 
60-85 vis, ree (MIL-F-5572) 
No. 3 col . 14.25 14.25 25 d Gulf Coast Cargoes Apr. 16 Apr. 9 Apr. 2 
86-110 vis Cargoes 
No. 2 col 5 ; aioe . 
150 is No. 3 col ey 16.7! ~ 16 75 Grade 115/145. . 18.5 18.5 18.! 
180 vis. No. 3 col 36 Grade 110/130... 17 17 17 
200 vis. No. 3 col 7.25(2 7.25(2 7 95 17.93 Grade 91/96 15.5 15.5 15 
250 vis. No. 3 col f 7.5 7 & 78 Baltimore, Md. 
280 vis. No. 3 col 7.75 17.75 75 17.75 Grade 100/130... : 19.1 19 
300 vis. No. 3 col 18 Grade 91/96 17.6 7 
Neutral Oils—Solvent—95 v.i. Grade 80 : 
370-380 vis (2)19.5-20.5(3 19 5-90.53 ) 0) (3 19 5-20 B(3 Boston, Mass. 
200-210 vis... . (3)19.75-20.75(3) (3 75 75(3) (3)19.75 ° 75 19.75 53. Grade 100/130... 19.2 19.2 19 
100 vis (2)20.25-21.25(2 (). 25--21.95(2) 5-9] OF ) DF oF Grade 91/96 17.7 ¥. 
a aaa aa aaa i a a) Grade 17 17.2 17 
Cylinder Stocks Charleston, S. C. 
ee a a : os — Grade 100/130... : H4 , te . 
vive green 4.0 (ue 4.0 io ? - ‘ 
Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gul ——e oe 17 17 
for export. 4 
Houston, Tex. 
Bright Stock, vis. at 210° Grade 100/130... 18 
150-160 vis.: 16. 16 5 
0-10 p.t., 95 v.i. 25(5) 255 5 (! 95(5 Frade 80. 16 18 














This Is Your 


accurate, complete DAILY PRICES Market Place! 
Platt's OILGRAM Price Service . a 


Daily Oil Prices Direct from NATIONAL PETROLEUM NEWS 
the World’s Leading Oil Centers 330 West 42nd St., 


XK timely, reliable market information delivered to your desk New York 36, N. Y. 
by fastest mail —- every morning! 














Accurate daily reporting of more than 800 prices of re- 
fined petroleum products. 


PLUS up-to-the-minute news of events affecting oil prices 


and markets. Dependable Supply 


SPECIAL! Try the OILGRAM Price Service for two weeks ‘ , , 
at our expense. Learn first-hand how valuable it can be. Ynitorm High Quality 


Platt’s OILGRAM Price Service N; i Sh 
McGraw-Hill Publishing Company, 330 W. 42nd St., N.Y. 36, N.Y. £ ents 
Yes—I want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. 


COMPANY TITLE a Couns 
STREET i 
CITY STATE OKLAHOMA CITY 
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REFINERY AND TERMINAL 


March 19 prices unchanged from March 12 except as noted 
AVIATION GASOLINE 
(MIL-F-5572) 

Apr. 16 Apr. 9 Apr. 2 
New Orleans, La. 
Grade 100/130... 18 18 18 
Grade 91/96... .. 16 5 16.5 16.5 
Grade 80....... 16 16 16 


New York, N. Y 

Grade 100/130. 19. 1/2) 19 1(2) 19 
Grade 91/96. 17.6/2) 17 6(2) 17 
Grade 80 17.1(2) 17 1(2) 17 


Norfolk, Va. 

Grade 100/130. . 19 
Grade 91/96. ... , 17 
Grade 80 17 


Toledo, Ohie 
Grade 100/130 
Grade 91/06... 
Grade 80 


NAPHTHAS & SOLVENTS 


Apr. 16 Apr. 9 Apr. 2 Mar. 26 
Baltimore, Vid. 
Mineral spirits 18 5(4) 18. 5(4) 16 5/4) 16 5(4) 


Boston, Mass. 
V.M. &P. 

naphtha aan 18 5(4) 18 5(4) 18 5(4) 
Mineral spirits .. 17_ 5/5) 7 5/5) 17 At5) 


New York Harbor 

VM. &P. 
naphtha 

Mineral spirits 


Philadelphia, Pa. 
V.M.& P. 

naphtha ate 17. 5(4) 17 5(4) 17 5(4) 17. 5(4) 
Mineral spirits. . . 16.5(5) 16 5(5) 16 5(5) 16. 5(5) 


Providence, R. 4. 


V. M. & P. 
naphtha 19.5 19.5 19.5 19.5 
Mineral spirits... 17. 5(5) 17.5(5) 17.5(5) 17.5{5) 


FOB Group 3 


Stoddard solvent 12.375(4) 
Cleaners naphtha 12. 875(3) 
Vv. M. & P. 


as 12. 875(4) 
Mineral spirits. . . 11.875(4) 11.875(4) 11.875(4) 11.875(4) 
Rubber solvent... 12.875(4) 12.875/4) 12.875(4) 12.875(4) 
Lacquer diluent... (2)13 125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 
Renzol diluent... (2)14 125-14.625 (2)14.125-14.625 (2)14 125-14 625 (2)14.125-14.625 


12.375(4) 
12.875)3) 


12. 875(4) 


12.375(4) 
12.875(3) 


12.375(4) 
12. 875(3) 


naphtha 12. 875(4) 12.8754) 


Western Penna. 

Oii City: 

Stoddard solvent 16.5 16.5 16.5 16.5 
Pittsburgh: 


Stoddard solvent 16.5(3) 16.5(3) 16. 5(3) x16. 5(3) 


Ohio— Quotations of 8. O. Ohio for delivery to Ohio points. 
V.M. & P. 

naphtha 18 18 
Mineral spirits. . 17 17 
Stoddard solvent 17 17 
Rubber solvent.. . 15.875 15.875 
E. Tex. (Truck transport lots) 
Stoddard solvent 12.25 12.25 


Cent. W. Tex. (Truck transport lots; 
Stoddard anivent 11.5 


JET FUEL 
(MIL-F-5624) 
Gulf Coast Cargoes = Apr. 16 Apr. 9 Apr. 2 Mar. 26 
Grade JP-4 9-9 25(2) 9-9 25(2) 9-9 25(2) 9-9 25(2) 


PETROLATUMS 


Apr. 16 Apr. 9 
Western Penna. 
Bbls.; carloads; tank cars. 2¢ lees 
Snow white.... 4(2 
Soft white 


Light amber... 
Amber 


5.75-6 
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PARAFFIN WAX 
Apr. 16 Aor. 9 Apr. 2 Mar. 26 


Western Penna. (t.c. In bulk) 


124-6 AMP white : 
crude scale... 6(3) 6(3) 6(3) 6(3) 


Atlantic Seaboard 
Melting points are AMP, 3° bigher than EMP. Prices for caricad lots. Domestic prives 
FOB refinery; scale in bags or bbis.; fully refined, slabs loose. Exp« t prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons 
Aor. 16 Apr. 9 Aor. 2 Mar. 26 
New York Domestic 
124-6 white crude , 
seal 8.1! 8.1(3) §.1(3) 8.1(3) 
: a 
9.05(4) 9.05(4) 9.05(4 
9.05(4) 9.05(4) 9.05(4) 
10.55 10.55 10.55 
New York Export 
124-6 white crude 
scale oak 
Fully Refined 


85-145 


NOW READ 


COMPLETE—Petroleum Prices! Facts! . . . 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Platt’s OIL PRICE HANDBOOK provides finger-tip information 
for busy oil executives marketers buyers sellers 
company and association statisticians research analysts 
accountants in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 


business library 


Platt’s OIL PRICE HANDBOOK contains all the vital oil price 
information for the year of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
any oil price or any oil price change merely by turning to the 
appropriate conveniently die-cut marginal index the low 
and high for any given day, the lows and the highs monthly 
and yearly averages for any given petroleum product 


More complete than any of the 31 previous editions, with a 
new and improved type style, the new Platt’s Oil PRICE HAND 
BOOK sells at $20.00 per copy. It comes to you 


o na durab e 
and attractive cover, case bound. This edition is printed in a 


mited quantity rush your order for y py today 
Send your order with payment to 


Reader Service Department 


National Petroleum News 
330 W. 42nd Street, New York 36, New York 





1955 


Platts 
AN PRICE ANDBIOK 


and O\LMANAC 





fe} prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, sncluae 
inspection fees as shown in next column. Gasoline taxes, shown in separate 
column include 2¢ federal and state taxes; also city and county taxes 
as indicated in footnotes. Kerosine tank wagon prices also do not include 


Inspection fees per gal., included in both gasoline and kerosine prices 
unless otherwise specitied, are as tollows: 

Ala. 1/40c¢ on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/2Sc; 
Kan. 1/100¢; La. 1/32c; Minn, 5/200c; Mo. 1/25¢; Neb. 2/100c; Nev. 


1/20c; N.C. 1/4c; N. D. 1/20c; Okla. 2/25e; S.C. 1/8e; S.D, 1/40c; 
Tenn. 3/5c; and Wisc. 3/100c, ; 
Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8¢; Towa 1/50c; 


5« 


taxes; kerosine taxes where levied are indicated in footnotes, Discounts 
tf any, are shown in footnotes. These prices in effect April 15, 1956 
as posted by principal marketing companies at thei~ headquarters’ offices 
but subject to later correction Mich. 1 


Socony Mobil 


Mobilgas Aircraft Mobilgas 
Grade Grade Grade (Regular Grade) 
Gasoline 80 91 100 Cons. Dir. 
Taxes T.V. T.87. T.H. TH. TH T 


Mobil 
*Mobilfuel *Mobilheat No.4 No. 6 
Diesel (No. 2 Fuel) Fuel Fuel 


*Mobil Kerosine - ¢ 
Cc T.C. T.W T.C. Yard ¥ rw. T.W. 


¥r.c. Yard 


New York City: 
Manh 
SS ee 
Kings 


11.0 


a. 
eh ga eagles 
wwweaw 


Norcae 


Richmond... 
Albany, N. Y.. 
Binghamton... 


22.6 23.6 
22.6 23.6 25.6 


eanaaanra 4 


* OO. 
an 
on 


° 


Jamestown.... 
Mt. Vernon.... 
Plattsburg 
Rochester. .... 
Syracuse 6 
Bridgeport, Conn 

8 


22:6 28.6 


He RANOROAe: & 
a 
KHON: COnwo: 


eet et et 
=== bo 
o- 2 


te: w: 


—m- 
on 
— mee 
=: 
coo 
Oo 


ORAS AAAIC: DEED: wa: 
AOn 


a 


Boston, Mass. . 

Concord, N. H. 

Lancaster ‘i> 

Manchester.... 7 akties as 

Portsmouth... 7 22.5 : a ane 4 
6 21.3 : : 14.6 
7 hus Kas re 16.1 


AOCOAMRCORARL: 


8 

Providence, R. I. i 10.7 
Burlington, Vt. 12. 12.7 wiriake f 12.2 
Rutland 7 saa cations earns ae 17.8 8 : 13.1 aoe wee 0 — 
Taxes: N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more 

Mobilfuel Diesel—All points, tank wagon less 0.5c for deliveries of 800 gals. or more. 

Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals 


Effastive dates: xMar. 15; ®Mar. 20 *Commercial Consumer TC prices 15¢ higher. 


12 2 
2.2 
12.6 


mt DOCOMO IO WOOD ROMowNeRoooooS 
HOO RONIHOOHOOOORarMmowmmmoooooso F 


mnooecoocoooocososcoesoooseoooossosso 
ANaarwe: 


Fuel Oils—T.W.—Chieago, Il. 
Standard Standard 
Heater Oil Furnace Oil 


1-99 gals....... ‘ BTid 16.1 
100-149 gals......... 16.1 : 

150 gals. & over oe 
100-899 gals. pate 15. 
400 gals. & over nals 14 


Indiana Standard 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 

of Indiana bulk plants where the company’s prices are publicly posted. 
1 
Red Crown ——_—__—————-Standard Furnace O0il————— 6 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 
Dir. lime sine 1-99 gals. 174 349 849 gals. gals. 


T.W. Taxes T.W. gals. & over gals. gals. gale. & over & over Stanolex Stanolex 


Fuel A Fuel C 
vee nee nee . ce 1-749 gals........ 11.4 10.25 
16. 5.8 outs s ee 750 gals. & over 10.65 9.5 
16 on ‘aes rare 
16. aes eo 13.8 


Chicago, Ill......... 16.8 
South Bend, Ind. 9.§ 17.7* 
Detroit, Mich. 17.3 
Mpls.-St. Paul, Minn. 

Des Moines, Ia... .. 

St. Louis, Mo....... 

Wichita, Kans. . 

Omaha, Nebr... . 

Fargo, N. D... 


Taxes: St. Louis, Mo., gasoline tax includes lc 
city tax. Des Moines, la., kerosine and furnace 
15 , oil prices do not include 7e state tax. State 
es : fal aes winctah. ares sled sales, occupation, consumer and use taxes to be 
added, where applicable. 

Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 
tity deliveries. 

ote: Premium-grade gasoline t.w. prices gen- 
erally 2c above regular. 

*“Temporary” price. 


SPADMWDIARDDIBDA~ 
Seoeoococscooocoeoecoco 
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Milwaukee, Wisc.. 





Clay & Bailey 
QUICK OPENING PRESSURE DOME 


2 





Ohio Standard 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) 
Sohio Sohio Con- Re- Kerosine No. 1 No. 2 
Gasoline Avia. Avia. . sumer __ sell- .W Sohio- Sohio- 
80 91 T.W. ers S.S. Heat Heat 
23.75 24.75 15 6 
23.75 24.75 15 } 
Cincinnati... ‘ 23. 24.75 15. 
Cleveland.... ‘ 23. 24.75 15 
Columbus.... > 23. 23.75 15 
Dayton...... ‘ 23. 24.75 15 m 7 
23. 24.75 15. 5 No. 1197 


Mansfield... . 23. 24.75 15 y 
Marion q. 23. 24.75 15. 4.6 Designed for use on transport tanks 


Portsmouth. . 23.75 24.75 15 6 for Casing Head gasoline or similar 
Toledo 23. 23.75 15 products being handled under pres- 
Youngstown.. 23. 24.75 15. ; sures up to 45 pounds. Can be 
Zanesville... 23. 24.75 15.6 ; furnished installed on a 16” or 18” 
round manhole made from 1%” steel. 
Taxes: Hangar operators can purchase aviation gasoline less 5c per gal. State Road Tax by supporting This 8 a quality product. Write for 
purchase with State Tax Exemption Form A-10 to supplier. drawing and prices. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. CLAY & BAILEY MFG. Co 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal., add 2¢. Dept. N P 1 
Naphthas & Solvents—Prices are for t.w. and drum deliveries of 500 gal. or more. 6408 East Fortieth St. 

Premium-grade gasoline prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices Kansas City 29, Missouri 

are at company operated stations. 
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CHEVRON H (Prices are per imperial gal.; t. Taxes: Gasoline taxes are provincial taxes. 
Standard of (Regular) Av. 80/87 Gaso- Imperial arrive at price per U. S. gal, Notes: ‘ 
California i A yA 2 line Oil , Subtract 1/6th.) Premium-grade gasoline t.w. prices 3c abeve 
400 Gals. & over Taxes regular. 


Esso 
San Fran., Cal...... 16. 20 (Esso Gasoline Furnace * Price is for premium grade. 
Los Angeles....... 16 19 


Regular) Oil No. 
Fresno 18 21 Dealer Gasoline 2 fuel 
Phoenix, Ariz. 18 22 T.W. Taxes ° T.W. 
Reno, N Lah 22 
Portland, Ore....... 17 20 
Seattle, Wash... 20 
Spokane 23. 
ee 20. 
Boise, Idaho.... 24 
Sat LANO......... 21. 
Honolulu, T. H..... 21 
Fairbanks, Alaska... 32 
Juneau ‘ 22 


St. John’s, 

Nfid 5. 1 
Halifax, N. S. : 1 
St. John, N. B. 1 
Charl’town 

i» > CRE 
Montreal, Que. 

Toronto, Ont. 
Hamilton,Ont. 
Winnipeg, 
Man. oe . Dallas, Tex. 
Standard Standard Brandon, j Ft. Worth.. 
Diesel Standard Stove Man....... 3 21.8 ) Houston... .. 
Kerosine Fuel Furnace Oil Regina, Sask.. : l é San Antonio.. 
4 TT. OO F.T.. T.F. Saskatoon, 


gee: Ss ; 27 5 Notes: 
(400 gals. & over) (ex all taxes) omen “Alta. ; T.W. prices are to all classes of dealers and 


13.2 7 > : ; consumers. . 

12.7 2 ~— ‘ : Premium-grade gasoline t.w. price 2.5¢ 
14.0 5.5 Vancouver, above regular. 

15.1 A De Cees xEffective Feb. 8. (Price corrected) 
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Humble Humble cciiataia 


Gasoline Gaso- — 
Oil Regular line Tank Re- 
. Retail Taxes Wagon tail 
x20.6 7.0 17.5 
x20.6 7.0 17.5 
20.5 7.0 17.5 
20.8 7.0 17.5 


_ 
NASCAWBWOWMODW~IM BO 


nmryenwn 
OTN 


RMOOAN ANT RwRHOoRS 
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bat bet pat pt 
Coron 


San Fran. 
Los Angeles. . 
Fresno...... 
Phoenix..... 
Reno 
Portland... . 
Seattle...... 
Spokane. ... 
Tacoma. 
AP 
Salt Lake. .. 
Honolulu 
Fairbanks. . 
Juneau 





OOWCDN OTN 


tte we 
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Taxes: 
Boise—8c gas tax applies to motor fuel only; 


avgas taxes are 2c federal, 2.5c state. * 
Salt Lake—7c gas tax applies to motor fuel 

only; avgas taxes are 2c federal, 4c state. 
Honolulu—10.5 gas tax applies to motor fuel 


only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.5% to consumers. 

Alaska—T7e gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3c_ territorial. 
Standard Diesel/furnace oil prices are ex 6c 
territorial 


Notes: 

Gasoline—-For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are FIG. 285 
3¢ a gal. a o Chevron oe) i 
quantity delivered, except at Boise and Salt 
yn which are 2.5¢ higher. For a Sa CYLINDRICAL SCREEN TOP CLEAN OUT 
40 gal. deliveries, and 5.5¢ gal. to 400-gal-and- 
over price, except at Honolulu, add 5.0¢ gal. STRAINER STRAINER 
for less than 40 gals. (Marine) and less than ee . ' _ 
100 gal. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0¢ for 91/98, ° : 

Ste for 100/130 and &.0¢ for 116/145, ; bo risk delays, <nenee or the — - eager of _ 
erosine—T.T. prices apply to deliveries o i i rotection wi 

400 gals. and over. For other deliveries: less me equipment waen — con oe Coe 

than 40 gals., and Ile. 200-399 gals., add 3c Morrison Line Strainers? 

pa hd gals., add 6c; tank car/truck trailer, 

deduct 3.5c. ° ‘ ° i ‘ 

gi Standard Diesel/Furnace, Oil and Standard Morrison Line eae ee fine a 

Stove Oil—T.T. prices are for deliveries of 400 r, wi re- 

gals. or more. For other deliveries: 40-199 gals., screens arranged to cate oreign marTer, easy 

add 1¢;, 200-399 gals., add 0.5¢; less than 46 moval, large areas of fine mesh for unimpeded flow backed by 

als., 5e. *,: ° Lt 

eeStandard No. 2 Burner Oil. coarse screens for additional strength. Size ranges from 142” to 


ia 8” in Fig. 285 and 2” to 4” in Fig. 286, top clean out style. They 
Texas oe are available in various meshes for different liquids. 


Co. Nealer Gasoline Dealer 
PLAY SAFE! 
Every Line Needs A GOOD Strainer! 








0 
0 
0 
0 


Dallas, Tex. 

Ft. Worth. ; 

Wichita Falls 

Amarillo. ... 

cl 

El Paso.... 

San Angelo . 
ees 

\ustin....... 

Houston 

San Antonio..... 

Port Arthur 








mM eeNwnANwe : 
29 a9 a9 0} a3 09 <3 09 09 29 09 03 
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MORRISON BROS. COM PANY 
classes of eonsumers with minimum delivery Oll EQUIPMENT HEADQUARTERS 


of 50 gals. - 
Premium-grade gasoline t.w. prices 2.5¢ SH 6 YO UE 1OWA 


above regular 


Notes: Dealer t.w. prices apply also to all 
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—{-j prices TANK WAGON 


A i ic G i 1 D 4 (N.B. Prices are Continental's tank- 
tlantic ga oe ry ?y Cont I wagon prices. Current selling price 
Refining T.W T.W. Ss pt Fuel T.W. WwW Oil may vary from those shown because 


Phila., Pa... - Taxee 14.65 of local conditions.) 
15. 25 


20. Conoco Demand 
N-Tane (3rd Gaso- Kero- 
(regular) Grade) line sine 
Ta nk Wagon Taxes T.W 


Allentown 
Harrisburg. . 
Wilkes Barre..... 
Williamsport 
Pittsburgh. . 
Altoona 

( jreensburg. . 
Wilmington, Del 
Hartford, Conn 
New Haven.. 
Boston, Mass 
Springfield Me? 
Providence, R. I.. 
Camden, N. J. 
Newark. 

Albany, N. Y. 
Binghamton 


wwewo 


x16.7 
x19 
x17, 
x16. 
x17. 
x19. 


Denver, Colo... .x17.1 
Grand Junc x19.7 
8 

Casper, Wyo..... 9 
y 7.9 
Billings, Mont...x19.0 
| ee 20.1 
Great Falls 9.0 
> 


Coroner 


DWROCOCHOH A mmm - 
NW: WOCCOOOOAARS 


00 00 00 20 CO mmm Oe 


Salt Lake, U..... 
Twin Falls, Ida. 

Albuquer., N. M 
Roswell 


Muskogee, Okla. . 
Oklahoma ney 
Tulsa.. 


xEffective April. 4 


or 


14.5 
15.1 
15.4 
x16.0 
15.6 
15.7 
0 15.5 
16.8 


QO GO 00 © 00 GD GH 3D OOO 000 OO 
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Rochester.... 

Syracuse 

Watertown.. 

Baltimore, Md...... 

Richmond, Va. 4 
Charlotte, N. C. 5.0 


: i495 Taxes: 

0 16.1 Gasoline tax column includes these _ city 
Jacksonville, Fla......... {16.0 0 : sta taxes: Albuquerque & Roswell, 0.5c; Santa 
Miami ‘ 5.4 0 ; Fe, lc. Cheyenne, 1c; Casper, lc. 


Effective dates: xMar. 14; *Mar. 17; “Mar. 26; ®Change sf from 14.9 to 15.8 bar. 17, to 14.9 seer 30; Discounts: 
#Changed from 12.65 to 15.8 Mar. 17, to 14.4 Apr. 5; {Apr. 12; *Changed from 12.9 to 15.8 Mar. 17, to 14.9 Salt Lake City and Twin Falls gasoline and 
Apr. 6, to 13.9 Apr. 13. kerosine prices apply for deliveries of less than 
Heavy Fuel Oils—T.W. No. 5 Fuel No. 6 Fuel 200 gals. ; 200-399 gals., deduct 0.5c.; 400 gals 

Philadelphia, Pa.. : os ? 9.1 7.38 and over, deduct Ic. 
Notes: Notes: 

Premium-grade gasoline t.w. prices 2.5¢ above regular, except Florida 2.25¢. T.W. prices are to consumers and dealers 

Kerosine—Thru Pa. & Del., add 1¢ per gal. for t.w. deliveries of less than 100 gal. at one time. Camden Premium-grade gasoline t.w. prices 2.5¢ 
—Add 1¢ for deliveries of 100-299 gal., 2¢ for less than 100 gal. above regular. 


oa 
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E * see Gasoline 

$$so (Regular Grade) — — 

Standard Gasoline © mihi. " FUEL OILS—T.W. 

Cons. . No.1 No.2 No.4 No. 6 


Mt. Airy.. 
Atlantic City, N. J. 14.5 14.1 


T.W. T.W. Tases T.V. Raleigh 
Atlantic City, N. J.. 15.0 Salisbury. . “gr 94.106 $3 236 
Baltimore, Md..... . .15 4.42 3.28 


Newark. ee Charleston, 8. C. 
Baltimore, Md.. Columbia 
Cumberland partanburg 

Washington, D.C... oe Orleans, La... . Washington, D.C.. .... 65 4.50 3.88 
Danville, Va....... 9 
Petersburg. . 
Norfolk... .. 
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Richmond... Shreveport. . 
Wheeling. Hickory... 
“ergy Taxes: Louisiana kerosine prices do not in- 


Roanoke. New Iberia... . 
Charlotte, N. C.... Little Rock, Ark. Mt. Airy 
cure | 
coy gs a AD ' ‘ clude le state tax. 
; ae Notes: Kerosine No. 1—Atlantic City prices 


Danville, Va........ Baton Rouge 
i Richmond 
Charleston, W. Va... Knoxville, Tenn.. 
ee Se are ee Raleigh. 
are for deliveries of 300 gals. or more; add Ic 


Petersburg. . Alexandria 
Fairmont. a. « 
Salisbury 
WHISTLING TANK FILL SIGNAL “"\calimaaet gumies Ge pee kee 


Norfolk... . Lake Charles. 
Parkersburg. . Charlotte, N. C.. 
aM Charleston, S.C. . 
E Columbia... .. 
: ie Spartanburg..... 
above regular. 


xEffective Feb. 29. 





Kentucky Crown Gaso- 

Net line 
Standard Geckos ‘Tans 
Covington, Ky... .0 
Lexington 
Louisville 














e ? : Jackson, Miss 
Saves from 15% to 30% on delivery —" . Vicksburg 
costs. Assures safety and cleanliness, too! ean as oom, Ala 


VENTALARM Signals are Underwriters ~ ~ po 

: Atlanta, Ga 
Laboratories Listed, and approved by Augusta 
Leading Fire and Safety Authorities. * } Macon.... 
é : Savannah 
A full variety of models to satisfy every : : Jacksonville, Fla. 
tank condition, new or old 5 Miami. 

y Pensacola. 


FULL PATENT PROTECTION ~"s yr Tampa 


SOM mK IWAN DROMNONOm 
= aot be 
CSOCHOMDDE= MOOD BOOE 
sooomummosoocoocoe 
MARAAWONDAOAAm WWOR 














Taxes: 


SCULLY SIGNAL COMPANY | {| crate tos cots incisie, tee city & 


= county taxes: Mobile, 2c city; Birmingham, ic 
174 Green Street, Melrose 76, Mass. ; county; Montgomery, le city & le county ; 
Canadian Branch: SCULLY SIGNAL LTD., * Pensacola, lc city. Other taxes not included in 
ned oes St. W.. Torento, Ontarto : prices: Georgia, kerosine, le; Montgomery, 
kerosine, le; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—Prices in effect April 16, 1956. but subject to later correction: in $ per bbl. of 42 U.S. gal. at the well. 


SCHEDULE 
Gravity 

Below 20... 
20-20.9.... 


Below 21... 
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Prices are shown by 
areas in most states. 


and by general 
GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oi! 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AII fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule 0: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


__ Schedule E (24-29 gravity): Cities Service, 
un. 


LOUISIANA—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTAN A—Sweet Crude 


Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco. 


MONTAN A—Sour Crude 
Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell, 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


rEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


rEXAS—East Central 
Schedule B: Humble, Sinclair 


rEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re- 
public Shell, Sinclair, Sun, Texaco 
Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair 
Texaco. : 
Goose Creek & Other Low Cold Test Fields: 

Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 

Humble, Pan American, Stanolind 
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TEXAS—North, North Central 


Schedule A: Continental, Gulf 
Sinclair, Stanolind, Texaco. 


Magnoliz 


TEX AS—Northeast 
(Asphalt Crudes) 


Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 


down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Phil 
lips, Texaco. 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

Schedule G (24-29 Gravity): Humble, Mag- 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair 
Sun. 


TEXAS West Central 


Schedule A: Humble, Magnolia, Stanolind 
Texaco. 


TEXAS—West Texas Sweet 


Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 


Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure 
Shell, Sinclair, Stanolind, Texaco 


WYOMING—Sweet Crude 


Schedule A: Carter, Continental, Ohio Oi 
Pure, Sinclair, Stanolind. 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 
ARKANSAS 


Smackover (Ark. Fuel, Gulf) 





{LLINOIS 

Ill. Basin (Carter, Texaco, Ohio Oil, Shell, 
Magnolia, Pure, Ashland, Gulf, Sohio) 

Ill. (Sohio) ine sau 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 


Butler Co. area (Owensboro-Ashland 
Owensboro area (Ashland) 

Ragland Grade (Ashland) . <a 
Somerset Grade (Ashland) ieee 
Western Ky., all fields & pools (Sohio) 


LOUISIANA 


Bayou Pigeon (Republic) 
Bear (Continental) 
Bivens (Atlantic) 


Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) . 
Crude (Ark. Fuel, Gulf) .... 


Neale (Atlantic) 
North Louisiana Condensate: 
Cotton Valley (Esso) 
Gloyd (Esso) 
South Louisiana Condensate (Esso) .. 
Sweet Lake (Pure) 
Urania (Ark. Fuel) 
Ville Platte (Continental) 





MICHIGAN 
Only lowest and highest postings of each com- 
pany are shown below. 
Bay Pipe Line: 
Elmw Sere .. $2.60 
Lake George, Stony Lake 2.98 
Leonard Pipe Line: 
Clare City 
Fork & other fields ... 
Pure: 
Adams & Deep River 
Coldwater 
Simrall: 


2.98 


2.80 
3.04 


2.48 
3.06 


Sohio: 
Coldwater 3.08 
MISSISSIPPI 
Baxterville: 
Condensate (Gulf) . 
Crude (Gulf) ........ 
Central Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esso) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) .. 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) . es 
Corning (Seep) .. 

Lima (8.0. Ohio) 





PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep, Tide Water) 
Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 

Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


TEXAS 
Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) 
Chapel Hill: 
Condensate (Sinclair) 
Crude (Sinclair) 
Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) . 
Darst Creek (Humble, Magnolia, 
Texaco) errs 
Quitman-Paluxy (Pan American) ...... 
Tomball (Humble, Magnolia, Stanolind 
Van (Humble, Pure) 
Willamar (Pan American) 


WYOMING 

Big Sand Draw Condensate (Sinclair) .. 

Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 

Hidden Dome (Ohio Oil) 

Oregon Basin (Ohio Oil, Stanolind, 
Texaco) : : ; : ; 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 


Coal- 
inga 
.90 
.94 
00 
06 
12 
18 
24 
.80 
86 


Gravity 
12-12.9 
13-13.9 
14-14.9.. 
15-15.9 
16-16 
17-17. 
18-18. 


a” 
— 


~ © 


NNNHNM HY HY Ww 
go to 8 


aon 


1 


2 2 Ww SO dS 


a 
S 
i 
wo 
o 


t 
o 


wn 
= 
' 
ao 
- 


32-32. 
33-33. 
34-34. 
35-35. 
36-36. 
37-37. 
38-38. 
39-39. 
40-40 


1 
2. 
2. 
2. 
2. 
2. 
2 
2. 
2. 
2. 
2. 
2. 
2. 
6 2. 
2. 
2. 
2. 
2. 
2. 
8. 
3. 
8. 
3. 
3. 
8. 
3. 
3. 
3 


43 


*Prices are same for Elk Hills (Shallow) and Midway 


tStevens Zone. 
#Long Beach. 


“ 


CWO MMANN NNN NNN NHNNHNNHNN & & & 


Buena 
Vista* 


87 
89 


-93 


00 
07 
14 


21 
28 
35 


41 
48 


55 


62 
69 


.76 
84 


91 
98 
04 
11 
16 
20 
24 


Elk 
Hillst 


Huntington 


Beach Hills 


Inglewood 


wn 


BOWNNNNNNNNNNNNNNN NN - 
tA 
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$2.47 
53 
-60 
.67 
74 
80 
87 
-95 
02 
09 
15 
20 
24 
.28 
.83 
37 


unset. 


wCwwwwewwn hs © & wd & tr 


n 


Kettleman 


Wheeler 
Ridge 


Signal 


Hill# Wilmington 


Torrance 


$2.08 
2.14 
2.19 
2.25 
2.81 
2.36 
2.42 
2.48 
2.53 
2.59 
2.65 
2.70 
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is now available in the latest edition of 
Platt’s Oil Price Handbook. 


New Price Handbook Ou 


Complete information on 1955 oil prices 


Individual copies sell for $20 and may 
be ordered from National Petroleum 


News’ Reader Service Department. 
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Venezuelan Crude Prices 


Prices per bbl. for cargo-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without 
notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity 
applies for gravities below and above those shown, 
except as noted. Prices for crude oil sold at points 
other than those indicated subject to variation 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 


Colon Development Co. Ltd. 
FOB Cardon 


Gravity 
Crude AP Price (Bbl.) 
West Tarra.......0. 40.0-40.9 $3.05 
La Cruces/ 
Los Manueles. . . . .80.0-30.4 2.50* 


Compania Shell de Venezuela 
FOB Puerto La 


San Joaquin......... 41,0-41. 3.04 
Ce a wickowanvee 82.0-32.4 2.67* 
B Cardon 
NR vs dnkvxave 33 .5-33.9 2.708 
ee, re 31.0-31.4 2.55* 
CES xs kabowenes 29 .5-29.9 2.40* 
Cabimas..... oocees BB. 4 2.15* 
Lagunillas........... approx. 15 2.05** 
Bolivar Dist. Heavy..12.5-12.9 1.70° 
Creole Petroleum Corp. 

FOB Las Piedras or Amuay 
Bachaquero......... 16.5-16.9 1.90°%% 
Lagunillas Heavy... .Flat 2.05% 

FOB Amuay 
Sere 24.5-24.9 2.25*% 
Tia Juana Medium.. .26.5-26.9 2.30* 
Tia Juana 102 L. P...25.0-25.4 2.52* 
Tia Juana Light..... 31.0-31.9 2.55 

FOB San Lorenzo 
| 21.0-21.4 1.90*f 
FOB La Salina 
Tia Juana Heavy... .18.5-18.9 2.08° 
FOB tomate 
Cumarebo........... 8.0-48.9 3.40 
FOB Palmarejo 
ere ek $ 2.28*t 


CRUDE OIL Foreign—Prices in effect April 16, 1956, but subject to later correction; in $ per bbl. of 42 U.S. gal., except as noted. 


Gravity 

Crude API Price (Bbl.) 

FOB Puerto La Cruz 
San poem "oer 41.0-41.9 3.04 
Oficina... . -35.0-35.9 2.80 
Sn ce wsacacwan 31.0-31.9 2.55 
Tigre..... . -24.5-24.9 2.25° 

FOB Caripito 
ks ic agin Gre 36 .0-36.9 2.82tt 
Wi veccuest cena 32.0-32.9 2.74 
Quiriquire seadcauieds 16.5-16.9 2.21* 
OB ao de Conouat 

ie dos gc eons aes 0.5- 2.05* 


vdesbiliae asmeseeun 1.4 1.84* 
Mene ade Oil Co. 
FOB Puerto La Cruz 

Santa Rosa Stabilized 





Condensate... Flat 3.10 
Anaco Wax. .41.0-41.9 3.04x 
Oficina. .... 36 .0-36.4 2.848 

De wactessseneuen 30.0-30.4 2.57* 
DONS ccuccccouwes 24.0-24.4 2.27* 
RE ee 18.0-18.4 1.954 

FOB Caripito 
po eee 20.5-20.9 2.30* 
FOB Las Piedras 
Bachaquero......... 14.5- 1.76° 
,. Se a 16.5-16.9 1.80° 
Lagunillas........... Fl 2.05 
ee 20.0-20.4 2.05 
DED ntvauacacsmess 29 .5-29 2.40 


Richmond Exploration Co. 
FOB Bajo Grande 
1 flat 1.52 


flat 1.55 


Sinclair - of Refining Co. 
FOB Puerto La Cruz 
Santa Barbara...... 32.0-32.9 2.74 
Guere (Crude Wax- 
MG eidéccewesdes 41.0-41.9 3.04 


Socony-Mobil Oil Co. de Venezuela 

FOB Puerto La Cruz 
San Joaquin......... 42.0-42.9 3.06 
CDs. ks xe nencmans 34.0-34.9 2.76 


Texas Petroleum Co. 
FOB Las Piedras 


nn PETE 29 .5-29.9 2.40* 





Gravity 


Crude API Price (BbI. 
FOB Puerto La Cruz 
BeKcotcesarebaus 32.0-32.4 2.67* 
Rincon. ... , .41,.0-41.9 3.04 
“FOB Tucupita 
ee 16.5-16.9 $1.70°T 


Differential per 44 deg. grav.: ®2¢ bbl. *2.5¢ bbl. 
*3¢ bbl. *3.5¢ bbl. xDifferential applies for each 
full 1 deg. grav. above 41.0 and for each full 4% 
deg. grav. below 41.4. tShallow draft only. **Flat. 

#Also available at La Salina at 3¢ bbl. less. 

ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson/Stony Plain D-2, D-3, L.C........$2.54 
PMS ccccvecdeecdccusedenceaees 2.52 
EONS BPE, BPD, oc cccdccccccosevcceies 2.52 
DN BP ivdnnc dcadcoendecceans ers, 


Fairydell D-2, D-3. 
Fenn-Big Valley D-2, D-3..... 2 

Golden Spike D-2, D-3............ 
Joarcam-North Viking........ ce eamen ne 
Joarcam-South Viking........ aeatvueneet 
SU ES as caceanneceden stduéaeune 
Ledue-Woodbend D- 2, D3..... on heen 
Malmo D-2, L.C dencbsand 
Malmo D- 3 pA aK Ouheedad deme hekewen 


VNNNNMH- 
Cc 


New Serene D- ale adhe ee 
Peavey Viking ,L.C....... 
Pembina Cardium..... 


Nd Nr rd dn 
ae) - 
' 


Redwater D-3......... a heed , 49 
Sturgeon Lake D-3....... SBeadeae . 2.49 
Manitoba 

Daly area-Mississippian............... ine ee 
East Cromer (Daly)-Mississippian......... 2.20 
Virden area-Mississippian................. 2.34 
Woodnorth-Mississippian................- 2.25 
Ontario 

Oil Springs menbins Station. . . 3.00 
Te CLOG Chics cnacadéewsveneakee 3.30 
12th Line Receiving Station Secceuaccaeeans 3.20 
Saskatchewan 

Eureka-Viking 2.38 





Smiley-Viking , A 

Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with?33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. to 
64 & over at $3.285. 








Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive of 
local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown: 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 


Crude Gravity Price 


Arabian (ex Rastanura) 
Esso Export, Mobil Overseas. . Si 9 $1.97 
M. E. Crude Sales... .cccceses $4-84.9 1.93 


Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP Mobil Over- 


DSi ab eu dausceenpant’ 36-36.9 1.87 
ais worets once enw wae 35-35.9 1.85 
ee wel 1.79 

Iranian (ex Bandar gan . 34-34 1.91 


* ‘Shell ‘. CFP 
alte, Gulf Int’l, Mobil 
ndent, Iran 
Sohio- 


BP Trading, Esso Ex 
(Iranian Branch), Iran 
Overseas, Texaco (Iran), Am. Inde 
Atlantic, Richfield Iran, Signal ‘Int'l, 





Crude Gravity Price 


Iran, Tide Water-Iran, Hancock Int'l, Pac. 
Western-Iran, San Jacinto Eastern, Am 
Independent, N.I.0.C. 


Iranian Light (ex Abadan)....... 34-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Iranian Heavy (ex Abadan)...... $1-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell Pet., 
Iran Calif., Mobil Overseas, Tide Water-Iran, 
Pac. Western-Iran, Texaco (Iran), Iran Atlantic, 
Sohio-Iran, Signal Int’l, Am. Independent, 
Richfield Iran. 


Kuwait (ex Mina-al-Ahmadi)..... $1-81.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 


Quatar (ex Said) 
BP Trading, CFP, Shell Pet....40-40.9 2.08 
Mobil Overseas. ..........0.- 89-39.9 2.06 
BD BENG. ck cc cccccvccscess 36-36.9 2.00 






Eastern Mediterranean 


Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 
Esso Export, Mobil Overseas. . 


M. E. Crude Sales. ........-.- 34-34.9 
Iraq i= Tripoli, Lebanon /Banias, 


.36-36.9 2.46 
2.42 


Ca ttesieicnencngs aauns 36-36.9 2.46 
BP Trading, CFP, Esso Export, Mobil Overseas, 
Shell P: 


Far East Crude Prices 


, Prices are in U. S. dollars r bbl. of 42 
S. gals., ex local port or other government 
pS, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indicated. 


Cas keevedsccccecsvoasegncaeus eria Light 
CR cgnkce cece vedas Sarawak Oilfelds Ltd. 
GE MMe o bts ccvecechectucesececneds 37-38 

vce yecnedtadnciecvapeekdgekenueme $2.60 
WEE tacdndaweutuasiudeela Lutong, Sarawak 














(Continued from p. 162) 


the other hand, low sulfur material 
continued in tight supply with prices 
described as being firm. Reports said 
lubricating oil demand also was strong. 


Western Penna. 


Lubricating oil prices edged higher 
following the 20¢ bbl. increase in 
Pennsylvania-grade crude. Bright 
stock was up 1¢ to 24¢ gal; neutral oils 
ranged 0.5¢ to 1¢ gal. higher and 
cylinder oil prices were advanced by 
1.5¢ gal. 

Demand continued to outstrip avail- 
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able supply and most refiners intensi- 
fied their search for supplemental 
quantities to help meet contract com- 
mitments. Active foreign buying inter- 
est had many refiners wondering 
whether all “buy orders” would find 
coverage. 

Petrolatum demand also continued 
strong, and several refiners said they 
were running further behind on ship- 
ping schedules. Several pinch prob- 
lems on light oil supplies appeared, but 
over-all supply position was in balance 
with demand. Gasoline sales were 
slightly better than a year ago, refiners 
commented. a 






NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


April 15 , 16.29 12.58 
Month Ago .. 16.09 12.52 
Year Ago 16.15 12.40 





Dealer index is an average of dealer 
tank wagon prices ex tax in SO cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, New York Harbor, 
Philadelphia, Jacksonville, Boston and 
Gulf Coast 





















STATISTICS 


Gasoline Consumption by States, December, 1955* 


(American Petroleum Institute figures) 


12 Months Ending With 
December 1955 December 1954 
Gallons Gallons 


Month of 
December 1955 
Gallons 


Tax Rate 
December 
Cents 


December 1954 


November 1955 
Gallons 


Gallons 


Alabama 

Arizona 

Arkansas 

California 

Colorado 

Connecticut 
Delaware..... ee wk 
District of Columbia 
Florida 


Idaho..... 
Illinois... 
Indiana 
lowa 


5 
6 


6 


Kansas 
Kentucky 
Louisiana 
Maine és 
Maryland. . ois 
Massachusetts. . 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana. 
Nebraska 
Nevada i 
New Hampshire 
New Jersey... 
New Mexico 
New York ; 
North Carolina 
North Dakota. . 
Ohio 

Oklahoma 
Oregon 
Pennsylvania 
Rhode Island. 
South Carolina 
South Dakota 
Tennessee 


Texas 

Utah rakes 
Vermont... 
Virginia 
Washington. . 
West Virginia. . 
Wisconsin 
Wyoming......... 


Total 48 States and D. 
Daily Average 


Change from previous year: 
Total change _ 


of C.. 


Percentage change in Daily Average.... se aa ; 
*In general, these figures include all gasoline sold or consumed within the 
tThese are State tax rates per gallon. In addition there is the Federal tax 
§Ohio revised: June 264,766,000; Sept. 246,883,000: Oct., 248,837,000. 
{Idaho revised: July, 31,403,000; August, 27,390,000. 


(r) Revised. 


69,877,000 
, 062 ,000 
7,550,000 

, 896 , 000 
,3085,000 

¥ 411,000 
2,247,000 
7,524,000 
,673 ,000 
2,008 ,000 
,670,000 

29 ,045 ,000 
2,453 ,000 
, 981,000 


2,504, 
5,919, 
3,174, 
23,015 
5,120, 
958, 
878, 

5, 347, 
,497, 
3,140, 


802, 


000 
000 
000 


,000 


000 
000 
000 
000 
000 
000 
000 
000 


,000 
,V00 
,000 
,000 
000 
5,000 
,000 
283 ,000 


000 


,000 
,000 
,000 
9,000 
2,000 
2,000 


,000 
5,000 
,000 
3.000 

‘ 000 
,910,000 
,998 ,000 
,640 ,000 


4,480 562, 
149 ,352, 


000 
000 


74,973,000 
83,810,000 
45,474,000 
447,618,000 
34,028,000 
60,399 ,000 
12,729,000 
18,999,000 
130 , 408 ,000 
98,115,000 
16,499 ,000 
226,701,000 
135,946,000 
77,742,000 
79,613,000 
68 ,370 ,000 
74,107,000 
23,750,000 
68 , 304,000 
112,099 ,000 
208 ,298 ,000 
84,255,000 
50,248 ,000 
128 ,816 ,000 
17,341,000 
40 ,027 ,000 
8,517,000 
14 ,346 ,000 
162,216,000 
28 ,094,000 
304,813,000 
112,417,000 
16,315 


"364 ,000 
,715,000 
,671,000 


81,925,000 
874,941,000 
22,108,000 
9,165,000 
102,046 ,000 
67 , 265,000 
41,386,000 
88 ,143 ,000 
10,377,000 


4,526 ,077,000 
146 ,002 ,000 


+211 ,430,000 
4.90% 


66 ,624 ,000 
30,002 ,000 
40,593,000 
462,999 ,000 
43 ,029 ,000 
55,875,000 
11,275 ,000 
18,401,000 
117,038,000 
90,188,000 
16,420,000 
216,007,000 
121,666 ,000 
74,457,000 
81,358,000 
60,959 ,000 
65,419,000 
21,952,000 
61,981,000 
100 ,536 ,000 
189 ,083 ,000 
77,070,000 
45 ,363 ,000 
120,121,000 
17,802,000 
41,066 ,000 
8,835 ,000 
13,166,000 
147 ,589 ,000 
26,540,000 
283 , 007,000 
$7,254,000 
16 ,732 ,000 
227,163,000 
67 ,923 ,000 
44,618,000 
230,557,000 
19,327,000 
50,229,000 
22,804,000 
85,140,000 
407 ,016 ,000 
20,708 ,000 
8,453 ,000 
92,680,000 
65,934,000 
35,700 ,000 
85,252,000 
10,736,000 
4,314,647 ,000 
139 , 182,000 


826 ,042 ,000 
359 ,695 ,000 
517,452,000 
5,615,813,000 
595,460,000 
672 , 868 ,000 
148 ,875 ,000 
207,137,000 
1,373,086 ,000 
1,104,241 ,000 
1249 ,839,000 
2,765 ,454,000 
1,641, 182,000 
1,107,623, 000 


1,027 
778 
832 
292 
768 

1,211 

2,449 

1,152 
579 

1,558 
276 
568 
124 
172 

1,806 
335 

3,515 

1,254 
302 

§2,913 
921 
611 

2,846 
233 
627 
328 


974, 


,915,000 
, 836,000 
,418 ,000 
, 568 ,000 
,602,000 
, 930,000 
698 ,000 
, 328 ,000 
, 838 ,000 
176,000 
, 356 ,000 
, 258 ,000 
, 868 ,000 
, 206 ,000 
, 242,000 
, 344,000 
, 993 ,000 
, 148,000 
,405 ,000 
, 861,000 
,447, 000 
, 163,000 
,509 ,000 
,687 ,000 
,314,000 
,877,000 
778 ,000 


4,438 232,000 
293 '699 000 
119'007,000 

1,155,198 ,000 
863,794,000 
461,372,000 

1,188,278 ,000 
164,638,000 

54,829, 744,000 
148,849,000 


+3, 229,451,000 
+6 .32% 


763,013,000 
$26 ,657 ,000 
484,264,000 
5,256 ,338 ,000 
568 ,070,000 
634,964,000 
129 ,709 ,000 
200 ,979 ,000 
1,233 ,863 ,000 
1,022 ,637 ,000 
239,151,000 
2,634 , 688 ,000 
1,525 ,433 ,000 
1,064,848 ,000 
976 ,865 ,000 
725,955,000 
738 ,007,000 
275 ,285 ,000 
709 ,168 ,000 
1,123,590 ,000 
2,264, 967,000 
1,092,061 ,000 
544,094,000 
1,466 ,087,000 
267 ,428 ,000 
549 950,000 
112,450,000 
161,614,000 
1,677,573 ,000 
311,375,000 
3,292,483 ,000 
1,149 504,000 
297,130,000 
2,709 ,054 ,000 
824,759 ,000 
582,151,000 
2,663 ,722 ,000 
217,368,000 
590 , 422,000 
$23,114,000 
922 ,078 ,000 
4,462,293 ,000 
268 ,159 ,000 
114,168 ,000 
1,060,753 ,000 
807 ,735 ,000 
430 642,000 
1,144,721,000 
158 ,954,000 


51,100,293,000 
140,001,000 


confines of the state, regardless of whether for taxable or nontaxable purpose. 


of two cents (2¢) per gallon. 





Gasoline Prices for 50 U. S. Cities 


Averages of prices for regular-grade gasoline on April 1 as reported 
by The Texas Co. to American Petroleum Institute. Figures in ¢ per 


gal.; (i) and (d) indicate increase or 


March 1 


Average U. S. 
Portland, Me. .. 
Manchester, N. H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R. I. 
Hartford, Conn. 
Buffalo, N. Y. 
New York, N. Y. 
Newark, N J. 
Philadelphia, Pa. 
Dover, Del. : 
Baltimore, Md. 
Washington, D. C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N. C. 
Charleston, S. C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Vicksburg, Miss. 
Memphis, Tenn. 


176 


Posted 


Dir... T.W. 


(ex tax) 
i-16.42 
15.90 
16.40 
17.10 
i-15.80 
i-15.80 
i-15.80 
16.50 
16.00 
13.50 
14.50 
15.90 
15.40 
15.90 
16.30 
15.10 
d-16.00 
15.10 
16.60 
16.10 
16.40 
16.00 
15.30 


Service 
Station 
(ex tax) 
i-21.43 
d-19.90 
20.90 
23.30 
d-18.90 
i-18.90 
i-17.90 
23.30 
23.90 
16.90 
d-17.90 
21.90 
i-21.50 
21.50 
21.90 
20.90 
i-21.90 
21.50 
22.80 
11.90 
13.90 
23.40 
20.90 


Tax 


(incl. 2¢ 


federa 
7.80 
9.00 
7.00 
7.50 
7.00 
6.00 
8.00 
6.00 
6.00 
6.00 
8.00 
7.00 
8.00 
8.00 
8.00 
8.00 
9.00 
9.00 
8.50 
9.00 


10.00* 


9.00 
9.00 


decrease as compared with 


Service 

Station 
I) (incl. tax) 
i-29.23 
d-28.90 
27.90 


30.80 
d-25.90 
i-24.90 


i-25.90 
29.30 
29.90 
22.90 

d-25,.90 
28.90 

i-29.50 
29.50 
29.90 
28.90 

i-30.90 
30.50 
31.30 
20.90 
23.90 
32.40 
29.90 


Lexington, Ky. 
Youngstown, Ohi 
South Bend, Ind. 
Chicago, II. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Mint 
Fargo, N. D. 
Huron, S. D. 
Omaha, Neb. 

Des Moines, Ia. 
St. Louis, Mo. 
Wichita, Kan. 
Tulsa, Okla. 
Little Rock, Ark. 
New Orleans, La. 
Houston, Tex. 


Albuquerque, N. M. 


Denver, Colo. 
Casper, Wyo. 
Butte, Mont. 
Boise, Ida. : 
Salt Lake City, U 
Reno, Nev. 
Phoenix, Ariz. 


San Francisco, Calif. 


Portland, Ore. 
Spokane, Wash. 


16.00 

oO 16.30 
17.70 

16.80 

17.30 

17.30 

1. 13.40 
16.10 
17.20 
15.80 
16.00 
16.40 
14.90 
15.70 
15.30 
15.00 
15.20 
17.90 
16.60 
18.50 
19.90 
i-19.20 
tah i-17.70 
i-19.30 
i-18.10 
i-16.90 
i-17.40 
i-19.70 


(*) Includes 1¢ city tax. 


(**) Includes 0.5¢ 


city tax, 


20.90 
20.90 
22.90 
22.74 


24.00 
18.50 
25.00 
d-24.00 
i-25.30 
23.90 
i-25.50 
i-23.90 
22.70 
i-23.50 


i-26.20 


29.90 
27.90 
28.90 
29.74 
31.27 
30.90 
24.90 
29.70 
29.60 
28.90 
29.90 


9.00 
7.00 
6.00 
7.00 
8.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 


6.00* 
7.00 
8.50 


27.90 
26.90 
29.90 


28.90 
29.50 
27.50 
32.50 
26.50 
33.00 
d-33.00 
i-33.30 
30.90 
i-33.50 
i-30.90 
30.70 
i-31.50 
i-34.70 


8.50 
9.00 
7.00 
8.50** 
8.00 
8.00* 
9.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 
8.50 
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ONE COMPLETE LINE 


Only Du Pont offers you a complete 
line of additives .. . for gasoline, for 
diesel and heating fuels, and for 
lubricating oils. Du Pont also offers 
grease stabilizers and dyes. To bring 
yourself up to date on the benefits 
of these products, read about them 
below and on the next page. 


1. AN ASHLESS heating and diesel 
fuel oil additive. (See below.) 


2.A NEW TYPE of lube oil addi- 
tive that fills the growing need 
tor low-duty detergency. (See be- 
low at right.) 

3. COPPER CONTAMINATION in 
a wide variety of petroleum prod- 
ucts can be controlled. (See article 
on Du Pont Metal Deactivator on 
next page.) 


4. COLOR is adding new sales ad- 
vantages to many petroleum 
products. (See next page.) 


. GREATER ECONOMY can re- 
sult from purchasing Du Pont ad- 
ditives in carload lots. (Read 
about it on the next page.) 

}§ MULTI-PURPOSE greases for 
high temperature service require 
additional stability. (The Du Pont 
grease stabilizers written up on 
the next page can help you 
achieve it.) 











ASHLESS additive 
to help you avoid oil burner 
and diesel troubles 


Since it is a nonmetallic ashless addi- 
tive, Du Pont Fuel Oil Additive No. 2 
(FOA-2) does not leave a metallic ash 
deposit that can foul the operation of 
oil burner electrodes and stack con- 
trols. Also, it can be used in diesel 
fuels without any danger of contribut- 
ing to exhaust sparking. 
Many other advantages 

Added to freshly prepared heating oil 
stocks at the refinery, FOA-2 retards 
the formation of insoluble residues in 
storage and customer tanks. It also re- 
duces the particle size of any residues 
that are formed and helps to clean out 
any sludge deposits that might previ- 
ously have formed in oil burner sys- 
tems. 

In diesel fuels, its stabilizing and 
dispersant action can help prevent in- 
jector sticking and filter plugging. Inp 
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New setup to expand 
customer service to refiners 
on Du Pont additives 


The continuing upsurge in both volume and quality of petroleum products 


has increased the demand for all types of chemical additives. To meet this 


growing demand, the Du Pont Petroleum Chemicals Division has recently 


followed the lead established for TEL and streamlined its sales and techni- 


cal service setup for the handling of all Du Pont additives. 








To meet your need for low-duty 


lube oil detergents 


Du Pont Lube Oil Additives 564 and 
565 were especially developed to give 
effective detergency to motor oils for 
low-duty, around-town driving condi- 
tions. In addition to their detergency 
action, they will also add a substantial 
amount of your desired viscosity-index 
improvement. 

Since a large part of the average 
motorist’s driving is in stop-and-go city 
traffic, these unique additives offer you 
a strong promotional appeal for your 
motor oils. 








this way, FOA-2 provides a means of 
making economy grade, cat-cracked 
fuels highly acceptable for diesel 
operation. 





J. J. MIKITA, right, Sales Manager, additives, 
and RICHARD O. BENDER, an Assistant Direc- 
tor of the Petroleum Laboratory, head up the 
new Petroleum Chemicals Division additives 
sales and technical service groups respectively. 


A group under Mr. J. J. Mikita will 
have charge of the sale of Du Pont 
Metal Deactivator, gasoline antioxi- 
dants and dyes, fuel oil and lube oil 
additives, and grease stabilizers. In his 
former capacity as director of the 
Du Pont Petroleum Laboratory, Mr. 
Mikita had unusually broad experience 
in the development and application of 
all types of petroleum additives. 

Mr. R. O. Bender, who has also been 
closely associated with the develop- 
ment of many Du Pont additives, will 
now be headquartered at the Du Pont 
Petroleum Laboratory. There, as an 
assistant director of the Laboratory, 
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ere New Service Setup 


he will be able to closely coordinate 
the Laboratory's work with technical 
service for customers. 

The new setup will provide thor- 
oughly experienced personnel ready at 
all times to help refiners on both tech- 
nical and commercial problems con- 
cerning the use of additives. 

Together, these groups will devote 
their entire energies toward helping 
refiners make the most efficient use of 
Du Pont’s complete line of additives 
for gasoline, diesel fuel, heating oil, 
lube oil, grease and other products. 








Du Pont Metal Deactivator 
has wide range of 
valuable applications 


In addition to gasolines, the list of 
products that can be improved with 
Du Pont Metal Deactivator (DMD) in- 
cludes diesel fuels, home heating oils, 
kerosines, jet fuels, turbine oils, and 
greases. 

Wherever copper contact is a possi- 
bility, there is danger of contamination 
and gum formation. But in most cases, 


a very small amount of DMD will sup- 
ply adequate protection against the 
harmful effects of copper. 

To help you take advantage of the 
benefits of Metal Deactivator in many 
different products, Du Pont offers com- 


prehensive technical services. And 
these services are geared to your own 
individual needs and manufacturing 
operations. 


Convenient laboratory help 
The facilities and experience of the 
five Du Pont regional laboratories are 
an important part of these services. 
The laboratories may be able to help 
you put your whole additives program 
on a more economical basis. 

For example—because combinations 
of DMD and other Du Pont additives 
often work more efficiently than one 
additive alone, the Du Pont laboratory 
recommendations can help you achieve 
your desired stability with less addi- 
tive .. . often at a substantially lower 
treating cost. 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 
HOUSTON 2 — 705 Bank of Commerce Bldg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 
PHILADELPHIA 2 — 3 Penn Center Plaza 











Color helps you sell, identify, 
add interest to MANY petroleum products 


Color is becoming a bigger factor in 
our everyday lives... and in the com- 
petitive struggle for sales. You see it in 
the cars on the street, in home deco- 
rating, in sport shirts at the beach. 
It’s important in petroleum prod- 


“ae 


TO GET the best results with Du Pont additives, 
you are always welcome to use the services of 
our conveniently-located regional laboratories. 


ucts, too. Leaded gasolines have always 
been dyed. And many refiners have 
used gasoline dyes to match their 
pumps, station trim and brand identi- 
fication signs. Many use it for sales 
promotion purposes in their motor oils, 
also. 

Now greases and fuel oils are be- 
coming more colorful. And the ad- 
vantages of this go beyond the promo- 
tional value. Colored greases help serv- 
ice station personnel and industrial lu- 
brication engineers identify the prod- 
ucts and check their work. Fuel oils and 
other products can be readily identi- 
fied by grade during pipeline ship- 
ments and at other points by the sim- 
ple addition of color. 

For adding these advantages to all 
your products, Du Pont offers a com- 
plete line of oil-soluble dyes—yellow, 
orange, red, blue and bronze. Their 
color stability is outstanding. And they 
are highly concentrated for economical 
use, 








Grease stabilizers to meet 
varying requirements 


As operating speeds and temperatures 
are pushed higher, grease stability is 
of increasing importance. 

Du Pont “Ortholeum” 300 is highly 
effective as a metal deactivator, as well 
as an antioxidant. This quality is espe- 
cially important in heavy-duty indus- 
trial greases which come in contact 
with bearings containing brass. It also 
provides unusually good resistance to 
color deterioration. 

Du Pont phenyl-alpha-naphthyla- 
mine gives excellent results in most 
non-catalyzed systems. Where operat- 
ing conditions are not too severe and 
competitive pricing is important, it can 
be used to increase stability at rela- 
tively low cost. 


Petroleum ( 


RAndolph 6-8630 
CApitol 5-1151 
MAdison 5-1691 


LOcust 8-3531 





PITTSBURGH 19 — Room 510, Alcoa Bidg. 

SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 
COlumbus 5-2342 TULSA 1 — P. O. Box 730 


To help you save 
on cost of additives... 


Du Pont additives are available in car- 
load lots. 

With Du Pont Antioxidant No. 22, 
for example, you can save about 6% by 
purchasing it in tank car lots. Such a 
saving can mean an important profit 
advantage to you. And we will be glad 
to ship these carload lots in special 
tank cars, equipped with steam coils 
to facilitate easy unloading. 
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Better Things for Better Living 
. «through Chemistry 




















Wilmington 98, Delaware 


ATlantic 1-2933 
EXbrook 2-6230 
MElrose 6977 
LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-646] 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Ce Company (Inc.) 
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AGULATIO) 


Qualify the circula- 
tion of the publications 
you advertise in the same 
way your salesmen qualify 
the men they'll call on — by 
their ability to buy. 
National Petroleum News’ all-paid circulation beats all others in that 
all-important qualification test for selling oil marketing equipment and TBA. 
NPN’s subscribers are the nation’s biggest buyers of oil marketing equip- 
ment and TBA: the oil marketing management men (in both major and 
independent companies) who build, maintain and operate all oil marketing 
facilities; buy trucks, pumps, tanks, compressors, lubrication equipment, 
service tools, cash registers, accounting machines and systems, lifts, hose, 
lighting, meters, any and all types of equipment used to build, maintain 
and operate bulk storage plants and service stations; own the pumps, 
storage tanks, compressors, etc., used by most gasoline retailers; direct the 
marketing of tires, batteries, accessories and other consumer items sold 


through oil marketing channels. 





MANAGEMENT STORAGE 


oe 
ATIOMNAL te mcGRAw-Hitt MAGAZINE OF OIL MARKETING 
Established 1909 + Published monthly ois D 
etroleum ® @ - Allpsid, avited cieutt 


NPN Factbook published as a 13th issue in May 








TRANSPORTATION MERCHANDISING 


ews 330 West 42nd Street, New York 36, N. Y. LOngacre 4-3000 = 
Onda! 
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Best, sy drivers... 


Ask the drivers you’ve sold Purolator Micronic Oil 
Filters to! .. . They’ll tell you how good Purolators are! 


Ask the men who are driving the cars in the Grand 
Championship NASCAR events—at Daytona — at 
Langhorne—driving in stock car races all around the 
country! They’d give it to you straight; matter of 
fact, 9 out of 10 of them use Purolators . . . use them in 
conditions so tough that one race is the equal of a whole 
year of regular owner-driving! 


Best. say dealers... 


Ask the men who repair cars, service them, sell gas and 
oil—men in the business like yourself. They’ll tell you 
what a fine proposition Purolator gives them: (1) a 
filter that’s first and finest . . . (2) a filter that’s proved 
by millions of miles in cars of all makes. . . (3) a filter 
that’s backed, month after month, by powerful sales 
and advertising. 


We said it before and will say it again! 


You make more friends, bank more money 
with the new Silver-Jacket Purolator Mi- 
cronic—the filter that’s ENGINEERED to 
fit all cars—and TOUGH enough to take 
today’s tougher driving! 


Speeds up to 100 m.p.h.—and 
better. Clouds of dust and dirt. 
Drivers know . . . For better, 
safer driving—to keep a good 
engine running better longer. . . 
Protect with Purolator! 





Site, 


; 


Cars like these—all makes—perform better—thanks to 
regular filter changes. A new Purolator every 4000 miles. . . 
that’s the rule. Check the filter when you change the oil. 


THIS MONTH— Remember! cea 


Reg. U.S. Pat. Off 


See that every car that stops is ready for summer 
with clean, fresh oil and a brand-new Purolator. 


PurOlator 


America’s No. 1 


Purolator Products, Inc., Rahway, New Jersey and Toronto, Ontario, Canada 








Rumoshosky: “ 


You Can’t Put Your Finger On It” 


Oil's Problems Keep Him Busy 


THE MAN who keeps American Petro- 
leum Institute’s wheels turning for oil 
marketers is 41-year-old Adam J. 
Rumoshosky. As director of the API’s 
division of marketing, he planned the 
bigger and better mid-year meeting 1n 
Atlanta this month (see story on p. 92). 
Planning that meeting is no easy 
task. But for Rumoshosky, it adds up 
to business as usual. Some people say 
he’s a born co-ordinator. 
Rumoshosky has been working with 
the industry and its problems ever 
since he graduated with honors from 
Connecticut Wesleyan University in 
1937, except for a four-year stint in 
the navy. He joined the economics sec- 
tion of American Petroleum Industries 
Committee after graduation and 
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opened the marketing division’s New 
York office in 1953 as associate direc- 
tor. He became head man in 1954. 

Careful Planning—His working day 
begins at 8:45 a.m., when he arrives at 
his Rockefeller Center office in New 
York City. “I make a careful plan of 
all the things I’m going to do,” he says. 
“But then the phone starts ringing and 
people start dropping in. It’s a race to 
see when I can grab a few minutes to 
do the things I planned.” 

He spends about three-fourths of his 
time with committee members, and 
puts in a lot of travel time. “At the end 
of the day,” he comments, “I some- 
times wonder what I’ve accomplished. 
Sometimes it seems like paper-shuf- 
fling. ... You can’t put your finger on 


it like selling 100,000 gallons of gaso- 
line.” 

Rumoshosky’s reputation, however, 
is not that of a paper-shuffler. He's 
known as a well-organized administra- 
tor who knows how to solve problems 
and get things done. He’s easy to talk 
to, seldom gets ruffled. Friends say set- 
backs don’t discourage him; he takes 
them philosophically and pitches right 
back in. In conversation, he’s likely to 
stop in the middle of a sentence to 
make sure he’s saying precisely what 
he means. He usually gestures with his 
hands as he speaks. 

Much of his work involves co-ordi- 
nation of the activities of the 16 divi- 
sion of marketing committees, and 
their subcommittees. He stores count- 
less details about committee members 
and their work in his mind, but still 
expresses envy of “those people on 
television” who seem to remember 
everything. 

His Goals— Rumoshosky’s objec- 
tives are clear: he’s out to bring closer 
cooperation and harmony among the 
various groups in the marketing seg- 
ment, and to produce useful informa- 
tion that marketers can put to work 
in their businesses. He states it this 
way: “Our object is to work together 
on problems in which all segmenis 
have a common interest. . . . We can’t 
be doing things that make people mad. 
We have to have just about unanimous 
approval.” 

The job is easier, he says, now that 
the division’s general committee in- 
cludes marketers from all segments. It 
used to include only major company 
men. Membership now consists of 46 
major company officials, 25 jobbers 
and three dealers. 

Rumoshosky loves his job. He calls 
API “just about the greatest trade as- 
sociation any industry has ever con- 
ceived and perfected. . . . The job it’s 
done in co-ordinating the interests of 
various oil men in the solution of com- 
mon problems has resulted in savings 
to the industry, and therefore to the 
public, of hundreds of millions of dol- 
lars.” 

He finds particular satisfaction in 
the industry’s growing interest in the 
Distributive Education program, which 
his office helped develop (NPN— 
March ’56, p38). 

“We want to get better people inter- 
ested in service station operation,” he 
says. “People confuse today’s station 
with the one they knew years ago. Too 
many fathers would throw their sons 
out of the house if they said they 
wanted to go into the station business. 
The fact is that the owner of the mod- 
ern station has to be a high-grade guy 
and a fine business manager.” 
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Memory Pays—API is close to his 
heart for another reason. He met his 
wife, Marguerite, while working for 
APIC. “Even today,” says Rumosho- 
sky, “my friends don’t believe our 
story.” They worked together (she was 
secretary to the economics director) 
for four years without a sign of ro- 
mance. Then he needed his master’s 
thesis typed and asked her to do it. The 
job ran 130 pages, but she wouldn’t 
let him pay for it. So Rumoshosky 
made a mental note to ask her out to 
dinner and the theater as payment. 

A year later, when his mate-to-be 
had left to take another job, he re- 
membered his debt. He called her up 
and made a date. Two weeks later they 
were engaged. (Title of his lucky thesis 
was, “The Use of Alcohol-Gasoline 
Motor Fuel as a Farm Relief Meas- 
ure.”’) 

Bulging Briefcase — Rumoshosky 
tries to catch the 5:40 train home to 
Dobbs Ferry, N. Y., about 40 minutes 
from the city. Often he doesn’t make 
it. And when he does, he usually car- 
ries a briefcase filled with oil industry 
reading material. 

At home, he organizes his time to be 
with his three children as much as pos- 
sible. Dinner and weekend afternoons 
are family time, with Tim, 7, Jill, 4, 
and Beth, 2. The Rumoshoskys live 
in a big, ten-room house that was once 
a stable. 

Saturday and Sunday mornings, he’s 
on the golf links. His handicap is five, 
and he has at least one trophy in his 
office, but he says: “You’ve got to play 
three or four times a week if you’re 
going to play real golf.” His interest in 
golf began in high school as a caddy. 
He worked in a pro shop, then became 
a caddy master during his college sum- 
mers. He was also co-captain of the 
college golf team. 

Rumoshosky’s evenings are spent 
watching TV, catching up on industry 
reading, and occasionally visiting with 
neighbors. He’s in bed by 10:30 when- 
ever possible—“I need the sleep to feel 
alive.” He gave up drinking recently 
“because I'd rather feel better.” 

Mornings, he walks to the station— 
“It’s downhill”—to keep in shape. His 
wife drives him up the hill at night. 

He’s fond of talking about his expe- 
riences as a liaison officer with the 
Russian navy during World War II. He 
learned some Russian as a youngster, 
from his Ukrainian parents, and the 
Navy sent him to a six-week language 
school. But he really learned it during 
eight days on a Soviet submarine with 
an all-Russian crew. “It was either 
speak Russian or say nothing... . I 
was communications officer, flag of- 
ficer, had the secret recognition signals 


2 ABOUT OIL PEOPLE| 


—and had never even been on the 
Staten Island Ferry.” 

With all his home and office activi- 
ties, Rumoshosky still finds time to 
serve on the executive committee of 
the Dobbs Ferry Home-School Assn. 
and the library board of trustees. He’s 
also chairman of a committee to set up 
a placement service for Wesleyan 
graduates in New York City. 

It would surprise no one if some of 
those graduates wound up working in 
oil marketing. a 


Miles Mills 


A Place in the Sun 


MILES MILLS’ overriding concern is 
a better place in the sun for oil jobbers. 
The outspoken president of OILS, Inc., 
Des Moines, Iowa, is as sure of the 
rightness of his cause as he is of any- 
thing (see his argument for it on p. 89). 

Controversy sticks to the impetuous 
Mills like his shadow, but he enjoys it. 
He secretly regards impetuousness as 
an admirable fault because it has kept 
his life and the lives of those around 
him from being dull. 

For example, when World War II 
began, Mills’ patriotism impelled him 
to apply for a commission—without 
telling anyone. Some nights later, Mrs. 
Mills was shocked when an Air Corps 
officer assured her over the phone that 
it was indeed Capt. Miles Mills, and 
no other Mills in town, who was to 
report for duty in three days. 

The captain then spent 39 months in 
the Air Corps’ Troop Carrier Com- 
mand, emerging as a major in S-1. 

Though Mills at 55 is an expert in 
keeping things stirred up around him, 
it was his father who stirred him out 
of a sheltered life in the family’s 
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Minneapolis home and started him 
in the oil business. 

The crisis came over a dentist’s bill. 
Mills says, “I’d been impetuous and 
left Dartmouth after three years with- 
out graduating. I came home and 
was doing nothing until my dentist’s 
bill came. I showed the bill to my 
father and said, ‘Look, he soaked you 
$185.’ The reply was, ‘I haven’t been 
soaked a damned cent. He soaked you.’ 

“To pay off that bill, I took a job 
with an oil company from 7 a.m. to 
5 p.m. with a half-hour off for lunch. 
I worked filtering lube oil and cleaning 
filters. But the job had one compensa- 
tion,” Mills recalls. “The street car 
started near the plant. I always was so 
stinking dirty, no one would come near 
me. I always got a seat home at night.” 

Mills went from filter house to as- 
sistant plant manager, then to selling 
for Pure Oil Co. in the Dakotas. He 
came off the road for office work, first 
as assistant manager of tank car sales 
and then as assistant general manager. 
When Pure Oil divided its upper Mid- 
west territory into four divisions in 
1933, Mills moved to Des Moines as 
zone manager. 

Mills bought Pure’s Des Moines 
assets five years later with two part- 
ners, a banker and a publisher, and 
formed OILS, Inc. They shortly bought 
out three other oil jobbers and a 
burner supply and maintenance firm, 
and in 1943, they acquired another 
firm for its fuel oil accounts. Mills 
started handling Skelly products in 
1939; Skelly became his sole supplier 
when it consolidated its operations 
in Omaha and Cedar Rapids and let 
Mills handle all its Des Moines ac- 
tivities. 

Mills’ business and political philos- 
ophy was shaped by a number of in- 
fluences. His father, a banker, suffered 
heavily in the depression under the 
old double liability laws, but remained 
an extreme-right Republican until his 
death. Mills himself says “I never 
voted a straight ticket in my life.” 

Though sharp and sure in criticizing 
the faults he finds in the oil business, 
Mills is a hard worker for the industry. 
He is a member of the Iowa Independ- 
ent Oil Jobbers Assn., the 25-Year 
Club and the American Petroleum 
Institute’s marketing division general 
committee, and served three years as 
chairman of the Oil Industry Informa- 
tion Committee in Iowa. 

Mills, who is highly respected in 
Des Moines for his activity in com- 
munity affairs, has been on the 
Chamber of Commerce board for 16 
years. He is also an important figure 
in Community Chest and United Cam- 

(Continued on p. 182) 
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(Continued from p. 181) 
paign charity drives. 

Miles Mills, Jr., is following in his 
father’s steps at OILS, Inc., while his 
sister Mary follows her husband’s 
fortunes as a Navy doctor. Her son 
is Mills’ only grandchild. 

For recreation, Mills enjoys hunting 
and fishing, especially for the Arctic 


grayling, a small fighting fish found in 
northern Canada. He belongs to the 
Wauconda Country Club “as a nice 
place to go and relax,” and shoots 
golf in the high 90s. But he says, “I 
don’t play much any more. The club 
course is too tough. Iowa is supposed 
to be flat country, but that course is 
hilly.” | 


Kelly and wife: moral support and six granddaughters 


Communication: a Pat anda Kick 


COMMUNICATING 


is the passion of 
William R. Kelly, sales promotion 
manager of Sinclair Refining Co. and 
the man behind the dealer training 
program described on p. 98. 

“In training people, good com- 
munication is the thing,” he says, “so 
when they leave the training ground it 
stays with them.” 

Kelly feels that businessmen, espe- 
cially sales people, have plenty to 
teach the professional communication 
experts. His idea is that “a fellow 
who’s slugged his way up through the 
ranks in the marketing field can put 
a different slant on communication 
from the academic people.” 

At 49, Kelly speaks with authority 
on coming up through the ranks. He 
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started at 19 as a salaried Sinclair 
dealer in Chicago, his hometown. 
After two years he became a gasoline 
salesman, and was subsequently a fuel 
oil salesman, new business supervisor 
and Chicago branch manager before 
his military service. 

When he came out of the army in 
1945, Sinclair was introducing a TBA 
line on a purchase-and-resale basis for 
the first time. Kelly spent three months 
as district TBA manager in Chicago, 
when he realized that there was no- 
body running the TBA program from 
the top. He told the Sinclair sales ex- 
ecutives he thought he could do the 
job, and got it. 

For seven years he ran the com- 
pany’s battle for TBA sales, using 


promotion material so well that when 
the job of sales promotion manager 
fell vacant in 1952, Kelly was the 
obvious choice. Two years later he 
was given the added duties of assistant 
market development manager, under 
V. L. Brophy. 

As sales promotion manager, Bill 
Kelly was in a position to use his 
favorite communication ideas to 
achieve his favorite goal—giving men 
a sense of fulfillment through job 
satisfaction and consuming interest in 
their work. 

Brophy liked Kelly’s ideas, worked 
with him to develop them, and helped 
him sell them to Louis W. Leath. 
Sinclair vice president and general 
sales manager. After developing the 
complete program with the help of an 
industrial training firm, they took it 
to the board room and sold it to 
Sinclair’s directors. 

Kelly still had to persuade the dis- 
trict sales people that training men 
and helping dealers was worth their 
time and effort. He makes it sound 
easy when he says, “If a program has 
the blessing of the top brass and it’s 
right, you don’t have trouble selling 
a 

The success of his program hasn’t 
led Kelly to rest on his laurels, or 
to drop the fight for better communica- 
tion. “What would I do if I had a 
vacation? I'd write. I’m doing an- 
other article on communication right 
now.” 

That might sound as though he were 
letting his business take up his own 
time and displace outside interests, but 
Kelly denies it. “No,” he says, “it’s 
an extension of my personal interest 
into business.” 

This combination of business and 
pleasure has led Kelly to help organize 
two groups, though he’s not much of 
a joiner. He was active in the forma- 
tion of The Oil Industry TBA Group 
and was a prime mover in setting up 
the Sales Promotion Executives Assn. 
two years ago. He’s been its president 
ever since; the 450 members (from 
many industries) work “to improve the 
effectiveness of sales promotion as 
measured in terms of actual sales.” 

Communication led Kelly to an in- 
terest in semantics—the science of 
word meanings—and his conversation 
is salted with references to Korzybski 
(“He buries what he means”), Haya- 
kawa (“a favorite”), and Hugh Wal- 
pole (“He’s done more to clarify 
semantics than anyone else”). 

He doesn’t bury himself in scholarly 
pursuits, however. Music is Kelly’s 
hobby. He’s proud of his high-fidelity 
set and a record library that “runs 


(Continued on p. 184) 
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Shure installation at J. & A. Friendly Service (Standard Station), 10010 Halls Ferry Rd., St. Louis 21, Mo, 
This 12 ft. long by 7 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 


ee SHURE MERCHANDISING FIXTURES 


Every square foot of space sells 
more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling- fixtures that bring 
in greater sales and profits to many of America's leading oil comp s. 

Your stations, too, will sell more home, garden, de-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 





Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 
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1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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(Continued from p. 182) 
from boogie to Beethoven. He’s my 
favorite in the classics.” 

Kelly also is an excellent swimmer. 
He belongs to the Larchmont Yacht 
Club (near his suburban New York 
home) for its salt-water pool, but re- 
marks wryly that his two daughters did 
all the sailing when they were home. 

They’ve presented him with six 
granddaughters so far, and Kelly gets 
a lot of ribbing about his eight-girl 
family. His wife, Theo, gives him 
moral support in that as in everything 
else, including his writing. She says 
the oil industry’s fine except that it 
doesn’t give her husband enough time 
to spend at home. 

Kelly’s up at 6:15 every day and at 
the office early, because he thinks he 
does his best work in the morning. 
Despite early rising habits, he needs 
eight hours’ sleep and gets it “even 
on the road, if it’s humanly possible.” 

He’s On the road quite a bit; his 
usual circuit is Toledo, Detroit, 
Chicago, Kansas City, Dallas, and 
Denver. “You get a pretty cosmo- 
politan viewpoint when you get around 
to all these places,” he says. Between 
travel and his 11 years in New York, 
he no longer misses his native Mid- 
west. 

At work, Kelly gives the impression 
of quick and decisive action. He likes 
to know what his subordinates are do- 
ing, and his interest in communication 
helps him make clear to his superiors 
what they have to know about his 
work. He thinks it would surprise most 
people to know how hard it is for top 
executives to have a complete picture 
of what’s going on below them. 

Kelly’s office habits include some of 
the old soldier’s tricks, like keeping a 
rag in his desk to shine his shoes be- 
fore going to a “command perform- 
ance” meeting. This may reflect his 
early training at Morgan Park military 
school and his World War II service 
as a captain in the Air Transport Com- 
mand. 

The Air Corps took Kelly to Africa. 
He was responsible for moving barrels 
of gasoline from Accra over a 
Nigerian railway to a river, from there 
by barge to a terminal, and then 500 
miles by truck over the Sahara desert. 
At the oil dump (“A French foreign 
legion post, a desolate little place”) he 
had 100,000 gal. of gasoline stored 
under heat that reached 140° at mid- 
day. “We didn’t do any work from 
eleven to three in the daytime,” Kelly 
recalls. 

The siesta habit hasn’t stayed with 
him. He likes a good lunch—occa- 
sionally with a martini on the rocks— 
but hates heavy food and usually eats 
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quickly. Whatever his conversation 
touches on, he usually comes back to 
his two favorite subjects, communica- 
tion and job fulfillment. 

“Communication is the way you 
motivate people,” he says. “Every man 
needs a pat on the back, and occa- 
sionally a kick in the tail. Communica- 
tion is the means by which you give 
it to him.” 

Some people think sales promotion 
is mostly coming up with ideas for 
slogans and advertising pictures, but 
Kelly’s theory is that “the creative 
part of sales promotion isn’t the most 
important. Unless you motivate people 
to feel ‘I ought to participate,’ you 
haven’t got a damn thing.” When 
they are eager to participate, they'll 
be proud of their work and more in- 
terested in it. 

That kind of philosophy must per- 
vade a whole company if it’s going to 
work, Kelly thinks, and it can’t be 
done in a day. He believes Sinclair 
has it. As he puts it, Sinclair knows 
that “if business is to survive and make 
progress, people have to find a sense 
of fulfillment in it.” There’s no ques- 
tion that Bill Kelly has found his sense 
of fulfillment. 


Burton Stevens 


Connecticut Yankee 


FORTY-TWO-YEAR-OLD Burton Stevens 
—he likes Burt better—figuratively slid 
into oil jobbing on ice skates. “I got 
into the business,” says Connecticut 
Petroleum Assn.’s new president, “by 
going to a hockey game 20 years ago.” 

Stevens, a former amateur hockey 
player-coach-manager, met a former 
teammate at the game. They talked 
about the way the world was treating 


them. Both were out of high school for 
five years, the depression was still on, 
and both were looking for something 
solid to latch on to. “Up to that time,” 
Stevens recalls, “I’d done a little bit of 
everything—farming, driving a truck 
and running a milk route.” 

The oil business looked good to the 
two ex-pucksters, and F & S Oil Co., a 
partnership, was set up to deliver kero- 
sine in 5-gal. cans to customers in 
Middlebury, a small town near Water- 
bury. Business remained part-time un- 
til 1939, when F & S “diversified” by 
getting into gasoline retailing at a 
station in Middlebury. 

The partner sold out in 1941, but 
the F & S company remained in gaso- 
line retailing until 1944, when the 
station was sold. F & S then moved to 
Waterbury to become essentially a 
heating oil and liquefied-petroleum gas 
distributor, handling the Esso brand. 
Today F & S moves about 4-million 
gal. of product yearly, most of it oil. 
Gasoline is handled for farm accounts 
only. It operates a 14-truck fleet, em- 
ploys 26 persons, and has storage ca- 
pacity for 125,000 gal. 

Organization Man—The new CPA 
head believes in organizations. He 
thinks civic clubs—he’s a Kiwanian— 
“deserve the sincere efforts of more 
businessmen.” As for CPA, he’s out 
to get more oil businessmen signed up 
(it’s estimated 300 jobbers are eligi- 
ble). 

As these jobbers get to know 
Stevens, they'll find him serious and re- 
served. No back-slapper, handshaker, 
or joiner, Stevens admits he’s conser- 
vative—‘“too conservative for my own 
good, at times.” 

For relaxation, Stevens prefers 
sports. He is still a hockey fan and 
likes to hunt in Maine. But he still has 
to “bag something to brag about.” He 
visits the links, too, but demurs, “I’m 
not much of a golfer; I play at the 
game only.” 

Stevens’ home life revolves around 
his wife, whom he married in 1939, 
and his three daugthers and two sons. 
He likes reading—for pleasure, some- 
thing like the Reader’s Digest; for busi- 
ness, trade magazines and papers. 

Still Learning — Business reading, 
Stevens says, is a good way to find out 
what’s new. He also “learns” by at- 
tending University of Connecticut ex- 
tension courses in Waterbury, where 
he goes to find out more about business 
administration. Stevens continues his 
education by going to trade shows. “I 
have never made a trip to a trade show 
—or gone on a vacation for that mat- 
ter—that I haven’t learned something 
new,” he says. 
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Helping Out—In looking after jobber 
interests this year, Stevens will have 
help from other CPA officers. They in- 
clude Irvin Shiner of Connecticut Re- 
fining Co., West Haven, vice president; 
W. D. Roth of Dahl Oil Co., Norwich, 
treasurer; and William V. Higgins of 
Lehigh, Inc., Norwich, secretary. 

As Stevens is new to his job, so are 
the following directors: Martin J. 
Ryan, Jr., of Buckley Brothers, Bridge- 
port; Arnold Grant, Sr., of Hardware 
City Fuel Co., New Britain; and 
George Stetson of Valley Oil Co., 
Middletown. a 


Gilbert B. Dickey, Jr. 
Illness Stops Dickey 


A MARKETER’S DREAM of 200 super 
stations throughout the South has 
come to a sudden halt. Thirty-four- 
year-old Gilbert B. Dickey, Jr., who 
planned a revolution among independ- 
ents, was advised by his doctor to 
leave the oil business to recover his 
health. 

Dickey sold the marketing division 
of his Trans American Oil Co. to In- 
gram Oil & Refining Co., of Nashville, 
and went to Arizona with his family 
in mid-March. He is expected to stay 
there indefinitely, to recover from the 
beginnings of a nervous breakdown 
complicated by other ailments. 

Trans American is inactive now 
that it has no stations. Only a skele- 
ton staff runs its Nashville office; 
marketing employes were allowed 60 
days to find other jobs. Among those 
leaving is sales manager James I. 
Ritchie, who last fall left his job as 
secretary of the Tennessee Oil Men’s 
Assn. to join Dickey’s company. 

Ingram, an independent refiner, had 
owned no marketing facilities before 
the purchase. It acquired about 12 
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Trans American station properties, of 
which nine are either operating or in 
late stages of construction. One, a 
Nashville truck stop, pumps about 
100,000 gal. a month, while three in 
Florida are over or near the 30,000 
gal. mark. 

The outlets under construction had 
been planned to fit Dickey’s “new 
concept” of marketing (NPN—Nov. 
55, p33). They were designed for 
automatic pumping and vending, with 
big bright display areas and a mini- 
mum frontage of 200 ft. Lube and 
wash bays were to be eliminated. 
Dickey had planned to build 200 like 
them in seven years, at a cost of $50,- 
000 each. 

Dickey, who sold 51 conventional 
stations to Shell Oil Co. when he re- 
signed his Shell jobbership in October, 
continues as president of the dor- 
mant Trans American company. His 
other interests include the American 
Tire & Recapping Co., which supplies 
TBA to about 50 stations in David- 
son County, Tenn. 

The young Nashville marketer had 
been sick on and off since before 
Christmas. “He’s the kind of guy who 
carried a heavy briefcase home every 
night, and came back with all the work 
done,” says a friend. “He can’t stay 
inactive very long. I predict hell be 
back in the oil business.” B 


J. H. Williams, Jr. 


Fast Stepper 


RAPID PROGRESS is the keynote in the 
career of J. H. Williams, Jr., first 
president of the Florida Petroleum 
Marketers Assn. to serve two con- 
secutive terms. In World War II, he 
rose from army private to major in 
three years; with him at the helm, the 
Florida group has made greater strides 
in two years than in the preceding 

(Continued on p. 186) 
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Dial the Pressure You Want 
.. Get it Automatically 
with a 


NELSON 


Equamatic 
TIRE INFLATOR 


No gauge watching, no valving off; 
you can air tires in seconds —even in 
the dark! Gives exactly equal pressure 
in each pair or set aired; there's no 
faster, easier, more accurate way to air 
tires in your station! 


MERUGGED FORTRESS WALL 


... dropping, banging won't hurt it! 


+ RUGGED REGULATOR SPRING 


stays accurate, dependable for years! 


END GAUGE TROUBLES NOW 


Modernize with NELSON automatic infla- 
tion for as little as $14.95. 

Liberal Trade-in Allowance—see your jobber 
or send coupon now. 


, Please send literature and prices 


1 NAME 
ein 
{ 








| ADDRESS. 








BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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(Continued from p. 185) 
eight years of its existence. 

Quick work doesn’t mean sketchy 
work for Williams, who admits that 
being president of a state association 
can be quite a chore. Last year 
he traveled about 10,000 miles—not 
only around Florida, but to Washing- 
ton, St. Louis, and other places, all 
at his Own expense. 

At 36, Williams is one of the young- 
est presidents FPMA has had, but he’s 
been an oil jobber for nearly ten years. 
He wasted no time in going right 
from the University of Florida (his 
degree is in business administration) 
into the army. After winning the Croix 
de Guerre, the Bronze Star, and half 


a dozen battle stars in Europe, he 
came home and stepped into his fa- 
ther’s Tampa jobbership. 

Williams, Sr., has been in the busi- 
ness since 1928. His firm was incor 
porated as J. H. Williams & Son in 
1947, and has become one of the 
largest Pure Oil distributors in the 
Southeast since the younger Williams 
joined it. 

The FPMA president is a strong 
believer in an unfettered petroleum 
industry: “There is nothing basically 
wrong with this business. We all 
realize the whole industry must be 
strong, healthy and freely competitive 
so all its segments can prosper and 
progress.” 


Serving with Williams as officers of 
the Florida Petroleum Marketers Assn. 
are Frank N. Robshaw of Palatka, 
named to another term as vice presi- 
dent and Edward R. Mims of Jackson- 
ville, chosen secretary-treasurer. Mrs. 
Jill Woodruff will continue as execu- 
tive secretary. 


Walter H. 
Brunner holds the 
newly created 
post of technical 
director of Oil- 
Heat Institute of 
Oregon. Brunner, 
who hails from 
Gladstone, Ore., 
served as first in- 
structor of the 
burner techni- 
cians’ training 
program sponsored jointly by OHI and 


W. H. Brunner 


Multnomah College in Portland. 
TRULITE un 


Se en See Frank M. Cookson has been named 
Los Angeles division retail representa- 
tive for the Shell Oil Co. C. D. Wagner 
succeeds him as sales supervisor for 
Shell’s Santa Monica, Calif., district. 
e 
Leonard Refineries, Inc., continuing 
to expand its sales force, has made 
three new appointments in its Leonard 
marketing division. Robert J. Norris is 
sales merchandiser and trainer; Walter 
J. Howe is sales representative; and 
Samuel W. Ware is territory represen- 
tative. In the company’s Roosevelt 
marketing division, William H. Doyle 
has been named manager of the newly 
organized private brands department. 
e 


Oklahoma Oil Jobbers Assn., intent 
on expanding its membership, has ap- 
pointed Harry T. Hudson, Oklahoma 
City attorney, as executive secretary 
and general counsel. K. C. Jeffries of 
Miami, Okla., is president of the group. 
Other officers chosen for the year are 
James W. Countryman of Tulsa, vice 
president; Leo E. Meyers of Oklahoma 
City, secretary, and Jack Newman of 
Ponca City, treasurer. 

e 

William M. Adams, a former oil 

mancenos sion : man, has been appointed news editor 

of Chrysler Corp.’s press information 
service. Adams served with Shell Oil 
Co. and spent five years as a public 
relations representative with Ethyl 
Corp. before joining Chrysler in 1953. 


ANOTHER &%&*% PRODUCT 


“\, They do what you want them to do... 


SELL ’EM IN 30 SECONDS 


JUNIOR 
MODEL 2C 


hi-impact 


The only headlight aimer that actually 
sells service and sealed beams 


Only TRULITE GAUGES have the Exclusive 
advantage of checking headlight alignment 
in 30 seconds without removing hoodrings 
from the car. 


ne plastic 
h DIAL~A-LEVE! j 
2wrR (metal wall sigi 
and bracke ts) customer 


check pad & 
eng tery $3950 
TRULITE is now equipped with a 


STANDARD I ision er 1 calibrated level called 
. yrecision engineered calibrated level callec 
certvsngiondye 2BW - DIAL-A-LEVEL. Allows quick compensation 
f for any unlevel service areas. 
TRULITE GAUGES check ALL sealed beams 


r check pad, on any car—any place—any time—by anyone. 


ngs and line 


DELUXE 
MODEL 2B 


ms tal sign $4950 


& 

Standard Oil Co. (Indiana) has 
established a new central credit card 
office in Chicago with C. J. Junker as 
office manager. He had been office 
manager of the company’s Grand 


anni8/ Sag geile). ie). 7-usie). 

WESTERN DIVISION 
3453 Cahuenga Blvd. * Los Angeles 28 
EASTERN DIVISION 
Englewood, New Jersey * LOwell 7-1700 


DISPLAY KIT 2WR 
All steel display sign 


DISPLAY KIT 2R 
All steel display rack 


* HOllywood 2-0869 


and wall brackets. and metal sign. 


12 Depot Square « 
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Rapids division. R. W. Perrin will be 
his assistant in the new office. 

Two Standard salesmen retired in 
April: E. L. Mentzer, assistant man- 
ager-consumer at Evansville, Ind., and 
E. M. Erskine, assistant manager-re- 
seller at Indianapolis, Ind. Erskine will 
be succeeded by K. D. Fry, who held 
the same position at Evansville. 


* 

Prentis Cobb Hale, Jr. was elected to 
the board of directors of Union Oil 
Company of California in April, to 
succeed the late John Earle Jardine. 

e 

Sam Bohlen of Snyder Oil Co., Orr- 
ville, was re-elected president of the 
Ohio Petroleum Marketers Assn. at its 
recent annual convention. Elmo D. 
Hidy, Arrow Petroleum Co., Cincin- 
nati, was renamed vice president. 

The Ohio group also re-elected Ber- 
nard W. Mays of Dayton and Meeker 
Metzger of Chillicothe as directors, 
and Clyde E. Wallingford of Columbus 
as executive secretary-treasurer. 

7 

After three months with Citrin-Kolb 
Oil Co. of Detroit, Tom S. Mitteldorf 
has been named sales manager for the 
company’s fuel oil division. 

e 

The petroleum packaging committee 
of the Packaging Institute has elected 
F. Norton Landon of Sun Oil Co., 
chairman; H. A. Mayor, Jr., of South- 
west Grease & Oil Co., vice chairman, 
and F. J. Beck of Cities Service Oil 
Co., secretary. 


* 
Two new units in the marketing de- 
partment of Atlantic Refining Co. are 
concentrating on improvement of oper- 
ation and appearance of service sta- 
tions and ways of reducing marketing 
costs. W. W. Pleasants has been named 
manager of the service station section, 
while W. G. Eissler will manage the 
operations analysis section. This sec- 
tion will analyze distribution of indi- 
vidual products, performance of 
marketing functions like warehousing, 
and cost patterns for specific areas. 
e 

Alexander Weinstein of Madison 
Petroleum Corp. was elected president 
of Fuel Oil Assn. of New York at its 
recent annual meeting. Peter Cirillo of 
Cirillo Bros. Oil Co. was chosen vice 
president; Joseph J. Schwartz of Whale 
Oil Co., secretary, and Samuel Bern- 








stein, Premium Coal & Oil Co., 
treasurer. Martin F. Shea is executive 
secretary of the group. 


e 
J. C. Foster has been appointed 
Western Michigan district manager of 
the White Star division, Socony Mobil 
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Oil Co. His predecessor, W. A. 
Clarisey, becomes special representa- 
tive for the company. Foster is the 
former Detroit real estate manager for 
Socony. 

> 
Moseley is the new 
Portland, Ore., district manager for 
McKales Corp. Sam Akerlund, re- 
cently manager of a McKales service 
station, has taken Moseley’s former job 
as assistant district manager at Seattle. 

Vernon McKale has been appointed 
district manager at San Francisco, 


LET'S GET THE 


Richard T. 


HEADLIGHT AIMING BUSINESS 


Since sealed beam aiming has become a new and profitable 
service, many questions have been asked by jobbers and 
We list here the questions and answers in an effort 


dealers. 


to help you arrive at an intelligent conclusion. 


Question: 


ANSWER: Definitely yes—all sealed beam and car manufacturers stress the importance 
of correct aiming. It is a very important safety factor. 


Question: 


ANSWER: Yes. Although there is no set price, the aiming service is normally $1.50 per 


pair. It pays off in customer service, too! 


Question: 


ANSWER: Over 75% of the cars have either one or both headlights out of line enough 


to impair correct visibility. 


Question: Is a state permit necessary to adjust sealed beams? 


ANSWER: No. However, in the few states that have state assigned stations, state 
approval must be obtained for equipment used in that official station only. 








Question: I understand there are three ‘on 


tell which is best suited for my station? 


ANSWER: Above all e!se—don’t buy any equipment that does only half the job. 
If you can’t check a pair of headlights in one minute or less without removing the 


hood or cover ring, you're missing the most 


Question: 


ANSWER: Yes. It is very practical. 
both the new sealed beam and the sealed 
on the road today. 

Question: 
peng conan not. Because complete 





red for ease of setting, permanent accuracy and durable construction. 


Is sealed beam aiming really necessary? 


Is sealed beam aiming profitable for the dealer? 


W hat is the potential market for headlight aiming? 


I heard some of the sealed beam manufacturers are making a new lamp with 
aiming points built right into the glass. Is this a good idea? 


Just be sure the aiming equipment you buy fits 


Are all adjustable levels the same? 






about oil people —— 2 


while Clyde McKale has transferred 
from Portland to become Seattle dis- 
trict manager. Both are nephews of the 
late Earl McKale, founder of the com- 
pany. 





























* 

Public service opportunity: Wesley 
I. Nunn, advertising manager of Stand- 
ard Oil Co. (Indiana), has been named 
chairman for national and regional ad- 
vertiser participation in the 1956 vote 
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for permanent accuracy? 
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TRULITE TRULITE JR. TYPE TYPE 
GAUGES GAUGES c o 
Can I check sealed beams with- 
out removing the hood or cover YES YES NO NO 
ring? 
Can | adjust the *new type and 
regular sealed beams? YES YES NO ves 
Are adjustable levels die cast YES YES NO NO 
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| 3453 Cahuenga Boulevard, Los Angeles 28 ® 12 Depot Square, Englewood, N. J. 


NATIONAL PETROLEUM NEWS 



























187 


1 


THE 
BRIGHTEST 


NEWS IN SERVICE STATION LIGHTING 


Patent No. 167558 


, 5 ms 5 
INNS W/ 

WIDE ANGLE COVERAGE 
¢ ca Tan) 5 
NSW 

YEARS-AHEAD DESIGN — 

SINGLE OR DOUBLE-WING 


INVA 
INNS WW 
RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


INNS W 
NO-GLARE BRIGHTNESS 
INNS YY 


HINGED-POLE STYLING 








24 N. Wabash Ave Chicago 2, Ill 
927 Gaiennies New Orleans 13, La. 


Pre-adjusted angle for 
ing efficiency 
and operating costs. 


... cuts lighting costs 30% 


APL SERIES 


by Electric Lighting Sales, Inc. 


The new APL means fewer units . . 
vastly 
angled feature sets your station distinc- 
tively apart. 


increased visability. Its unique 


maximum light- 


means lower maintenance 


All aluminum, sealed-in light. Remov- 
able, snap-on plexiglas covers. 


Furnished complete, ready for installa- 
tion 


Electric Lighting Sales, Ie. 


Write for details — today! 


P. O. Box 1907 Stockton, California 


For L. P. Bulk Storage 
Leading Firms Pick 


There are over 250 SYSTEM 
NELSON bulk plants for the 
storage of LP Gas and Anhy- 
drous Ammonia located in 25 
states. Take advantage of our 
experience and get extra value 
and service on your next stor- 
age problem. Contact us for a 
meeting with an experienced 


storage engineer. 


EDWARD S. NELSON, Ltd. 
Clarksdale, Mississippi 


} 


GULFTANE LP G ¢ Hs 


FOR FARM + HOME aiid INDUSTRY 


Bi a 


tisan effort to persuade people to regis- 
ter, inform themselves on candidates 
and issues, and vote in all elections. 

* 

A. O. Saenger has been named 
southeast division sales manager of 
Humble Oil & Refining Co. to succeed 
C. C. Scott, who resigned to devote his 
time to ranching. Saenger had been 
Scott’s assistant. 


e 

C. M. (Ben) LaLonde of Pauls Val- 
ley, Okla., received a gold award from 
the Kansas-Oklahoma district commit- 
tee of the Oil Industry Information 
Committee in mid-March. Then it was 
his turn to present seven silver awards 
for the Oklahoma State OIIC two 
weeks later. 

Other gold award winners were Rus- 
sell D. Karns of Tulsa, Okla.; Fred 
Fellingham of Oklahoma City; E. E. 
Evans of Wichita, Kans., and J. L. 
Howard of Kansas City, Mo. 

Silver award winners, who received 
their certificates jointly from LaLonde 
and R. R. Shook of Tulsa, included L. 
C. Clarke of Muskogee; Fred Brunkau 
of Ponca City; Idan Flaa of Tulsa; 
A. R. Stinnett of Healdton; Leroy C. 
Tucker of Duncan; Ellis Orr of Drum- 
right; Leon T. Russell of Shawnee, and 
W. R. Huycke of Sapulpa. 

& 

Union Oil Co. of California has 
promoted R. H. Renner from resident 
manager at Tacoma, Wash., to district 
representative for southwestern Ore- 
gon, with headquarters at Medford. 
J. M. Corbett has been named to the 
Tacoma post. 

The Maumee Valley Petroleum 
Club in the Toledo, Ohio, area has 
elected Cloyce K. Aller of Findlay its 
president for 1956. F. J. Silsbee is vice 
president; Harold J. Hill, secretary- 
treasurer, and William E. Spetz, assist- 
ant secretary-treasurer. All three are 
from Toledo. 

e 

Don Jones is the new Standard Oil 
Co. of California public relations rep- 
resentative in Seattle. He replaces 
Harry A. Gaynor, transferred to 
Socal’s Los Angeles office. 

e 

The Seidel Co. of St. Louis has an- 
nounced the appointment of Charles 
H. Osthoff, Jr., as director of sales of 
its fuel oil division. William G. Raith, 
Jr., former division sales manager, has 
been appointed vice president and gen- 
eral manager of the fuel oil division. 

e 

William N. Ruppel takes on a new 

job as manager of Atlantic Refining 





THE LEADIN RAGE FIELD! Co.’s asphalt sales. Ruppel succeeds 
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R. S. Townsend who has retired after 
40 years with the company. 

Ruppel has served in various mar- 
keting positions with Atlantic in the 
Philadelphia and New York regions. 
He was most recently national ac- 
counts salesman in the motor fuels 
section. Succeeding him in that post 
will be Frederick C, Bowman, recently 
returned from an assignment in Brazil. 

e 

William Boyd, 
Jr., former sales 
executive with 
Gulf Oil Corp., 
has become a 
marketing con- 
sultant in Pitts- 
burgh. He will 
specialize in oil 
industry sales 
problems, partic- 
ularly in planning, 
market research, 
distribution, profitability and diversifi- 
cation. 


William Boyd, Jr. 


Stockholders of 
Standard Oil Co. 
(New Jersey) are 
expected to elect 
William R. Stott 
to the board of 
directors at the 
May 23 annual 
meeting. Stott, 
Jersey Standard’s 
marketing co-or- 
dinator. will suc- 
ceed Chester F. 
Smith, who is not a candidate for re- 
election. 


W. R. Stott 


Esso Standard 
Oil Co. kas an- 
nounced the re- 
tirement of J. 
Cameron Frend- 
lich, manager of 
the solvents sales 
division, after 30 
years’ service with 
the company. He 
had been manager 
of solvent sales 
since 1944. His 
successor is August L. Saltzman, who 
has been the division’s assistant man- 
ager. 


J. C. Frendlich 


e 
M. W. Dischert has been made man- 
ager of the real estate and develop- 
ment department for Shell Oil Co. 
Dischert succeeds T. S. Johnston, who 
retires after 33 years with Shell. 
e 
Leslie H. Newton takes on a new 
position as terminal superintendent for 


General Petroleum Corp.’s marketing 
department. 

G. R. Denison, an accountant for 
Gordon Oil Co., Mt. Pleasant, Mich., 
holds the honor of being the youngest 
mayor ever to serve that town. He 
is 37. 

o 

Edmond L. Sauret, Signal Oil Co. 
commission distributor at Paso Robles, 
Calif., is chairman of the City of Paso 
Robles Recreation Committee, and 
through his work helped obtain a bali 
park and youth center for the city. 


e 

E. K. Bennett, Skelly Oil Co. jobber 
in Longview, Tex., has been elected 
president of his city’s Chamber of 
Commerce. 

* 

Clifford R. Williams of Dallas, Tex., 
has been appointed a district repre- 
sentative in Louisiana and Arkansas 
for the Oil Industry Information Com- 
mittee. Williams will work with Bill 
Rose, Jr., who is in charge of the New 
Orleans OIIC office. 

e 

John H. Wents, Jr., becomes assis- 
tant general manager of Tidewater 
Oil Co.’s central division, succeeding 
division general manager Charles R. 
Brown. 

Other new faces in the central di- 
vision are J. H. Robinson, manager of 
gasoline sales, and Frank Cooper, man- 
ager of lubricating oil sales. Robinson’s 


Deaths... 





Eugene T. Singer, 69, former vice 
president and director of the Standard- 
Vacuum Oil Co., died March 28 at 
St. Petersburg, Fla. 

Singer entered the oil industry in 
1912 as an accountant with the old 
Standard Oil Co. of New York, and 
served for many years in the Far East. 
He was the first treasurer of Standard- 
Vacuum when it was formed in 1933. 
He was elected a director in 1939 and 
Senior vice president three years later. 
He helped develop the company’s em- 
ploye benefit plans and played a large 
part in rehabilitating its facilities in the 
Orient after World War II. 

* 

Frank Guernsey Keefe, 61, died in 
Portland, Ore., in mid-March. He was 
chairman of the board of directors of 
Caltex Trading & Transport Co., a 
Caltex Group affiliate in London. 

Keefe was a veteran of 35 years’ 
service in the international petroleum 
field, working for The Texas Co. in 
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replacement as Tidewater’s southwest- 
ern district sales manager is H. E. 
Bischoff. Cooper was manager of the 
company’s Ohio-Michigan sales dis- 
trict. 

In the eastern division, Tidewater 
has named John H. G. Boer safety su- 
pervisor. He is former Newark sales 
operating supervisor. 

-_ 


B. W. S. Dodge W. E. Dermody 


B. W. S. Dodge becomes director of 
advertising of Gulf Oil Corp., succeed- 
ing W. E. Dermody, who retired after 
22 years with the company. Dodge 
moves up from the position of super- 
visor of retail layout and copy. 


e 

A. B. Carmitchel of Standard Oil 
Co. (Ohio) is still recuperating from 
a head injury and will have to miss the 
American Petroleum Institute meeting 
in Atlanta this month. He is a member 
of. API’s Operations and Engineering 
Committee. 


financial and marketing positions be- 
fore joining the Caltex Group in 1936. 
He was an executive of various Caltex 
subsidiaries in England from 1944 to 
1949, and in 1954 was appointed Cal- 
tex resident director there, the position 
he held at his death. 
2 
Will J. Reid, chairman of the board 
of Hancock Oil Co., died of a heart 
attack April 8 while boarding a plane 
in Kansas City, Mo. A resident of 
Long Beach, Calif., he had been presi- 
dent of Hancock from its founding in 
1922 until he became board chairman 
in 1953. He was 66. 
e 
Robert A. Nylander, treasurer of the 
Inter-State Oil Co., Kansas City, Kan., 
died on March 31 at the age of 40. In 
12 years with the company, he had 
risen from order desk through dealer 
department sales manager to treasurer. 
Nylander was a director of the Inde- 
pendent Oil Compounders Assn. 
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COMING MEETINGS 


MAY 1956 


AWyoming Oil Jobbers Assn., Adams Cafe, 
Rawling, May 2. 

AOil-Heat Institute of Washington, annual 
Pacific Coast convention, Davenport Hotel, 
Spokane, May 3-5. 

Empire State Petroleum Assn., spring con 
vention, Mark Twain Hotel, Elmira, May 
6-8. 

Liquefied Petroleum Gas Assn., convention 
and trade show, Conrad Hilton Hotel, 
Chicago, May 6-9. 

Independent Oilmen’s Assn. of New Eng- 
land, annual convention, Sheraton-Plaza, 
Boston, May 8. 

Indiana Independent Petroleum Assn., French 
Lick Springs Hotel, French Lick, May 
9-10. 

National LP-Gas Council, mid-year meet- 
ing, Conrad Hilton Hotel, Chicago, May 
10. 

National Assn. of Oil Equipment Jobbers, 
Mark Hopkins Hotel, San Francisco, May 
10-11. 

Oil-Heat Institute of Wisconsin, 12th an- 
nual rally and exhibits, Hotel Wisconsin, 
Milwaukee, May 10-11. 

Louisiana Oil Marketers Assn., annual meet- 
ing, Roosevelt Hotel, New Orleans, May 
13-14. 

AOil Industry TBA Group (Canadian sec- 
tion), annual meeting, Royal York Hotel, 
Toronto, May 15. 

Gasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, May 16-18. 

National Oil Jobbers Council, Atlanta Bilt- 
more Hotel, Atlanta, May 17-19. 


SOLVE YOUR PLANT 


eT fel ai, lem od fe} - 7 = E- 


with SPL, dunking stations 


| ij 
H 
CIGARETTES, 
CIGARS, MATCHES 
IMMEDIATELY EXTINGUISHED 


Tennessee Oil Men’s Assn., spring meeting, 
Hotel Lookout Mountain, Chattanooga, 
May 20-22. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Atlanta Bilt- 
more Hotel, Atlanta, May 21-23. 

American Petroleum Institute, Division of 
Marketing, Lubrication Committee, Broad- 
moor Hotel, Colorado Springs, May 23-25. 

Western Petroleum Refiners Assn., Hotel 
Secor, Toledo, May 24-25. 

North Carolina Oil Jobbers Assn., annual 
meeting, Convention Cruise, ‘Queen of 
Bermuda,’ May 26-June 2. 

Interstate Oil Compact Commission, mid- 
year meeting, Statler-Hilton Hotel, Dallas, 
May 30-June 2. 


JUNE 1956 

Society of Automotive Engineers, Chalfonte- 
Haddon Hall, Atlantic City, June 3-8. 

ANational Fire Protection Assn., 60th an- 
nual meeting, Statler Hotel, Boston, June 
4-8. 

Oil Heat Institute of America, Park Sheraton 
Hotel, New York, concurrent with OHI’s 
heating show at New York Coliseum, 
June 11-15. 

Packaging Institute, Petroleum Packaging 
Committee, Statler Hotel, Boston, June 
12-13. 

APennsylvania Grade Crude Oi! Assn., 33rd 
annual meeting, Pennhills Club, Bradford, 
June 13. 

American Society for Testing Materials, 
Committee D-2 Petroleum Products and 
Lubricants, Chalfonte-Haddon Hall, At- 


7.99 


lantic City, June 17-22. 


Wisconsin Petroleum Assn., Lake Lawn 
Lodge, Delavan, June 19. 

Western Petroleum Refiners Assn., Broad- 
view Hotel, Wichita, June 21-22. 

Northwest Petroleum Assn., Edgewater 
Beach Hotel, Detroit Lakes, June 25-26. 

Alllinois Petroleum Marketers Assn., Mt. 
Hawley Country Club, Peoria, June 26. 

Oil-Heat Institute of Wisconsin, Hotel Wis- 
consin, Milwaukee, June 28. 


JULY 1956 
ACanadian Petroleum Assn., Banff Springs 
Hotel, Banff, Alberta, July 10-11. 


AUGUST 1956 

ASociety of Automotive Engineers, national 
West Coast meeting, Mark Hopkins Hotel, 
San Francisco, Aug. 6-8. 

ASouth Carolina Oil Jobbers Assn., Fort 
Sumter Hotel, Charleston, Aug. 13-14. 
ANational Congress of Petroleum Retailers, 
annual meeting, Shoreham Hotel, Wash- 

ington, D. C., Aug. 19-24. 


SEPTEMBER 1956 

APackaging Institute, annual meeting, Statler 
Hotel, Cleveland, Sept. 10-12. 

ASociety of Automotive Engineers, national 
tractor meeting and production forum, 
Hotel Schroeder, Milwaukee, Sept. 10-13. 

ANational Petroleum Assn., 54th annual 
meeting, Traymore Hotel, Atlantic City, 
Sept. 12-14. 

(Remainder of September meetings will be 

published next month.) 


A First listing 


FOR EXTRA COPIES 


NPN 


Like 60% of the leading U.S. industries, 
you, too, will find that safe and economical 
SIPCO Dunking Stations prevent fires — pro- 


mote good housekeeping on the job. No smol- 
dering — no fire hazards! Built specifically for 
hard industrial use, and abuse, and will last 


a lifetime. 


UNIT No. 1— Heavy cast alu- 
minum canister, attractive 
metal sign, upright heavy 
weighted base. 42” high, wt. 


cMOKEp,, 
GOOD HOUSEREEPING 
PREVENTS FIRES 

put ‘EM HERE 


25 Ibs. 


UNIT No. 2—Same as above 
except without upright and 
base. For mounting on walls, 
columns and posts, wt. 5 Ibs. 


UNIT No. 3—Canister alone 
with mounting bracket. 


WRITE FOR 
ILLUSTRATED 
FOLDER 


DEPT. K, 920 N. GARFIELD AVE. « 
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The McGraw-Hill Magazine 


STANDARD INDUSTRIAL PRODUCTS CO. 


PEORIA, ILLINOIS 


of Oil Marketing 
330 West 42nd Street 
New York 36, N. Y. 


Cost per copy: $1.00 


All NPN subscribers 


receive one copy as 
part of their subscriptions. 


‘The 1957-58 
NPN FACTBOOK 
will be published in 
mid-May 1957. 
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REPLIES (Box No.): Address to on ‘ ahaa you 
NEW YORK: 330 W. 42nd St. (36 
CHICAGO: 520 N. Michigan y~4 (11) 
SAN FRANCISCO: 68 Post St. (4) 


MENT Whi 


a Posllon “Vaal ————— = 


Fast growing oil equipment distributor needs key 
man with sales experience and engineering train- 
ing to promote industrial sales growth of com- 
pany. Administrative background also important 
in assisting president of company with manage- 
ment responsibility. Salary open, depending upon 
individual ability. Profit sharing plan, also pos- 
sible stock option arrangement. P-1282, National 
Petroleum News. 





HI ii] H} 
Un 








——————PPositions_ V Wanted — 

Attention Florida Jobbers—Northwest marketing 
agent selling out, desires employment — some 
capital to invest. ‘PW-9450, National Petroleum 
News. 





Top Aggressive Executive will relocate, age 34, 
graduate U.S.M.M.A. Married, top reference... 
experienced in: merchandising, advertising, trans- 
port operation, real estate leases, real estate 
purchases, lease option purchases, construction of 
multi-pump stations, maintenance and supervision 
of equipment, control of inventory in stations, 
lease or commission operation. PW-1029, National 
Petroleum News. 


V/EQWiPMMENT:-ased- surplus” 


ee Fos Soe 


For Sale: For Sale: 1953 Single Axle Brockway with 4-com- 
partment tank, 22:0 gallon capacity, skirted with 
125 foot electric hose reel, meter, ticket printer. 
Excellent condition. Original cost $11,000. Asking 
$4,700. Naphtha Solvents Company, Box 107, 
Butler, Pa. 














etroleum chemist 


BEEN LOOKING for a position 
with lots of day-to-day variety 
and interest? The petroleum 
instrumentation section of the 
Fisher Development Laboratories 
is the place. Your assignment: to 
design and promote new items in 
a leading line of petroleum testing 
equipmentand handleliaison with 
the ASTM. 

Age: 30-40 . . . petroleum lab ex- 
perience... familiarity with 
ASTM methods and apparatus 
... a flair for instrument design. 
Employee benefits are excellent 
working conditions A-1. 

Rush résumé (confidential), sal- 
ary requirements, instrumenta- 
tion background, to PAUL FAUPEL, 
PERSONNEL MGR., FISHER SCIEN- 
TIFIC, 711 FORBES ST., PITTSBURGH 
19, PENNA 








Mailing Lists of oil industry. Write for catalogue. 
oF canted Mailing List Co., Box 2603, Tulsa, 


l OPPORTUNITIES) | 


Bulk Oil Plants—Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Small Independent gasoline distributor now doing 
three million gallons per year located in deep 
South needs experienced bookkeeper immediately. 
Will sell interest to right man who can assume 
efficient control of accounting. BO-1370, National 
Petroleum News. 




















TECHNICAL DIRECTOR 


Young man capable of assuming full charge 
of three man laboratory for Northern Ohio 
independent oil compounder. Must have 
knowledge of cutting oils, soluble oils, 
drawing compounds and rust preventives. 
Ability to direct the work of others is es- 
sential. Give full details of education and 
past experience in first letter. State mini- 
mum salary required. All replies will be held 
confidential. 


P1410 National Petroleum News 
520 N. Michigan Ave., Chicago 11, III. 


SACRIFICE PRICES 
ON LIQUID HAULERS 


1948 Heil 4500 gallon, one-compart- 
ment, single axle trailer, #K139, $1375. 
1948 Fruehauf 4430 gallon, one-com- 
partment, single axle trailer, #K148, 
$1375. 

1949 Fruehauf 4545 gallon, 
partment, single axle trailer, 
$1500. 

1950 Fruehauf, 


one-com- 
#K159, 


5500 gallon, 3-compart- 
ment, tandem axle, #K-226, $2800. 
1950 Trailmobile 4580 gallon, one- 
compartment, single axle _ trailer, 
#K174, $1675. 

1950 Heil 4600 gallon, one-compart- 
ment, single axle trailer, #K178, $1675. 
1946 Butler 5800 gallon 3-compartment, 
tandem axle, #M-233, $2300. 

1952 Fruehauf 5400 gallon, 2-com- 
partment, casing and head transport, 
new tires, #K40, $3400. 

1948 Fruehauf 5750 gallon, 3-compart- 
ment, tandem axle, #M286, $2700. 
1948 Penn Furnace 4420 gallon, one- 
compartment, single axle, #KI149, 
$1375. 

1950 Heil 4610 gallon, one-compart- 
ment, single axle, #K181, $1675 
1947 Butler 5200 gallon, 3-compart- 
ment, tandem axle, #M226, $2300. 
1950 Fruehauf 7200 gallon, 3-com- 
partment, tandem axle, #M296, $3100. 
1948 Heil 4500 gallon, one-compart- 
ment, single axle, fuel oil transport, 
#139, $1375. 


Choice of many others. 
Wire, phone collect or write office nearest you 


BUTLER MANUFACTURING COMPANY 
Dept. A, 7400 East 13th Street 
Kansas City 26, Mo. 
Phone: BEnton 7400 














AVAILABLE 
2 to 4 weeks 


GENERAL MANAGER 


Seeks association with independent distrib- 
utor where volume has not progressed or 
operation costs eating profits. Twelve years 


SERVICE STATIONS WANTED 


Independent oil company will purchase or lease exist- 
ing stations on busy streets or highways. Prefer 
locations suitable for multi-pump operation. Send full 
particulars to: 

BO 1409 National Petroleum News 

330 W. 42nd St., New York 36, N.Y. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt — 
New York 7, 





experience with major and independent. 








Working with people greatest asset, Heavy 
experience in Operations, Sales, Promotion, | 
Marketing, Purchasing, Accounting. College 
and Engineering School, 37, married. 


PW 1441 National Petroleum News 
330 W. 42 St., New York 36, N.Y. 





TANK TRAILER 


6000 gal. 5 compt. 1950 Quakers, Major oi! trade in. 
Side boxes, bucket boxes for meter and city delivery. 
Perfect condition, air, tandem. Price 3450.00. Also, 
single and tandem axle from 4000 to 7200 gailon. 
rite — wire — call 
BRUCE E. HACKETT COMPANY 
621 West 58 St. Kansas City, Mo. 
Hiland 4-1385 











Oil Jobber Business for Sale 


Distribution of home heating ol!, commercial and 
industrial fuel oil, liquid asphalts. Nine truck, 
tractor, trailer and straight truck fleet. Sales run 
trom $7 $750,000.00 to $1,000,000 annually, Location: 


BO 1320 National Petroleum News 
330 W. 42nd St., New York 36, N.Y. 











Gas Stations Wanted 


clients interested in bonafide profitable 
establishments doing large volume business. Must 
stand rigid investigation. Write or call 
SPECIAL SERVICE DIVISION 
CREDIT CLEARANCE mae 
250 W. 57 St., New Pe N.Y. 
Member U. S. Chamber of eens 


We have 


L 7-3190 








WANTED 
EMPTY CANS 


SURPLUS STOCKS — MISPRINTS 
DISCONTINUED BRANDS — OVER RUNS 
LITHO 1 & 5 QT, 2 & 5 GAL 


WARREN OIL CO. 
OMAHA 8, NEBR. 
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DOUBLE YOUR VOLUME POTENTIAL 
without adding to space 


TOKHEIM MODEL 325 


PARKWAY 


“best of the dual dispensers” 


If you’re hemmed in without hope of more space, and 
can look forward to only a piddling growth, PARKWAY 
is good news for you. Because PARKWAY serves two 
cars at once, you can speed traffic flow, get them in and 
out faster, actually double your volume potential without 
longer hours or adding one foot to station area. PARK- 
WAY is the ideal pump where space is limited and traffic 
heavy—a wonderful pump for any location. See it soon. 
Call your Tokheim’ representative. Write for literature. 




















TOKH MCORPORATION 


Desi d Build fs ior Equi t 
OKHEIM esigners an ai aria quipmen 


FORT WAYNE 1 INDIANA 





GASOLINE PUMPS 
Subsidiaries: Tokheim N.V., Leiden, Holland— GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 


There sno substitute In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont 


for TOKHEIM QUALITY! 





YOU CAN REDUCE OIL INVENTORIES 
UP TO 50% BY STOCKING MULTI-GRADE OILS 


With the growing popularity of multi- 
grade oils, you no longer need to stock 
several grades of motor oil. Just one 
multi-grade oil will meet the require- 
ments of most passenger car owners... 
truck, bus and taxi operators. 

Sun can supply you with either finished 
multi-grade oils or blending oils to make 
your own SAE 5W-20 and 10W-30. 


HU bbard 2-7765 
HArrison 7-2562 DETROIT 


You are assured of customer satisfaction 
when you purchase your multi-grade 
oils from Sun. Finished multi-grade oils 
meet all three API passenger car classi- 
fications ML, MM and MS. 

For complete blending data, price and 
delivery information, call your Sun rep- 
resentative or the Wholesale Manager at 
any of the offices listed below. 


PRospect 1611 NEW YORK CiTy . LExington 2-9200 
WO odward 1-7240 PHILADELPHIA... . KI ngsley 6-1600 


CINCINNATI GA rfield 3930 JACKSONVILLE. .. . EX brook 8-5715 PITTSBURGH GRant 1-1645 
CLEVELAND ....VU Ican 3-6100 MONTREAL WI Ilbank 2131 TORONTO GLadstone 3581 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COM PANY, PHILADELPHIA 3, PA. 


IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





